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IHHosicHuTEJIBLHAA 3aIINCKA

Y4eOHMK 7151 MarucTparypbl «AHIIMACKHN sI3bIK B cdepe AEeTOBOH KOMMYHMKALIUU
I0pHcTa» pa3paboTaH Ha Kadenpe aHrauickoro s3bika Ne2 Ha ocHoBe DeepalibHBIX TOCYAAPCT-
BEHHBIX 00pa3oBarenbHbIX cTanaapToB (OI'OC BITO) TpeThero mokogeHus U MpeaHa3HaAuYCH IS
00y4YeHHs MO HAMPaBJICHUIO MOATOTOBKH «HOpUCTIPYACHLIUI».

Kypc paccuntan Ha mpoXOXK/IE€HHE B TEUEHHUE JIBYX 3a4CTHBIX enuHHMIl (72 akamemuye-
CKUX 4aca) OCHOBHOHM oOpazoBarensHON mporpammbl (OOII) maructparypsl, u3 Hux 12 gacos
MPOBOASTCS B ayAUTOPUHU MOJI PYKOBOJICTBOM IpernoaaBaress 1 60 yacoB MarucTpaHThl U3y4YaroT
Marepual camocrosTesnbHo. Kakaas rimaBa (Moaysib) paccyutana Ha 4 yaca ayTUTOpHOU paboOThI
1 20 yacoB caMOCTOSATENBHOM paboThl MarucTpanTa. [1o 3aBepiieHNn Kypca B KauecTBe dK3ame-
HAI[MOHHOTO 3aueTa MPEANOoIaracTcsl 3alluTa MPoeKTa «INEKTPOHHOE MOPTQOINO TOCTHKESHUN
MarucTpaHTa Jyuisi TpyJ0yCTPOHCTBa» B (popMe Mpe3eHTaluH.

Kypc Brimtouaet B ce0st Tpy YHUGHUIIMPOBAHO MOCTPOCHHBIX TJIaBbl (MPAKTUYECKUE MOJIY-
M), KaXJast U3 KOTOPBIX, B CBOIO 0Y€PEe/Ib, COCTOUT M3 TPEX pa3/eiioB, MOCIEIHUN U3 KOTOPHIX
IpeiaraeTcst Uil CaMOCTOSTEIbHON paboThl Haa MaTepuaioM. Pe3ynbTaTsl OCBOGHUS pasjena
“Self Study” BeipakaroTcsi B BBITOJHECHHH MPAKTUYECKUX TBOPYECKHUX 3aJaHHIA U SIBISIOTCS CO-
CTaBHBIMH YaCTSIMH 00IIEero npoekTa. B kaxmoii rmase (Mojyie) ConepKUTCs nHpOpMaIus, mo-
3BOJISAIOLAS MAarCTPAaHTY, ONPEAEIUTHCS C LEIIMHU U 3aJadaMy JAaHHOTO MOAYJIs, a TaKKe Iepe-
YeHb KOMIIETEHIINH, KOTOpBIe JOJDKHBI ObITh C(OPMHPOBAHBI B pe3yinbraTe padoThl. B KoHIe
Ka)KIOU IJIaBbl UMEIOTCS TJI0CCapuid, BOIMPOCHI JIJIsl CAMOKOHTPOJIS, @ TaKXKe OTBETHI HA TECTOBBIE
3aaHusl.

Kypc HOCMT mpakTHUecKMi XapakTep M HallpaBJIeH Ha pa3BUTHE KOMMYHMKATHUBHOM
KOMIIETEHIIMM MaruCTPaHTOB, OCPEICTBOM OXBaTa OCHOBHBIX (POPM, BHIOB M CUTYaIUil Jeno-
BOT'O MHOSI3BIYHOTO OOIIEHHUS IOPUCTA IIPU OCYIIECTBICHUHU CBOEH MPOPEeCCUOHANBHON J1eATeNb-
HOCTH.

3anaHus, BBINONHIEMbIE B ayAUTOPHM I0J PYKOBOACTBOM IIPENOAABATENS, IOCTPOEHBI
TaKUM 00pazoM, YTOOBI MaruCTPaHThl HE MOTyYalld TOTOBbIE OTBETHI HA TIOCTaBJIEHHBIE BOIIPOCHI,
a MyTeM pacCyXJCHUS U aHaJIn3a MPUXOAUIN K YMO3aKIIOUEHHIO, apIYMEHTHPOBAHO €T0 BBICKA-
3pIBAIM B (hopme 0OCyxJeHHs B Mapax, POJEBBIX UIpax WIM MHHH JOKJianax. J[aHHbIN mpuem
MIO3BOJISIET pa3BUBATh B OOJbIIEH CTENEHH WHAYKTUBHO-ACIYKTHBHBIE CIOCOOHOCTH, a TaKXke

CHOCO6CTByeT PA3BUTHUIO KPUTHYCCKOI'O U TBOPYCCKOI'O MBIIIJICHHUA MaruCTpaHTOB.



Bonbuias yacTe 3ajaHuil HampaBjieHa Ha Pa3BUTUE HaBbIKA CTPYKTYpHUpOBaHUS HUHQOP-
MAaIi¥, BBIYJICHEHHUS €€ OCHOBHBIX COCTABIISIFOIINX, IEPEPAOOTKH HHPOPMAITUH B pa3HbIe POPMBI
YCTHOW U MHUCHhbMEHHON KOMMYHHKAIIUU C YY€TOM BBIOpaHHOTO CTHIs oOmienus. Ocoboe BHUMa-
HUE yJIEJSeTCsl Pa3BUTHUIO YyBCTBA fA3bIKA, IIOCPEICTBOM HCIIOJIBb30BaHUS B COOCTBEHHBIX BBICKA-
3BIBAHUSAX PEUEBBIX KJIMILE, UIUOMATUYECKUX BBIPAXKEHUI U (OpMYN pedyeBOro ITHKETa, MpHU-
CYIIUX Pa3IUYHBIM CUTYAIHSIM HHOS3BIYHOTO JAEJIOBOTO OOIIEHUS.

Bce 3aganus kypca npenycMaTpuBalOT MOBTOPEHUE U CUCTEMATU3AIIUIO YK€ UMEIOLIUXCS
3HaHUU M YMEHHI B 00JaCTH MHOCTPAHHOTO S3bIKA, MOJTYYEHHBIX MaruCTpaHTaMH Ha MPEeIbIay-
IIMX YPOBHSAX 0OIICH 00pa3oBaTeIbHONW CHCTEMBI MO JUCIUILUIMHE «AHTIHHACKHHA S3bIK» (Ypo-
BeHb B1 B coorBeTcTBUM ¢ OOIIEEBPONECHCKON MIKAIOW BIIAJICHHS SI3BIKOM) MO YETHIPEM OCHOB-
HBIM BHUJIaM PEUeBOH eATeIbHOCTH (TOBOPEHUE, ayMPOBAHNE, YUTCHUE U MUCHMO).

[To 3aBepuieHnH Kypca MpeaycMaTpUBAaeTCs BBINOJIHEHHWE U 3allliTa MPOeKTa MO TeMe
«Co3anue 3JIEKTPOHHOTO MOPTHOINO AOCTHIKEHUN I TPYAOyCTpoicTBa topucta». [loptdo-
JIMO BKITIOYAET B ce0sl CIIeyIoIIne, pa3pad0oTaHHbIE MATUCTPAHTOM JJOKYMEHTHI:

1. pexinamHOe OOBSIBIICHHE O BAaKAHCHUU IOPUCTAa B KOMITAHUU COOTBETCTBYIOIIETO
npoduis (M3ydeHne phIHKAa BAKaHCHH);
COIPOBOIUTENIbHOE (MOTHBAIIMOHHOE) MHCHMO;
pE3IOME;
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00pas3Ibl CAMOCTOSATEIBHBIX MTUCHMEHHBIX PA0OT MAarUCTPAHTA;
6. MOXHO MPUIIOKUTH UMEIOIIHECS CEPTUPHUKATHI WIIH PEKOMEH/IaTeIbHbIC MUCHMA.

3amUTa MpoeKkTa MPOBOIUTCS B (hOpME DIICKTPOHHOW Mpe3eHTaIu. PeKOMEHIAIMKN K
CO3JIaHUI0 MOPT(HOIHO U TOJATOTOBKE MPE3CHTALMU JAIOTCS B pasjelie Ul CaMOCTOSATEIIbHOM
pa6ots! (PartC) kaxmoii rimaBel Kypca.

Kypc momonHuTeIbHO OCHAIIEH KHUTOM I camocTosTensHoro urenus (Reader)mpen-
CTaBJIEHHON TEKCTaMH, B3SATHIMH M3 ayTEHTHUYHBIX MPOMUIbHBIX yueOHuKoB. ComepikaHue J0-
HOJTHUTEIBHBIX TEKCTOB KOPPEIHMPYETCs C TJIaBaMH Kypca W IMO3BOJIIET MaruCTpaHTaM Camo-
CTOSITEIBHO M3YYUTh BOIPOCHI U TEMbI, PACCMATPUBACMBbIC Ha 3aHATHSX 0] PyKOBOJCTBOM Ipe-
noaaBatens. Kaura s urenus (Reader)skitodaet B ceOs: ayTeHTUYHBIA y4eOHBIH MaTepHa
10 OCYyIIECTBICHUIO 3()(PEKTUBHON KOMMYHHUKAIIMM B 00JacTH MPO(ECCHOHATBHOTO JIEIOBOTO
OOIIICHUS FOPUCTA; LIEIEeBbIC YCTAHOBKH ISl OPraHU3AIUH CaMOCTOSTEIbHON paboThl HAJ| MaTe-
pHagoM; oOpa3iibl JAeI0BOM JOKYMEHTAIMH, PEKOMEHIAIIMKA ¥ TPEOOBAHUS K COCTABJICHHIO Pa3-
JIMYHBIX BHUJIOB JICJIOBOI JJOKYMEHTAIMH, BXOASIICH B COCTAB 3JIEKTPOHHOTO MOPTHOIHO JOCTH-

JKEHUW MarucTpaHra.
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TJIABA 1. TPYJIOYCTPOMCTBO IOPUCTA.
IMPO®ECCHUOHAJIBHBIE KOMIIETEHIIUU IOPUCTA. ITOPT®OJINO.

Lean n3ydyeHus riaBbl — GOPMUPOBAHHE CIIOCOOHOCTH CBOOOIHO TIOIE30BATHCSI MTHOCTPAHHBIM SI3b1-
KOM KaK CpEJICTBOM JIETIOBOTO OOIIIEHHUST B TPOeCCHOHATBLHON cepe Mpu TPYI0YCTPOHCTBE B MIHOCTPaH-
HYIO KOMITaHHUIO.

B pesynbrare paboThl HaJ IJIaBOM MAarkCTPaHT JIOJDKEH:

3HaTh - 3HaU€HHME HOBBIX JEKCUUECKUX €AMHUL], TEPMUHOB, CBSI3aHHBIX C MPOLIECCOM TPYI0YCT-
pOMiCTBa U XapakTepoM padOoThl IOPUCTA B KOMITAHUH;

-UIMOMATUYECKHUE BBIPAXKEHUS, KIIUILE, €AUHUIIBI PEUEBOr0 DTUKETA, IPUMEHIEMBIE B CUTYaLlUH
OOIIEeHUs B paMKaXx 33JJaHHOM TEMBI.

- cTaHgapTHBIE GOpPMBI 0(YOPMIICHHUS JOKYMEHTOB, @ UMEHHO OOBSIBIICHUS O BAKAaHCHHU, PE3IOMeE
COMCKATeINs Ha JOJDKHOCTB M COITPOBOUTEIIFHOTO IMHCHMA,

- [IpaBujia AC€JIOBOT'O 3THUKETA.

yMeTb - IOHUMAaTh ITMCBMCHHOC COOGH.IGHI/IG, I/ICHOJIB?)y}I paanqule BUJbBI YTCHUA B 3aBUCUMO-
CTH OT KOHKPETHOM KOMMYHUKATUBHOM 3a]1a4H;

- BBIYJICHATH U ITIOHUMAaTh I/IH(l)OpMaHI/IIO, OIrpaHNUYCHHYIO KOMMYHUKATUBHBIM 3aIaHUECM, a TAKXKEC
BOCIIPUHUMATL U OCMBICIINBATDH COOGH.IGHI/ISI C Y4€TOM HaMCPCHUs, YCTAHOBKU, COCTOAHHSA U IIP.

TOBOPSIIIETO;

-nepeiaTh COIEPKAHUE C OTIOPOM Ha JIGKCUYECKUE U CUHTAKCHUECKHUE CPEJICTBA, OTPAXKAIOIINE
JIOTUKO-TPAaMMAaTUYECKYIO CTPYKTYpY 00pasiia MMCbMEHHOM KOMMYHHKAIUH,;

-[IOCTPOUTH COOCTBEHHYIO PEUb C DIIEMCHTAMU PACCYKICHHUS, KDUTHKH, OLIEHKH, BBIPAYKCHHS
COOCTBEHHOIO MHEHU,

- COCTaBUTh CBOE cOOCTBEeHHOE OPThono (pe3roMe) B OyMaXKHOM MIiTH 3JIEKTPOHHOH (opmax.

Baanersb - HaBpIKaMU CTaHAAPTHOTO OOPMIICHHS IETIOBOM KOPPECTIOHACHITUN M IOKYMEHTAIIUH
TUTIA PEKIAMHOTO OOBSBICHUSI O BAKAHCHH, MOTHBAIIMOHHOTO MHUCHMA, PE3IOME U MOPT(OIHO;

-HaBbIKaMH MTPUMEHEHHSI KITUIIMPOBAHHBIX (DOPM peuH B €JIOBOM U IOPUINYECKON TOKYMEHTa-
v,

-HaBBIKAMH MTOMCKA HEOOX0IMMOM MH(GOPMAITUH TTOCPEICTBOM MYJIbTUMEIUHHBIX cpencTB u NH-
TEPHET PECYPCOB.



UNIT 1. IN-HOUSE LAWYERS AND THEIR ROLES IN A COMPA NY

PART A . APPLICATION FOR THE IN-HOUSE LAWYER POSITI ON

1. Read the text and answer the questions.

1. What does the role die in-house lawyer depend on?
2. What is the role of the in-house lawyer in draeganizations?
3. What is the role of the in-house lawyer in &aogganizations?

4. What is the difference between in-house lawgeaslaw firm lawyers?

The job for an in-house lawyer is to apply his er legal knowledge and skills to help a
company succeed, while identifying and protectimg tompany against risks. The size and na-
ture of the company will typically dictate the sgiecrole of the in-house lawyer. In smaller or-
ganizations, in-house lawyers usually have a gémela and are responsible for overseeing all
of the company’s legal relationships, includingatEnships with other companies, government
agencies, and investors, as well as internally etiployees, management, and directors. In lar-
ger organizations, in-house lawyers usually hagpexific role, handling the company’s needs
in a discrete area of the law.

As compared to law firm lawyers, company lawyerartemore directly and acutely
about the interplay of business and law—how busiradtects legal decision-making and how
law has an impact on business affairs. In-housgdesvmay also spend less time researching
and writing about the law, in favour of making judgnts about different facts that may have an
impact on the business. Finally, in-house lawyeesrasponsible to one client—the company—

as opposed to law firm lawyers, who serve man\eckfit clients.

2. Match the words with their definitions.

1. an in-house lawyer a. the directors and managers who have the pow-
er and responsibility to make decisions and over-
see an enterprise

2. a company b. a person or group that uses the professional
advice or services of a lawyer, accountant, adver-
tising agency, architect, etc.

3. management c.an individual who works part-time or full-time
under a contract of employment, whether oral or
written, express or implied, and has recognized



rights and duties

4. business d. the person holding the position typically
reports directly to the CEO, and their dutjes
involve overseeing and identifying the legal
issues in all departments and their interrelatjon,
including engineering, design, marketing, sales,
distribution, credit, finance, human resources,
production, as well as corporate governance and
business policy.

5. a client e. a person who manages an organized group of
people or a part of an organization

6. an employee f. business made up of lawyers who work [o-
gether under a specific firm name

7. a director g. a legal entity, allowed by legislation, which

permits a group of people, as shareholders, to ap-
ply to the government for an independent orgéni-
zation to be created, which can then focus| on
pursuing set objectives, and empowered with le-
gal rights which are usually only reserved for |in-
dividuals, such as to sue and be sued, own prop-
erty, hire employees or loan and borrow money.

8. a law firm h. an organization or economic system where
goods and services are exchanged for one another
or for money

3. Make up short stories on each of the terms giveim the table above according to the

model:

MODEL.: In-house lawyer is a corporate employee of the camp. He or she has only one
client — the company who employed him or her. Heoets to CEO. He is a member of the
team and can have different roles in an organizatiodepending on the circumstances — for
example, legal advisor, business support, and comypaecretarial. One of the biggest chal-

lenges in the practice of an in-house lawyer is tieg with non-lawyers.

4. Work in pairs or small groups. Look at the gragh on the diversity of an in-house law-
yer’s roles in the company and give your reasons whand in what cases he needs to be able

to wear multiple ‘hats’.



Board

Diplomat Manager
member
Legal advisor
Negotiator
Interface with
external
v counsel
Devil's
advocate —
Role of the In-house lawyer Organization's
conscience
Educator /
Internal
watchdog
. ; Officer of
Business Business
Independ- the court
protector support ent voice

5. Look through the job advertisement and answer ta questions.

What position is open?

Who published the advertisement?

What industry does the company operate in?

What areas of practice in law are preferable fomamouse counsel role?

What are the duties of the in-house counsel?

o ok 0N PE

What requirements should an applicant meet?



Commercial / Corporate Lawyer — IN-HOUSE LAWYER

sLeading Company
*Excellent team environment

D

XYZ has had substantial success recruiting forlermasling company over th
past few years. We have a new role for a 3-6 y@ayér to join the friendly and dy
namic team.

Our client is one of the US largest private comparmwith offices in citieS
around the USA. The company operates in the comatemining, construction
and infrastructure spaces. This is a diverse,asterg and challenging in-house le-
gal role. With a positive outlook, this role wilppeal to a capable corporate |or
commercial lawyer looking for an in-house counsé in which they can enjoy as
sisting with the development and management ofl lagections and commercig
contracts.

This role is broad and will provide substantialp@ssibility and opportunity
The business requires substantial legal/advice w&adkthis role will involve ongo
ing work on complex commercial contracts and ageses You will also be in{
volved in managing relationships with stakeholderd suppliers. There will also e
the opportunity to do some employment law and oatapal health and safety
work.

You will enjoy applying your commercial acumen aslivas your technica
skills in this legal role. With the chance to wask complex and significant cor
tracts and projects, and with excellent supportesygs on offer, this is a rare oppdr-
tunity in the US market. You will possess aboutygars (and up to about 6 years)
experience working in the commercial legal fieldher in-house or for a strong
boutiaue. mi-larae or national/international law fir

o
1

6. Match English words and word combinations from he advertisement with their Russian

equivalents
1. complex and significant contracts a. OTBIT PabOTHI
2. support systems on offer b. akroHepsI



3. experience C. TPYIOBOE TIPaBO

4. commercial acumen d. KOHTPAKTHI HAa KPYITHBIC U CIIOKHBIC CICIKH

5. technical skills €. IeNioBast )KIIKa (IpenpUUMUUBOCTb)

6. commercial lawyer f. TexHMYECKOE MacTepCTBO

7. stakeholders g. IOpUCT, CHenMaIu3upyoomuiics B o01acTu

KOMMEPYECKOTO IpaBa

8. employment law h. cucrembl MOMACPKKM KOMMEPUYECKOTO MPE.-
JIOKEHHSI

7. Work in pairs. In turns give explanations or desriptions of the words from the list in

exercise 6 and ask your partner to guess and traradke them.

8. Look through the text and make a list of personldraits which are necessary for all effec-

tive lawyers.

If you want to be an effective lawyer, you shoul/é certain traits and attributes in or-
der to excel in this occupation. One importantt tvehich lawyers should possess is that of ar-
ticulation. A lawyer who can articulate effectivag/the one who will be more likely to succeed
not only against opposing parties in court but asompress and put their client at ease as well.
An articulate lawyer is the one who will see result

Another trait which lawyers should have is intedinge. Having this positive attribute will
ensure that the person representing the cliehei®he who is smart enough to know what to do,
when to do it and how to go about getting the tsswhich are necessary to win the case and/or
abide by the client’s wishes. Lawyers who use theains are more likely to see the best possi-
ble outcome from a case.

It can arguably be said that those who become lesngee individuals who like to read.
The legal profession is filled with volumes of lawsgulations, cases and rules. If one does not
favour reading, then becoming a lawyer may notheelest bet, as the legal field is the one
which requires massive amounts of reading.

Good comprehension skills are a favourable traitcwvtall lawyers should have. Al-

though the one who likes to read may be a candidatine legal profession, but reading means

10



nothing if the person does not comprehend whatdsejust read. Statutes and procedural rules
are sometimes difficult to understand and those hdnge good comprehension skills may pros-
per at being a lawyer as they will have to readpikinent documentation much less than those
without good comprehension skills.

A good personality and willingness to work well lvibthers are two additional positive
traits which all lawyers should possess. Some geoyly think that lawyers have to be tough as
nails in order to excel in the legal profession thig is not entirely true. Although steadfast de-
termination is a good trait to have, it does nhoama whole lot if the one does not have a good
personality and willingness to resolve matters. $&gng that one can catch more flies with ho-
ney than vinegar is also relevant with regard tmdpe@a lawyer. Negotiations go much better
when the lawyers put their best foot forward arelwitling to come to an amicable solution.

Lastly, persuasiveness is an additional trait wtaltHawyers should possess. Since the
legal profession is based around lawyers persuadutigiduals to see their point of view law-
yers must be persuasive in their speech and tactics

A lawyer who can get his point across and persuradigiduals to acknowledge it is the

one who will see many victories.

9. Complete the sentences, and make up a summarytbé text.
1. An lawyer is the one whosed results.
2. A lawyer will see the best pdssibtcome from a case.

3. A lawyer may not be the best bet if

4. You can not be a good lawyer without good

5. and are two additional positiaiest which all lawyers should possess.

6. A lawyer who will see mamyories.

10. Miscommunication between people can happen wheme of the parties uses a second
language. English speakers often use metaphors (figs of speech). Three of them you've
met in the text. Write them out and explain their neanings.

1.

2.

11



11. Match some more metaphors with their explanatios and illustrate their usage in the
situations of your professional communication.

1. You reap what you sow. a. You created a big problem

2. Don’t beat about the bush. b. I am miserable now but | know | will be
happy

3. Never let your guard down. c. | really need to get rid of my anger

4. A little bird told me. d. You get what you deserve

5. You really opened a can of worms. e. Always pay attention, don't lose the focus

6. Steam when you heat water. f. Stop wasting my time. You are trying to

avoid answering my queries
7. That is not my cup of tea. g. | don’t want to reveal the source of informa-
tion

8. There is a light at the end of the tunnel.  h. It is not my style

12. Work in pairs. Test yourself and check your busess abilities. Can you become an ef-
fective member of the team or is it better for youo start your own business? Discuss the

results with the partner.

1. Are you a self starter?

a. | only make an effort when I want to.
b. If someone explains what to do, then | can comtifrom there.
c. | make my own decisions. | don’t need anyoreltone what to do.

2. How do you get on with other people?
a. | get on with almost everybody.

b. I have my own friends and | don’t really neeg@re else.
. I don’t really feel at home with other people.

o

w

. Can you lead and motivate others?

a. Once something is moving I'll join in.

b. I'm good at giving orders when | know what to do

c. | can persuade most people to follow me whéart something.

4. Can you take responsibility?

12



a. | like to take charge and to obtain results.
b. I'll take charge if | have to but | prefer sonmeocelse to be responsible.
c. Someone always wants to be the leader and Ijppyh#o let them do the job.

5. Are you a good organizer?

a. | tend to get confused when unexpected proldeises.
b. I like to plan exactly what I'm going to do.
c. | just like to let things happen.

6. How good worker are you?

a. I'm willing to work hard for something | reallyant.
b. I find my home environment more stimulating thvank.
c. Regular work suits me but | don’t like it toarfere with my private life.

7. Can you make decisions?

a. | am quite happy to execute other people’s datss
b. | often make very quick decisions which usuatyk but sometimes don't.
c. Before making a decision, | need time to thirdver.

8. Do you enjoy taking risks?

a. | always evaluate the exact dangers of any 8dna
b. | like the excitement of taking big risks.
c. For me safety is the most important thing.

9. Can you stay the course?

a. The biggest challenge for me is getting a prtoséarted.
b. If I decide to do something, nothing will stop.m
c. If something doesn't go right first time, | tetodose interest.

10. Are you motivated by money?

a. For me, job satisfaction cannot be measuredoney terms.
b. Although money is important to me, | value othargs just as much.
c. Making money is my main motivation.

11. How do you react to criticism?

a. | dislike any form of criticism.

b. If people criticize me | always listen and maynay not reject what they have
to say.

c. When people criticize me there is usually sontl in what they say.

12. Can people believe what you say?
a. | try to be honest, but it is sometimes difficultoo complicated to explain

things to other people.
b. I don’t say things | don’t mean.



c. When | think I'm right, | don’t care what anyoelkse thinks.

13. Do you delegate?

a. | prefer to delegate what | consider to be #mest important tasks.

b. When | have a job to do | like to do everythimgself.

c. Delegating is an important part of any job.

14. Can you cope with stress?

a. Stress is something | can live with.

b. Stress can be a stimulating element in a busines

c. | try to avoid situations which lead to stress.

15. How do you view your chances of success?

a. | believe that my success will depend to a lalggree on factors outside my
control.

b. I know that everything depends on me and mitiabil

c. It is difficult to foresee what will happen metfuture.

16. If the business was not making a profit afterife years, what would you do?

a. give up easily.

b. give up reluctantly.

C. carry on.

Key to the questionnaire:

1.a=0 b=2 c=4 9.a=2 b=4 c=0
2.a=4 b=2 c=0 10. a=0 b=2 c=4
3.a=0 b=2 c=4 11.a=0 b=4 c=2
4.a=4 b=2 c=0 12. a=2 b=4 c=0
5.a=2 b=4 c=0 13.a=2 b=0 c=4
6.a=4 b=0 c=2 14. a=2 b=4 c=0
7.a=0 b=4 c=2 15.a=0 b=4 c=2
8.a=2 b=4 c=0 16. a=4 b=2 c=0
44 or above

You definitely have the necessary qualities to bezohe director of a successful business. You
have a strong sense of leadership, you can botne and motivate and you know exactly

where you and your team are going.
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Between 44 and 22

You may need to think more carefully before settiqgyour own business. Although you do
have some of the essential skills for running bessn you will, probably, not be able to deal
with the pressures and strains that are a palteojob. You should perhaps consider taking some

professional training or finding an associate wan compensate for some of your weaknesses.

Below 22

Managing your own business is not for you. Youlzeter suited to the environment where you
are not responsible for making decisions and takisis. To operate successfully you need to
follow well defined instructions and you prefer \wdhat is both regular and predictable.

13. Answer the questions.

1. Do you agree with the results of the test?

2. What personality traits can you add or excludenfyour personal characteristics given at the
end of the test?

3. Do you believe that it is possible to learn mablbut person by means of physiological tests?

4. What does it depend on in your opinion?

PART B. WRITING A RESUME. JOB INTERVIEW

1. Read two cover letters sent to the employment agcy for the in-house lawyer vacancy
(page 9).

COVER LETTER N0 1
9th June, 2014.

From: David Brentwood
Apartment 21,
Boulevard Estates,
Huntsville,

Alabama

To: Hannah Jones
Manager-HR

XYZ Company
Manhattan

New York
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Dear Ms. Jones:

As an accomplished purchasing specialist with esttenhealthcare industry experience, | was
very interested to learn about your in- house lavwppening. | offer eight years of experience
working for ABC Company, a national home healthcawenpany and a billion-dollar leader in
the industry. As the company’s corporate purchaspegialist, | managed:

* Purchasing functions for 115 locations.

75 major contracts in areas including medicatiosspplies, equipment, furniture,

uniforms, distribution and vending machines.
A 15-member team of contractors, buyers, analysissapport staff.

Consistently recognized for outstanding performancegaved ABC Company more than $5.3
million in 2011 alone. An expert in contract negtibns, vendor management and global
sourcing, | repeatedly reduced expenditures, chstles (COS) and cost-of-goods (COG), as
well as assisted with major system implementatiohgnventory, purchasing and tracking

systems.

In 2013, ABC Company experienced a significant anée reduction and my position was

eliminated. Since then, | have remained active he American Purchasing Society and
completed courses in business ethics, contract flagv,art of negotiation and supply chain

management. | plan on sitting for the Certifiedf@ssional Purchasing Manager (CPPM) exam
later this year.

| am confident that my ongoing studies combinechveiticcessful experience in the field will
enable me to aggressively pursue cost-reductioortypties and improve return on investment
for your company. If you agree that my skills angerience would benefit your operation,
please call me at (555) 555-5555 or email someope@domain.com to arrange an interview.

Thank you for your time, and | look forward to skiea with you.
Sincerely,

g7 @6¢MM¢/

David Brentwood

Enclosure: Resume
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COVER LETTER No 2

June 8, 2014

From: Susan Banks
House Nol12B

Main Street
Queens

New Jersey

To: Hannah Jones
Manager-HR

XYZ Company
Manhattan

New York

Dear Ms. Jones,

| wish to be considered for the post of In-houseyer in your company, the advertisement of
which appeared in the “Law News Journal”, datedJiihe.

| am a qualified lawyer from the International Schof Law and have specialized in Civil Law.

I am currently working with ABC Law Firm. My hardewk, sincerity and dedication have
earned me a letter of appreciation from my seniors.

I am currently looking for an opening in a compantyich specializes in Civil Cases, as that is
not only my area of specialization but also my ass

| am sure my qualifications, experience and endamsiwould be an asset and prove to be mutu-
ally beneficial.

| look forward to hearing from you at the earligstdiscuss more in person. My telephone num-
ber is (444) 444-4444 or email susan@ somedomam.t@am herewith enclosing my Resume
for your kind consideration.

Thanking you,

Sincerely,

Susan Banks

Enclosure: Resume
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2. Work in pairs. Act as an employer and discuss wh the partner the question: “Which of
the above letters will interest the employer more¥hy?” Give your reasons. Analyze
strengths and weaknesses of both applicants. Putdim into the table, evaluate their

chances and decide on the candidate for the vacancy

APPLICANT A APPLICANT B
Strengths Weaknesses Strengths Weaknesses
1 1. 1 1
2 2. 2 2
3 3. 3 3
4 4. 4 4

3. Basing on your mutual decision fill in the Resum form with his or her personal data

taken from Cover letters No 1 or 2 according to theips given below.

Tips for Lawyer's Resume

The resume should show the applicant’s strong comwation and interpersonal skills and abili-
ties so that he or she can create good relationsitiipthe clients. The lawyer’'s resume should
be very specific and based on facts concerning gobrevements. The lawyer’s resume should
also portray that you can take valuable decisionigewvorking under pressure.

Information about Name and Contact

It includes the basic information like name, majliaddress, telephone number and E-mail ad-
dress.

Resume Objective

It is a specific statement that includes your cageals and aims.

Education

This section contains information in reverse chfogigal order such as major degree, date of
graduation, universities you have attended, looadibuniversities and any certificates achieved
concerning the job you have applied for.
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Skills

In this section you can mention your legal streagthd positive points to make your resume ex-
cellent.

Experience

This section contains your previous work experiefya should mention the full legal name of
your previous company, your job title and job dgs@mn. Always use action verbs and law re-

lated terms while constructing the lawyer’s resume.

RESUME

Contact Information:

* Name:

« Permanent Address:

Telephone No:

* Email address:

Objective: To be able to secure a position as an In-house éamyd work towards reaching

the organization’s goals

Education:

Affiliations:

Experience:

Key Areas of Expertise (Skills):

ReferencesWill provide them on request.

4. There is a huge competition in the legal marketThe employers receive countless re-
sumes and hardly spend two minutes to look into ehcof them. Therefore a lawyer’s re-
sume should be so good that it leaves a positive pression on employer’s mind at first
glance. That is why many applicants put “summary” nto the resume.
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Read two sample summaries and write down a summaigr your resume.

1) Career Summary (Sample 1):

= A dynamic & competent professional with over 9 ealrexperience as a lawyer.

= Proven ability to represent the clients in com@er challenging environment.

= An accomplished professional who has successfullgaged case preparation and court
proceedings.

= Solid interpersonal and communication skills inlthunig key alliances and partnerships,
having dealt with a diversity of clients and indiuvals.

» Highly organized & dedicated with a positive atti&) able to set effective priorities and

handle multiple assignments under high pressutamiiight deadlines.

2) Summary (Sample 2):

= Worked for five years at senior level and gainegoumate legal expertise.

» Specializing in litigations for corporate firms ahdman resource laws that include labor
laws, termination and retrenchment.

= Completed major legal projects.

=  Great communication and team-building skills.

= Experience in all kinds of legal domains.

3) Your summary to the resume.

SUMMARY

PN

5. Skim the text and title it.

The employment interview is the most important @varthe entire job search process.
Your resume sets forth the facts about you; therview presents you with the opportunity to
bring your resume to life and to demonstrate yoieliigence, competence, ambition and per-

sonality. Despite the fact that everyone is famiath the traditional interviewing experience:
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(1) you apply for a job; (2) the employer reviewsuy paper credentials and chooses you to
come to an interview; (3) at the interview, the &ywpr asks you questions about your
background and experience, and you discuss thethy(4nafter the interview, the employer
makes a decision about whether to hire you. Inggvirig is stressful! But the more you learn
about the process, the easier it will become, badrtore effective you will be in your interviews.
Always remember that a job interview is a dialogae:opportunity to ask as well as answer
guestions. To be sure you should practice yoanmgwing techniques before you go to the real

interview.

6. Read possible job interview questions and somegommendations how to answer them.

Give your answers to these questions bearing in midrthe recommendations given.

Question: Tell me what education you have relevartb the position.

Answer: Besides a law school degree, many lawyers haveede@r coursework in a number of
other relevant subjects, like English, politicsgd @tonomic science. Some lawyers have degrees

in accounting or engineering.

Your answer:

Question: What are some of the main personality trigs of a successful lawyer?

Answer: Lawyers are highly trained, highly educated prsi@sals who command vast and
precise knowledge in many areas besides law. Treeglao able to manipulate their knowledge

creatively to make their case. Lawyers are contided charismatic.

Your answer:

Question: What is the importance of interpersonal kills for a lawyer?

Answer: Lawyers must be able to work long hours alonehwidmplex documentation and

literature. At the same time, their interpersonills must be outstanding to communicate
effectively in the office and in the courtroom. Lygavs use not only their analytical prowess but
also their personalities in their work.

Your answer:

Question: Describe your area of expertise and youwperation strategies?

Answer: Be brief and use specifics to say what and howd@mwhen, for example, you receive
clients, draw up legal documents relevant to tise cdecide for or against taking the case, etc.

Your answer:
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Question: Do you have any experience with corporategal work?

Answer: Lawyers are usually represented as criminal lasviyethe public eye. Many, of course,
are civil lawyers, and there are those who spe@aiin corporate law — the legal aspect of
business transactions. Business companies alweytaliyers to represent them and handle any

legal aspects, definitions, and documentation eif thctivities.

Your answer:

7. Work in pairs and play out an interview asking he commonly used questions enlisted

below.

+ Tell me about yourself.

» Describe yourself in one word.

« What are your future career plans?

+ Why did you choose law?

+ What courses did you like best? Least?

+ What gualifications do you have that make you f@el will be successful in your area of
interest?

« What have you learned from some of the jobs yo®had

+ What type of people do you feel best?

+ What type of people would you have trouble workivith?

« What is your greatest personal asset? Your greatzdtness?

« Do you like routine work?

« What constitutes “security” in your mind?

« What constitutes “success” in your mind?

« What kind of things can give you the most satistacin your work?

8. Work in pairs. Sometimes at the interview you aa be asked to write a test on your pro-
fessional legal knowledge. Test yourself. (10 mines). Are you satisfied with the results?

Discuss them with the partner.

1. “Stare decisis” is:

a. "statutory law."

b. "common law."

c. "substantive law."

d. "Let the decision stand."
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. Jurisprudence is:

. another name for an equitable remedy.

. an area of study focusing on the philosophywfdnd the legal system.
. another name for common law.

. another name for stare decisis.

. Which of the following is not a source of intational law?

. customs

. treaties

. City ordinance

. act of state doctrine

. Which of the following would not be an exampfeawiolation of a criminal law?

. running a red light
. driving while intoxicated
. failing to honour the requirements in a contract

. What of the following is not a purpose of law?

. keeping order
. changing expectations
. influencing conduct

. What is a multilateral treaty?

. a treaty related only to military action
. a treaty among three or more nations
. a treaty related only to trade

. The European Union:

. establishes uniform trade policies between tit d@nd Europe.
. Is a tariff-free group of European countries dras its own currency.
. requires countries to reduce carbon dioxide siorss.

. The attorney-client privilege:

. does not apply in criminal defense cases.

. applies only to plaintiffs.

. has been abolished in most states.

. keeps the relationship and communications betwseeyer and client confidential.

. Which of the following are protected under titermey-client privilege?

. information from lawyer-client conversations aeding a lawsuit
. information regarding plans for a future violaui

. attorney's knowledge of a client fraud

. all of these are protected by the attorney-clgnivilege
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10. Which of the following methods of alternativismlite resolution (ADR) involves a hearing
process?

a. mediation

b. arbitration

c. early neutral evaluation
d. negotiations

11. Place the following in the order they would wcm a lawsuit: answer, counterclaim, com-
plaint, summons.

a. complaint, answer, counterclaim, summons
b. complaint, summons, answer, counterclaim
c. counterclaims are not part of litigation, onl\DR
d. summons, complaint, answer, counterclaim

12. Which of the following stages would come firstivil litigation?

a. motion for judgment on the pleadings
b. cross-examination

C. opening statement

d. discovery

PART C. SELF-STUDY

1. Write down a job advertisement on behalf of theompany where you would like to work

after completing your Master’s course. Design youad according to the plan:

1. A short introduction to the compaifgame, industry, place of work) and its logo (iEpo
sible).

2. A short description of the open positiftitle, mission, function, type of contract, dura-

tion of the contract...).

The required technical and behavioral skills.

The application deadline (and possibly the startiatg).

The job's specifications.

The person in charge of the application process.

N o o Mo

The mailing / e-mail address.
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2. Make up your portfolio. Put your personal information to the items given below accord-

ing to the recommendations.

A portfolio is a binder or book that shows off your work abdites. It goes beyond a
cover letter and a résumeé. A portfolio is a job4dmmtool that gives employers a picture of who
you are - your experience, education, accomplistsnemd skills. Not only does it show the
employer who you are, but it also displays what liaue the potential to become. It is designed
to support you as you market yourself!

You should start developing your portfolio by doimgelf-assessment. Evaluate what you
have to offer and what the best ways are to manet assets. You should decide which skills
and experience you have will relate to the needbeinterviewer, or what you would most like
the interviewer to see. If you don't have much werperience—most students don't—you'll
need to tell about your law school work, voluntesrk, and hobbies for evidence of the rele-
vant skills you know you have.

The following is a list of items you may want tcinde:

1. Table of Contents(for easy reference)

2. Career Summary and Goals:A description of what you stand for (such as sienal
ethics, organizational interests, management pbplog, etc.) and where you see yourself
in two to five years.

3. Traditional Résumé: A summary of your education, achievements, ankwa&perience,
using a chronological or functional format.

4. Skills, Abilities and Marketable Qualities: A detailed examination of your skills and
experience. This section should include the nantbeogkill area; the performance or be-
haviour, knowledge, or personal traits that comiiebto your success in that skill area;
your background and specific experience that detratesyour application of the skill.

5. Samples of Your Work: A sampling of your best work, including reportapprs, stud-
ies, brochures, projects, presentations, etc. Begmlint samples, you can also include
CD-ROMs, videos, and other multimedia formats.

6. Testimonials and Letters of RecommendationsA collection of any kudos you have
received from customers, clients, colleagues, pagiloyers, professors, etc. Some ex-
perts even suggest including copies of favorablpleyer evaluations and reviews.

7. Awards and Honours: A collection of any certificates of awards, horguaind scholar-
ships.

8. Conference and Workshops:A list of conferences, seminars, and workshopswgou
participated in and/or attended.
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1.

9. Transcripts, Degrees, Licenses, and CertificationsA description of relevant courses,

degrees, licenses, and certifications.

10.Test Results: Document professional or graduate school testisglt® (such as GRE

subject test results).

11.Newspaper Clippings:Include articles and/or photos that address yoliezement.

12.References:A list of three to five people (including full nas, titles, addresses, and

phone/email) who are willing to speak about youersgths, abilities, and experience. At

least one reference should be from your former mana

Organizing Your Portfolio

You should keep your portfolio in a professionak#tring binder.

Come up with an organizational system of categdagsut your items together. Sample
categories are as follows: Work Experience, Edooathwards and Certificates, Special
Skills, Personal Accomplishments, Background. Wdes tor dividers to separate various
categories.

Your portfolio should be no more than 25 pages. 3ierter it is the better because an
employer will only really absorb 6-10 samples.

Every page should have a title, a concise captad, artifact. Captions should explain
the process you went through and the resulting flien&se the same type of action
verbs as you use in a réesume.

Photocopy full-page samples to a smaller sizegéded.

Make the layout and design consistent, and dohbegrly decorative—keep it clean and
use lots of white space.

You may also consider including CD with sampleyadir work. An on-line portfolio is
another option.

Once you have put together your portfolio, you sthaueate a title page, table of con-
tents, and introduction. The introduction is yopportunity to tie together your portfolio

contents and summarize your qualifications.

GLOSSARY

acumen (extensive experience in dealing with commercial ematthat yields a prompt and

appropriate response to issues that typically havdavorable outcome. One of the best
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characteristics to look for in a senior executigenell developed business acumen that typically
comes from the combination of experience and hatliagnnate mental agility needed to deal
quickly with business situations as they grisgponunnaresbHOCTh, COOOGPA3ZUTETHLHOCTD;

ocTpoTa yma
business acumemenoBas xBaTka

demonstrate / display acumenpesiButh cMeKalky, COOOpa3suTEIbHOCTD
legal acumenropuarueckas MPOHUIATETLHOCTD
political acumen monuTHYECKUIT HHCTHHKT
articulation (the way in which you express your feelings andsyle@zosecnoe svipasice-
Hue, hopmynuposka
articulate lawyer +opucTt, yMeromuii XopoIo u3naratb CBOM MBICIIH, KPACHOPEUH BB
articulate one’s ideassteHo M3JI0KUTH CBOH MBICITH
business(an organization or economic system where goods andces are exchanged for
one another or for mongy kommepueckoe npeanpusitue, pupma, KOMMepUYecKasi esiTeb-
HOCTL, OM3HeEC
business contactsaenoBbie KOHTAKThI
business of the daymesectka nus
business undertakingremmepueckoe npeanpusTre
run a business ypasiaTh KOMIaHuEH
credentials (documents that state the abilities and experierice merson and show that the
person is qualified for a particular job or actiy)t- moxkymeHTanbHOE MOATBEPIKIEHNE, TAK0-
mee 4€JIOBEKY NMpaBo 3AaHUMATbLCHA TEM UM MHBIM POJIOM T€ATCIbHOCTH
academic credentials —ycrnexu B yuebe; yCneBaeMOCTb; YCIIEXH, JOCTH)KEHHS B HAy4HO-
HCCJ’ICI[OB&TGJ'IBCKOﬁ ACATCIIBHOCTH, HAYYHBIC CTCIICHU, aKaACMHUYCCKNEC perajiun
professional credentials -#podeccronanbHbIe JOCTHKEHUS; TPOPECCHOHATIbHAS PEITyTaLUs
in-house lawyer (a lawyer employed by a business to work in hous#gsolegal matters)-
KOMMeEpPYeCKUil IOPHUCT, IITATHBIH IOPUCT KOMIIAHUH
in-house counsetiin.) —kopmopaTuBHBIN IOPUCT
interview (a formal discussion between a hirer and an applicar candidate, typically in
person, in which information is exchanged, withititention of establishing the applicant’s sui-
tability for a position)-co6ecenoBanue
an interviewer -enoBek, BeayIIuii codbece10BaHme
an interviewee senoBeK, KOTOPBII IPOXOIUT COOECEIOBAHUE
conduct (hold) an interview gpoBoauTh coOece10BaHIE

pass an interview sycremnrHo mpouTu codeceoBaHme
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7. management(the organization and coordination of the activitief a business in order to
achieve defined objectijes ymnpasiienue, 3aBeoBaHHe, MEHEI:KMEHT, PYKOBOICTBO;
aIMHHHCTpUPOBaHHE
effective management -#eiicTBeHHOE PYKOBOICTBO

8. occupation (a person’s job or a regular activity or hobbypausiTue, pox uiau Buja jaesi-
TeJLHOCTH, Ipo(eccus
profitable / rewarding occupatiomexoanas npodeccus
gainful occupation mEpuUOBUIBHOE €0, JOXOAHOE 3aHITHE

9. persuasivenesgthe power to induce the taking of a course ofactr the embracing of a
point of view by means of argument or entreatygeoumensnocmeo
persuasive argumentg6enuTenbHbIC apryMEHTHI
persuasive speechyéenurenbHas pedb
persuasive advocatessiuTHUK, 00J1aTaf0NHi JapOM YOEK ICHHSI

10. portfolio — 1. (a collection of investments all owned by the sardridual or organization}
noprdenas, nanka, xeio; 2. In educational processa compilation of student work assembled
for the purpose of (1) evaluating coursework qyadind academic achievement, (2) creating a
lasting archive of academic work products, and @&termining whether students have met
learning standards or academic requirements forrses, grade-level promotion, and gradua-

tion —meTox-nmoprdosmo

11.resume/'rezjumea/ (formal presentation of the job applicant’s eduoatiwork and experi-
ence; syn.; CV, curriculum vitae)kpaTkue aHKeTHbI€ JaHHBIE, pe3lOMe

12.skill (an ability and capacity acquired through deliberalystematic, and sustained effort to
smoothly and adaptively carry out complex actigitier job functions involving ideas
(cognitive skills), things (technical skills), aod/people (interpersonal skills) ymenne,

MacTepcTBO.

THE LIST OF BUSINESS IDIOMS

1. give a good account of oneselkeporiiio cedst IPOSIBUTH

2. take something into accouniypuHUMaTh B pacueT, y4YUTHIBAThH
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turn something to good accouniissieus mob3y
an apple of discord #6m0xo0 paznopa

foot the bill —3armatute Mo cuety, oTBETUTH 32 BCe
monkey business xeurncroe aeno

carry the can -etayBarhcs 3a YTO-TO HIIH KOTO-TO

play one’s cards right #cronb30BaTh Bce CBOM MPEUMYIIECTBA

© 0o N o O b~ W

save the day emnactu monoxenue

10.double Dutch Kuraiickas rpamora, TapabapiiuHa
11.feather one’s nest#abuth cebe Kapmax

12.a golden opportunity peauaiimias BO3MOXHOCTb
13.give up as a bad jobmaxnyTts Ha Bce pykoii
14.the long arm of the law raparomas pyka 3axkona

15.give someone a bad nameap#obpectu 1ypHYIO CllaBy

ANSWERS TO THE TEST. (pages 17-18)

1.- d. "Let the decision stand."

2.- b.an area of study focusing on the philosophy of dan the legal system.

3.- ¢ city ordinance

4.- c.failing to honour the requirements in a contract

5.- b. changing expectations

6.- b.a treaty among three or more nations

7.- b.is a tariff-free group of European countries ansl it@own currency.

8.- d. keeps the relationship and communications betwaaeyer and client confidential.
9.- a.information from lawyer-client conversations regjag a lawsuit

10.- b arbitration

11.- a.motion for judgment on the pleadings

BOITPOCHI JJIsI CAMOKOHTPOJIA ITOCJIE TPOXOXKIEHUSA I'JIABBI.

1. What ways of applying for a job do you know?
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What way of applying for a job is the most effeetim the modern world in your opin-
ion?

What are the common duties of the in-house lawyéné company?

What skills and abilities are a must for the in-b@lawyer?

What is the format of the resume?

What is “a summary” in the resume?

How is the strategy of interviewing built up?

What questions are commonly asked by interviewers?

What is portfolio?

10.What is the main purpose of the portfolio in apptyfor a job?

BUBJIMOI'PAD®USA

N
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Practice tests for IELTS. Edition 3. Cambridge Wmsity Press, 2000.
http://www.cram.com/flashcards/bul3310-legal-aniiazl-environment-of-business-
test-1-832775

http://work.chron.com/decription-corporate-lawyeé430.html
http://www.businessdictionary.com

http://dictionary.cambridge.org
https://www.lawsociety.ie/Documents/committees/cogbe/Corporateguide. pdf
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TJIABA 2. JIEJOBOE OBHIEHHUE IOPUCTA. ®OPMbI MU HABBIKH YCTHOM
KOMMYHUKAIIUU B CUTYAIIUAX TPOPECCUOHAJIBHOT'O OBILIIEHUA.

Lean n3ydyeHus riaBbl — GOPMUPOBAHHE CIIOCOOHOCTH CBOOOIHO TIOIE30BATHCSI MTHOCTPAHHBIM SI3b1-
KOM KaK CpPEJICTBOM JICJIOBOTO OOIIEHUSI B Mpo(ecCHOHATBHOM chepe MpH  YCTAaHOBJICHNH JIMYHBIX KOH-
TAKTOB U OCYIIIECTBIICHUH YCTHOM KOMMYHHKAIIUH C TIAPTHEPAMH U KITUEHTAMH.

B pesynbrare paboThl HaJ IJIaBOM MAarkCTPaHT JIOJDKEH:

3HaTh - 3HaUE€HUE €UHUL] PEUYEBOT0 3TUKETA, CTPYKTYPY MOCTPOEHUS U BEACHUS JAEIOBOTO JHC-
Kypca, IpaBuiia JIeJI0BOr0 3TUKETA,

-UJINOMATUYECKUE BBIPAKECHUSI, KIIUIIIE, €AUHULIBI PEYEBOTO ITUKETA, MPUMEHSIEMbIE B CUTYyalld-
SIX MEKIIMYHOCTHOTO OOIIEHHUS B PaMKaX 3a/IaHHON TEMBI.

- CTaHAApPTHELIC (bOpMI:I OCYIICCTBJIICHHUA yCTHOﬁ KOMMYHUKAIIUU TIpHU 3HAKOMCTBC, JIMYHBIX
BCTpeyYax, OOIIeHNUH 10 TesieOHY U BEJICHUHU TIEPETOBOPOB;

- IpaBHJIa ICJIOBOTO ATHKETA (HeBepOabHbIC CPEACTBA OOIICHHUS, BHEITHHUIA BHUI).

YMeTh — MOJENUPOBATh CUTYAIlMH MEXKIMYHOCTHOTO OOILICHHMS B paMmKax NpodeccHoHaNIbHOM
KOMMYHHKAIUHU FOPUCTA,;

- aHAJIM3UPOBATh 3HAYEHHE HEBEPOATHHBIX CPEACTB OOIIECHHUS MPU OCYIIESCTBICHUH MEKIUYHO-
CTHOW KOMMYHUKAaIIHH;

- BBIWICHSTh, CTPYKTYPUPOBATh U MOHUMATh HH(OPMALIKIO, OTPAHUYEHHYI0O KOMMYHUKATUBHBIM
3a/laHueM, a TaKKe BOCIPUHUMATH M OCMBICIIUBATH COOOIIECHUS C yUETOM HaMEpPEHUsl, YCTaHOB-

KU1, COCTOSIHUS U IIP. TOBOPSLIETO,

-[IOCTPOUTH COOCTBEHHYIO P€Yb C 3JCMEHTAMH DPACCYXICHUSA, KPUTUKH, OIEHKH, BBIPAKCHUS
COOCTBEHHOIO MHEHU,

- OcyH_IGCTB.H}ITB CO6CTB€HHO€ BBICKA3bIBAHUC B CI/ITyaI_[I/IHX Hpoq)eCCHOHaHBHOFO OGH.[GHI/IH C
OIOPOH Ha MOJICIIA U CAMOCTOSITEIIHLHO;

- HamucaTh 3CCe O COBPEMEHHBIX CPEACTBAX JAEN0oBON KoMMyHuKanuu it «[loprdommo goctu-
KEHUN».

Buagers - HaBBIKAMHU IIOCTPOEHUS IEIIOBOTO AMCKYpCa IMOCPEACTBOM COBPEMEHHBIX CPEICTB
KOMMYHHKAIIMH, BKI04asi THTepHeT mporpaMMbl U Apyrue HHTEPaKTUBHBIC METO/IbI OOIICHNS,

-HaBbIKAaMH MPUMEHEHHs (pOpMyIT pedeBOro 3THKETa M HOPMATHUBHBIX MPABUJI IMOBEACHUS B CH-
Tyalusix JeJI0BOro OOIEHM S,

-HaBBIKAMH MMOUCKa HE0OX0IMMOM HH(OPMAIINH TOCPEICTBOM MYIbTUMEIUWHBIX cpeacTB u NH-
TEPHET PECYPCOB.
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UNIT 2. BUSINESS CONTACTS AND COMMUNICATION
PART A. COMMUNICATION
1. Warming up.

Look at the graph and tell what should be done andleveloped by the student to acquire

each of the skills to become an effective communica.

Presentation|| Negotiation
Skills Skills

Teamwork Busines_s Writing
. . Skills
Communication Skills
Selling Influencing
Skills Skills

Win-Win Cross - Cultural
Conversa- Communication
tions

2. Look through the text and answer the questions.

1. Who can be called an effective communicator?

2. What does business verbal communication involve?

3. What forms of verbal communication are usedusitess?

4. How can nonverbal communication help build yprafessional image?

Communication is one of the most important toolbuisiness, necessary for success and
advancement. It is not a secret that to be hiretitarhave a promotion, to be successful and
eventually advanced in business, one should beffantige communicator - verbally, non-

verbally, and digitally -- and be able to integrabenmunication types in different settings.
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Every day businessmen interact verbally with aetsrof people - equals, subordinates,
supervisors, men and women alike. Verbal commuigicah business often involves expressing
opinions, emotions, giving orders and winning oekgnts. When doing any of these things, it's
important to be level headed, ask questions ank bpcany opinions you give with hard evi-
dence. A good business verbal communicator is ateliout confident.

For example, you wouldn't say, "Our economic clienlads gone right down the drain in
the past three years," without backing up the state with facts, figures and sources. In addi-
tion, unless it's essential to winning over a dli@ontroversial opinions like this should be left
out of the workplace. Your personal opinions, ifelated to daily operations of the business,
might isolate your clients and offend people aroyad. You should always back up any state-
ment made in a business setting, avoiding contsyMent exuding confidence.

In addition, keep a steady, positive tone of voask lots of questions during meetings;
have a list of questions written out before the tinge answer the phone confidently and profes-
sionally; and when telling someone to do somethasg, politely and tactfully.

Forms of verbal communication in business includeference calls, video conferences,
staff meetings, presentations and daily interastionthe workplace. During personal interac-
tions, verbal communication is used alongside ndraleeommunication -- a priceless pairing!

According to the data of scientific research, neshaecommunication or body language
makes up 93 percent of our daily communicatiorhm workplace. Everything works to create
your physical image. Certain elements are unchdigeauch as age, gender and ethnicity, so
it's important to pay extra attention to the eletagtou can control.

Build a professional image. Wear appropriate arsthagically pleasing clothes to work,
maintain a business-appropriate haircut, shave fama; and do not wear revealing clothing. All
of these elements come together to form your imagét's important to get all of them right in
the business world.

Make eye contact when talking or listening to songed-iddling with your phone, com-
puter or documents is offensive to many people.&@ntion to your posture. If sitting down, do
not slouch in your chair. Lean forward attentivalyhen standing up, keep an approachable pos-
ture -- don't slouch, keep an overall inviting gea

What you say is important, but so is what you deay. Your appearance--from your
clothes and hair to your posture and attentiverems-nake or break your business image, ren-

dering you approachable or unapproachable.

3. Make up the conclusion after reading the text stting with one of the wise sayings given
below.
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1. "Two monologues do not make a dialogue.”

2. "The most important thing in communication id&ar what isn't being said.”

3. "When the eyes say one thing, and the tonguthana practiced man relies on the language
of the first."

4. “There cannot be greater rudeness than to ugeanother in the current of his discourse."

5. "From listening comes wisdom and from speakiagentance.” (Proverb)

4. Guess the opposite meaning of the phrases antll dut the table. Make up a short report
on the differences between formal and informal type of communication illustrating each
position with your examples.

FORMAL COMMUNICATION INFORMAL COMMUNICATION

1. flexible

2. totally controlled by the mar
agement

3. has documentary evidence

4. official decorum and discipline are not followed
5. time consuming
6. no chance of misunderstanding

7. strict rules are not followed. So possibility forstakes is
very high

5. Look through the text and decide what ways of ecomunication can be considered as

a) oral; b) written; c) mixed.

WAYS AND CHANNELS OF BUSINESS COMMUNICATION

Businesses rely on communication for almost evepeet of their operation. From con-
ducting sensitive conversations between two indiaid to instantly disseminating critical in-
formation across a mass audience and even reguigw customers, a number of established
and emerging channels allow businesses to meanhernwof communication needs.

Business communication encompasses great amoutdpaés such as marketing, brand
management, customer relations, consumer behawaolrertising, public relations, corporate

communication, community engagement, reputationagament, interpersonal communication,
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employee engagement, and event management. ltses @bsely related to the field of
professional and technical communication.

Business communication process can be effectigewo way information sharing proc-
ess is used. It usually involves one party sendimyessage that is easily understood by the re-
ceiving party. Effective communication by businessnagers facilitates information sharing be-

tween company employees and can substantiallyibaterto its commercial success.

6. Match the channels of communication with their éscriptions.

1. face-to-face meetings a. documenting the activities of any department

2. written communication b. audio visualization of material, like copiesref
ports, or material prepared in Microsoft Power-
Point or Adobe Flash

3. telephone conversations c. talks in person succeeded by a written follow up

4. web-based communication d. interactive meetings of people in different loca
tions

5. video conferencing e. long distance speech of two or more partners

6. reports f. letters, e-mails, faxes, notes

7. presentations g. posting information to a centralized location;
suggestion box

8. forum boards h. media channels for better and improved commu-
nication

7. Sum up information from exercises 5 and 6 by blding up the graph with putting proper
information in it and connecting its parts. Presentinformation on the topic: “Ways and

channels of business communication”.
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8. Work in pairs and discuss the questions with yaypartner.

1. What ways and channels of communication do youllysuse at work or studying?

N

What of them are more preferable for you and why?

w

What ways of communication are the most problenfatigou and how are you going to
overcome these difficulties?

4. Have you ever heard about the suggestion box?t@enused for your business?

9. Look through the helpful tips for a successfuldce-to-face form of communication and

write down headings to each of the tips.

1.

Face-to-face communication helps to make persaraiactions in business and will help to sell
a product or a service to the customer. As durivg face-to-face communication your tone,
pitch, and body language is observed by your pgrthes kind of interaction can greatly con-
tribute to your business relations or, if wrongbed, may worsen them. Information is easier to
access and delivered immediately with face-to-fateractions rather than waiting for an email
or phone call. Conflicts are also easily resolvad way, as verbal and non-verbal cues are ob-
served and acted upon.

2.
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While communicating face-to-face professionallytpars are representing their companies. That
is why speaking clearly and asking questions tcetstdnd the needs and wants, letting the re-
cipient respond to resolving of the issue are wewyortant ingredients of the face-to-face com-
munication. Decisions are made more confidentlyrdua face-to-face interaction as the recipi-
ent asks questions to understand and move forwateeir decision.

3.

Usually face-to-face communication takes placehm form of meetings, negotiations and dis-
cussions of different kinds. There are, howeveditazhal formalities one must learn to assure
that he is viewed as a pleasant and cultivatedepsadnal in face-to-face communication. An
individual who exhibits politeness and decorum figm rewarded with success in his profes-

sional field.

4.

Perhaps the easiest way to exhibit professionaksio be consistently punctual. On a daily ba-
sis, one must arrive at the office on time, reamtywork. This action alone speaks volumes to
both managers and peers, demonstrating the indiv&dseriousness regarding his or her work.
The same concerns face-to-face communication. n8mbthe first things we should think about
while communicating face-to-face is promptness. & to be prompt when meeting with oth-
ers: supervisors, clients and prospective employesshould not make our partners wait at the
expense of their own promptness to the next appeant. A professional who is late for ap-
pointments gives the impression that he does spect the value of other people’s time.

In addition to arriving on time, face-to-face bwess etiquette dictates that an individual must be
prepared to conduct the business at hand. Onemaustall resources and documents ready for

use. Failure to do so makes the employee appgavysbind unprofessional.

The appearance in the face-to-face business consation is also of great importance. An indi-
vidual who wishes to be taken seriously in the wagldce must dress appropriately for his envi-
ronment. For example, in the office culture a mal& be dressed in formal business attire, he
must wear a jacket and tie at all times. On thertiand, if his industry dictates a t-shirt and
jeans, he would look pretty silly dressed in a tlxeBy wearing appropriate attire for his line of
business, a person ensures that everyone he coroestact with will take him seriously.

6.
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An individual's attitude and deportment exhibit rmabout his seriousness than his wardrobe
does. While leading face-to-face business commtiaitdhe excessive use of slang, profanity
and other offensive language is an immediate sigmunprofessionalism. Additionally, the
spreading of gossip and communication of privateanfidential information does not win the
speaker points with colleagues and customers aodnisidered as non-observing rules of deco-

rum.

10. Match English idioms with their Russian equivatnts.

1. Fine feathers make fine birds. a.Buana ntuna o nonery.

2. The word is not a sparrow. Will fly, b. JIyuimre ogun pa3 yBuaeTh, 4eM CTO pa3
won’tcatch. YCIIBIIIATb.

3. Time and tide wait for no man. C. Bpewms He xner.

4. The picture is worth a thousand words. d. Ckaxu MHE, KTO TBOM APYT, U 5 CKaxy,
KTO TBhI.

5. The man is known by the company he e.CnoBo He BopoOeii, BBIJIETUT — HE MOM-
keeps. Maelllb..

6. A bird may be known by its song. f. Onexna kpacur venoBeka.

11. Replace your headings in the text (ex.9) witlné proverbs from the table above and dis-
cuss with the partner situations of professional anmunication where these idioms could

sound as good advice for a friend.

12. Read two dialogues between businessmen. What ylou think about them? What mis-

takes were made? What rules of business etiquetteeve broken?

Conversation 1

A: So, how is business?

B: Fine. This merger meant quite a lot of workdist but, fine.

A: Well, mergers are often difficult. So, what douythink about the Middle-East situation?
B: I'm sorry?

A: The crisis in the Middle East. It was in the rsetliis morning.

B: Er, well, I...
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A: I mean, it must affect a company like yours uyae in oil.
B: No, I think, you’ve made a mistake. I'm not ih. d work for BMW.
A: BMW? Oh, sorry! | thought you were someone else.

B: That's ok. If you excuse me | must just go aag ello to someone.

Conversation 2
. I like your watch. A Rolex, isn’t it?
: Well, to be honest, but don't tell anybody, iéigake.
: No! It looks real to me. Where did you get it?

: Egypt. It cost me twenty five dollars.

A

B

A

B

A: Amazing! So, do you know many people here?

B: No, not really. It’s the first time I've been snch a conference.

A: Me too. So, what is your hotel like?

B: Pretty comfortable. Nothing special, but it’s, dlsuppose.

A: You are at the Holiday Inn, aren’t you? Last y&eey held this conference in Mexico. The
Hilton Cancun Fabulous Hotel, they say.

B: Cancun! A bit warmer than here, | think.

A: Yes, | went there on holiday once. A beautiflage! Can | get you anything from the buffet?

B: Oh, that’s all right. I'll come with you. I'd ke some more of that caviar before it all goes.

13. Let us speak about the importance of small talkn business communication.

“Small talk isn’t just about being gregarious or ¢artaining, it is a gesture of respect.”

Brett Nelson, “Forbes”

Can you guess the names for the professional satis including “small talk” described be-

low?

1. Any communication process between individuals thantended to reach a compromise
or an agreement to the satisfaction of both parties

2. A conversation, such as one conducted by a repamterhich facts or statements are eli-
cited from another.

3. Casual or trivial conversation, chitchat about ymmant subjects of conversation, as
opposed to serious or weighty ones.

4. An exchange of ideas or opinions.
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5. Something, such as a lecture or speech that fersletfor an audience.

14. Skim the text and give your definition and purpse of “a small talk”.

Small talk is light and casual conversation thabids obscure subjects, arguments, or
emotionally charged issues. If you are like many phople, you might think small talk is a
waste of time, but nothing could be further frore thuth! Making small talk is an easy way to
get to know someone, create a positive first ingiogs and gain self-confidence.

Discussing general-interest subjects such as mowiasic, theater, sports, books, food,
travel and such demonstrates to others that you are agmabkeand friendly. When you offer a
few lighthearted comments or ask and answer questipou send the message that you are
ready, willing, and able to communicate. This igexsally critical for other shy people who look
for a "green light" or extra encouragement befbeyteven consider participating in a conversa-
tion. When you make casual conversation, other lpaespl conclude that you are a person with

whom they can easily converse.

15. Can you imagine a marathon runner not warming p before a big race or an attorney
improvising to the jury the key points of an important case? In each situation, preparation
Is the key to success. The same is true for mastagi small talk. The first critical step in

mastering small talk is preparing what you want totalk about and what questions you
would not like to answer. Look through the possiblgopics and distribute them into two
categories: safe and unsafe for conversation wheroy first meet a person. Give your rea-
sons.

Weather and climate

Personal, health, money, or family problems.

Compliments on clothing

Hobbies and interests

Divorce or death.

Gory crimes and decaying moral values of Westeritization.

Layoffs and gloomy economic predictions.

Plans for the weekend

© 0 N o g b~ W DR

Terrorism, war, pestilence, and famine.

10. Cuisine and restaurants

11.Emotionally charged issues such as abortion, welfarcapital punishment.
12.Books and newspaper articles
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13. Sex, politics, and religion.

16. Can you suggest any more topics? Complete thabte with the topics you usually start

conversation with colleagues and clients.

Topics suitable for small talk Topics unsuitable for small talk

17. Look through the phrases given below. Distribwg them into 2 columns of safe and un-

safe topics. Name each topic according to the model

Phrases recommended for small talk Phrases unsafe for small talk

1. Weather:"It's a lovely day today, isn't it?' 1. Religion: "Do you believe in God?'

2. 2.

. "What sort of music do you like?"
. "You seem to have put on some weight".
. "Who did you vote for at the last election?"

. "The garden looks lovely, doesn't it?"

1

2

3

4

5. "It's a lovely day today, isn't it?"

6. "Do you believe in God?"

7. "Hello. May I introduce myself? My name is Ma&kencer".
8. "What a lovely dog! What is his name?"
9. "How is your family?"

10. "Why is British food so bad?"
11. "How much do you earn?"

12. "How old are you?"
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13. “I like your watch. A Rolex, isn’t it?”

14. “What do you think of the presentation?”

18. Make up the list of “Golden rules” for striking up a conversation with practically any-

one. Put them into two columns: Do and Don't.

DO DON'T

Make sure people are interested in a topic befdkéng too much about it.
Make negative snap judgments about the people ygmi.m

Stick to upbeat subjects.

Gossip about the other guests.

Expect other people to carry the conversation.

Balance the amount of talking and listening.

Find out what other people enjoy discussing.

Look over a person's shoulder as you talk to hirneor
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Stay in one area or speak only to one person.
10.Be willing to talk about subjects that you knowlditabout.
11.Reintroduce yourself to an old acquaintance.

12.Indulge in endless shop talk or industry gossipmhen-industry people are present.

19.Work in pairs. Make dialogues for the suggested sigtions following to the rules of eti-

quette learnt before.

1. You have just been told that you are to go to thteaace of the office and meet there a
new client and escort him to the negotiation room.

2. You accompany your boss at the opening ceremomylafge exhibition. He meets with
an important client but suddenly he is called ® phone and left you alone with this cli-
ent.

3. You are supposed to meet a new colleague in tperaiand to bring him to the office in
your car.

4. You are escorting an invited celebrity to your céfiand you are stuck in the lift between

the floors for several minutes.
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PART B. IMPORTANT FORMS OF BUSINESS CONTACTS

1. Skim the text and answer the questions.

TELEPHONING

1. What do personal skills of telephoning show?
2. Why can telephone contacts be an issue of coricemany employees?

3. What aspects of telephone conversation are oreadiin the text?

Telephoning is one of the most challenging issueasng official’s work. The ability to
speak with partners and clients on the phone shbe®fficiency and professionalism of any
clerk and what is more important — the image ofrymampany. So, learning how to communi-
cate well on the telephone is one of the top presifor everybody who studies English and uses
it at work.

The main reason to worry about is the non-visuatax with the opponent. It means that
no other means of communication except your spgaie engaged. Your gestures, body lan-
guage, face and eyes can’t be used while provitdiegheeded impression on the telephone part-
ner. You can’t reach the effect by anything butryau of speaking, using your articulation,
clever raising and decreasing your tone, turningyaur politeness and knowledge of the work
patterns in business communication.

Usually people consider different aspects of tebsgh conversation: answering the
phone, taking a message, leaving a voicemail messagking an appointment, discussing tra-
vel arrangements, checking on an order, dealing aistomers, handling sales calls, handling a
problem on the phone, dealing with an angry caklemthermore telephoning requires special
skills as there are a number of difficulties thas& when telephoning that are specific to some
telephoning situations. To communicate in theseasiins successfully some sets of stable pat-

terns were worked out which are effectively usedvaryday business communication.

2. Here are some helpful telephoning patterns forqu to be separated into three groups:
phrases of people who are calling, who are receigrthe calls and those which may be used
by both.

You are calling
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You are receiving a call
Mixed

You are difficult to get through.

Can | speak to Mr. ..., please? — Speaking.
May | ask who is calling?

Could I have your name, please?

Hello, this is Mr. Jim Brown from ...

I’'m afraid Mr. Smith is out of the office today.
Sorry, the line is engaged.

Would you like to leave a message?
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It's a wrong number. What number have you dialed?
10. Could you ask him to call me back?
11.What's your number, please?

12.Sorry, | can’t put you through.

13.Glad to hear that.

14.How are you? — Fine, thanks.

15.Sorry, I'm pretty busy just now.

16.I'm calling about....

17.What can | do for you?

18. Could you speak up, please?

19.1t’s a bad line. Could you repeat, please?
20.Sorry, | can’t get it. Say it again, please.
21.I'm afraid | don't follow you.

22.Would you mind explaining it again?
23.So, if  understand you correctly....
24.When you say .... Do you mean?
25.Hold on, please.

26.Could you spell your name?

3. Work in pairs. Read recommendations how to oveame some difficulties in telephone
conversation and dictate email addresses given beldo the partner.

The most difficult problem in telephone conversatie giving information connected

with numbers. Mistakes in digits may cost muchldoth sides.
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Let’s consider a telephone number: 0141 333 2258.
You should say “Oh(zero)-one-four-one, triple thréeuble two, five- eight”.
Remember that each digit is spoken separatelyssiitie a double or triple.
If you are saying the email address by the phoremtion that@ is pronounced as “at”

and “” is called “dot”. If you need to say™ call it “forward slash” and -“ call a “hyphen” or a
“dash”. The “” sign of underlining is pronounced as an “unders”.

WWwWw.Qgazeta-yurist.ru

WWwW.my-avon.ru/magazing/

office@khorus.ru

www.cambridge.org./elt/pro.

4. Work in pairs. Read the text, put the words fromthe box into the gaps, and discuss with

your partner what else could be suggested in diffidt telephone conversations.

a) who, b)so, c)by, d)to, e)under, dp, g)why, h)a, i)in, |)have

How to deal with difficult people on the phone

One of the skills required of today’s successfudibess people is the ability to deal with
difficult people on the phone. We have come 1. with some advice to help business people
get the best from the caller.

First of all, accept that people can be rude wineyy are 2. pressure. Try to find
out3._  theyare angry — even if you haveugsg. And, importantly, never get angry back.
Many problems are caused by a simple misunderstgndiherefore it is essential 4. re-
main calm so that you can get to the root of ttebl@m and thus have 5. better chance of
resolving it. Understand that maintaining your canmuch easier than it sounds — but you can
prepare 6. designing a strategy. Most callecs train staff 7. these techniques;
other office workers need to train themselves. ok is to be really nice back 8. that
they end up thanking you for your help, understagdind assistance.

Secondly, listen carefully and empathize with tle¥spn making the complaint. You
dont9.  to compromise your company or yaleagues just because show understand-
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ing. Agree to a course of action and stick to d &nally, always try to be courteous. Sometimes

you are the one 10. will have to apologizkyanu just have to accept that.

5. In most lines of the following text (but not inall) there is ONE unnecessary word. It is
either grammatically incorrect or does not fit in with the sense of the text. Find all these
words and present the full proper version of the tet.

Telephone communication

1. Communication isn't only about presenting your g@ersonal ideas; it's also

2. about listening to what others have to say. Listetme what your boss or

3. customer is saying to, then repeat the statemeaatstb the person to confirm

4. your understanding. If you're not sure in of theamrg, ask for more details to

5. ensure you don't do things the wrong way. Thisqppie is used in first of all

6. while making business calls.

7.When making a business call, make it clear whanithe line and where one is

8. from as well as one's message when is on the pSoniée and have a positive

9. attitude as the recipient will be able to readdaker and that will affect how they
10.react. When leaving a message, make sure oflieas and brief. One should state
11.his name and who do he is and the purpose for ctamgghim. If replying to a
12.voicemail, try to respond as soon as possible akelihto consideration the time
13.of the day. Don't call too early or too late, ais ipolite to respect other's time.
14. Also be mindful of where one is not, the noise lared the people one is
15.around, when are trying to reach someone by phone.

16.1f one is calling or leaving the voice messagesluite time of availability for

17 callbacks. There is nothing worse than a callbackiog to one when one is not
18.available. Use the telephone as a great commumiictiol do. Be polite and
19.always put oneself in the other person's position.

20.When listening to another employee or customerlspes very important to be
21.an avid listener. Here are some obstacles you rnighdéve to overcome:
22.filters and assumptions, biases and prejudicetigim#on and impatience,
23.surrounding of environment.

24. A good way to overcome these factors is by using &®@etter Communication
25.method. This method includes of four steps in otdgaroduce good listening
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26. skills and the ability to respond with an educatdement. The four steps of

27.this method are not: Listen, Observe, Think anea&p

6. Work in pairs. Answer the questions of the tesind discuss your answers with the part-

ner. (More than one answer is possible in most casge

1. Which is the best way to answer the phone at wid?

a) Hello!

b) Name yourself.

c) Name the department.

d) Name the company.

2. Which is the best way to answer the phone at haf

a) Say your telephone number.

b) Say the name of your town and telephone number.

c) Hello!

3. Which way would you reply when someone on the phe says “Can | speak to (your
name)”?

a) That's me!

b) Speaking!

c) Yes, | am.

4. How should Susan Banks introduce herself for thirst time on the phone?

a) It's Susan Banks.

b) I'm Susan Banks.

c) My name is Susan Banks.

5. How should Susan Banks introduce herself on thghone to someone who already knows
her?

a) This is Susan Banks.

b) I’'m Susan Banks.

c) It's Susan Banks here.

6. When you ask someone to wait on the phone whiofithese is quite formal, which is in-
formal, and which would you probably never say?

a) Could you hold on a minute, please?

b) Hold on!

c) Wait, please.
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7. When you want to know who is calling you whichfahese is formal, which is informal,
and which sounds rude?

a) Who's that?

b) Who are you?

c) Who's calling, please?

8. Which of these is the most formal way to introdoe the subject of your telephone call?
a) | want to talk about the sales conference in dhar

b) I'm calling in connection with the sales conface in March.

c) Let’s talk about the sales conference in March.

9. Why is it important to use “please” and “thank you” on the phone?

a) The other person can't see your face, so yoe awuse these words more often to show you
are being friendly and polite.

b) The British and Americans both expect it.

c) It's not important.

10. Which of these would you say when you want tenfl some information on your com-
puter while you're on the phone?

a) Wait while | get it on my computer, please.

b) Just a moment while | get it up on the screen.

c) I'm just bringing up your details now.

7. Work in pairs. Make and play out a telephone coversation on the task given below.
Student A: You want to speak to John Brown about your contratitt the XYZ Itd. He is not in
the office leave the following information to thecsetary:

'] Your name;

[ Telephone number: 543-987-6774;

"1 You are calling about changing conditions of yoontract with them;

"1 You can be reached until 7 o'clock at the abovabmer. If he calls after 7 o'clock, he could

contact you at (give your own telephone number)

Student B: You are a secretary. Student A would like to spwalkohn Brown, but he is out of
the office. Take a message and make sure you gébvltbwing information:

1 Name and telephone number - ask student A to gpgeBurname;

1 Message student A would like to leave for JohrnvBro

] How late John Brown can call student A at the gitedephone number.
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8. Skim the text. Title it.

Negotiation is a method by which people settleedédhces. It is a process by which com-
promise or agreement is reached while avoidingraggus and dispute. In any disagreement,
individuals understandably aim to achieve the Ipestsible outcome for their position (or per-
haps an organization they represent). Howevermptineiples of fairness, seeking mutual benefit
and maintaining good business relationships ar&elge to a successful outcome.

In order to achieve a desirable outcome, it maydedul to follow a structured approach
to negotiation. For example, a meeting may nedzbtarranged in which all parties involved can
come together.

The process of negotiation includes the followitagss:

Preparation

Discussion

Clarification of goals

Negotiate towards a Win-Win outcome

Agreement

o a0k 0w NP

Implementation of a course of action

9. Look at the following actions taken at differentstages of negotiations and match them

with the possible phrases.

1. Starting the negotiation a. I'm sorry, that's otithe question.

2. Making a suggestion b. Shall we get down toress?

3. Setting conditions c. That seems acceptahbieeto

4. Accepting an offer d. Provided that you can guatee delivery, we
can...

5. Rejecting an offer e. Can we come back to tlestion of ...

6. Returning to a point f. May | suggest that weust. ..

7. Problems of authority g. Well, | think we'veahed a satisfactory
agreement.
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8. Not knowing the answer h. I'm afraid | can’t sagt this stage.

9. Asking for clarification i. 'll have a word whit ... and see what | can
arrange.

10. Putting on the pressure j. Do you mean thabit’'t be possible to ...?

11. Setting the bottom line k. Surely, you musabée to ...

12. Finishing/adjourning the negotiationl. | can’t go any lower I'm afraid.

10. Complete the list of useful phrases with appraomte words. Don't forget to sound offi-

cially and professionally.

1. Starting the negotiation

Shallwe .... .... ... business?

Shall we start ... discussing the question of thegi

2. Making a suggestion

May | suggest ... we ... that point until the end @& theeting.
3. Setting conditions

... that you can deliver on time, we can accept yeums.

4. Accepting an offer

That seems ... ... to me

5. Rejecting an offer

I'm afraid | can’t agree ... that...

I'm sorry that's ... ... ... questions.

... ... your point but I'm afraid | can’t agree ... tha

6. Returning to a point

Canwe ... ... ... the question of delivery.

7. Problems of authority

I'll have to ... that with the accounts departm&fi have a ... with the accounts
department and see what | can arrange.

8. Not knowing the answer
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I'm afraid | can't ... ... at this stage.

9. Asking for clarification

I’'m sorry | didn’t quite ...

Do you ... that you can't deliver this month?
10. Putting on the pressure

............. you must be able to .......

11. Setting the bottom line

| ... go any lower I'm afraid

12. Finishing/adjourning the negotiation
Well, I think we've reached a ... ... agreement.
Well, I think we've covered everything.

13. Time’s running out

It's been a pleasure ... ... business with you.

11. A role play. Business Visits. Guest - Host Canunication. People say that politeness in
communication is a key to fruitful cooperation evanstressful situations. Work in pairs and

make a polite dialogue between a host and a guesthas come on a short business visit.

Host

You are going to receive a business visitor. Lofb&ranim and make him feel welcome.
Don’t forget to offer him coffee, take his coatkabout his journey and make some small talk to
keep him entertained. Before you start, consider y\au would say the following in a polite and

appropriate way:

| think you are Mr. Brown.

You'll have to wait. Mr. Wilkes will be late.
Some coffee?

Was your flight OK?

Did you get lost on the way here?

What about the weather?

Was there the traffic jam on the way?

Is your hotel OK?

Tell me about your plans while you stay here.
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Guest
You've come on a business visit to a large compaioyr have an appointment with Mr.

Wilkes. You had a bad flight, a sleepless night basides, the plane was delayed for an hour.
Your hotel room is very small and the breakfast vesigble. There was also a lot of traffic on
the motorway and because of traffic jam you haduth to get to the appointment on time.
You've come for 3 days and don’t know where to gd avhere to buy some souvenirs. Before
starting the dialogue consider how you would sa&yftilowing in a polite and appropriate way.

Try to be polite, although you have some reasometioritated:

I’'m supposed to see Mr. Wilkes at 10.00. Wheree h
| don’t want to wait.

| need to go to the bathroom.

| want to have a cigarette.

| don’t want coffee, | want tea.

How long I'll have to wait?

Traffic jams are terrible here, aren’t they?

Where can | get some decent food?

What about souvenirs here?

PART C. SELF-STUDY

1. Look through the text on the modern types of comunication techniques, match the ti-
tles and write down an essay for your portfolio orthe topic: “My achievements in master-

ing modern communication techniques in business” @t less than 1.5 page).
MODERN COMMUNICATION TECHNIQUES USED IN THE BUSINES S WORLD

Recognizing Value of Video
Embracing Social Media
Presentation Skills

Coordinating Use of Multiple Tools

® 2 6 T 9o

Instant Messengers
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f. Social Networking Websites
g. VOIP
h. Web Conferences

The communication skills needed to succeed in tbédem business world are vastly dif-
ferent from those which were just a few years g advances in technology and proliferation
of new types of communication tools mean that ssncommunicators must know about a
wide range of communication techniques to meenh#esls of various audiences.

1. Social media has taken the world by semmthmany businesses are frantically
attempting to catch up. Although social media i$ aaonust for all, it's important for business
communicators to understand the various optiongadola to them and, more importantly, how
their various audiences may use these tools. Sowdia tools can be used with external cus-
tomers, audiences, as well as internally. Comparaes for instance, establish their own Face-
book page or LinkedIn group to create opportuniteesinternal sharing and community devel-
opment.

2. YouTube has popularized the use of videatlze cost of technology makes it
easier than ever before for just about anyone &wmsb cameras or flip cams to incorporate
sound and images in their communications. As motlesiness members come to expect com-
munication in a variety of formats, business comicators are finding themselves increasingly
required to produce communication messages in gsintell as video formats.

3. The key to effective communication in anyironment is using a variety of
tools to deliver messages to varied audiences. @ongptraditional tools (meetings or newslet-
ters) with modern ones, such as social media ati€loyican help to ensure that messages are
conveyed to a broad audience who may have differ@emmunication preferences and comfort
levels. This is particularly true in business eomiment where the audience ranges from about-
to-retire baby boomers to the millennial generation

4. As you move up in the ranks, you will h&welo the occasional presentation,
which can range from a product presentation faargd group to a one-on-one presentation of
your ideas to your boss. While doing this, focudlmareas that can make the other person's life
easier. Be concise. State what you can do for tiher @erson and then respond to all questions,
comments or concerns.

5. According to Internet business news puliinaP Watchdog, social networking
websites like Facebook and Twitter have emergedalsable business communication tools.
With a free account on a social networking sitesibesses can instantly increase exposure to

existing and potential customers, and the propgetammunication channels within these sites,
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allow customers to contact immediately with someanthe business. To boost the value of so-
cial networking, occasional updates about upconsalgs or special promotions can go out
through social media to keep customers interestddatiract an increasing audience.

6. Instant messengers combine the instanthsymous nature of telephone con-
versations with the convenience of email. When eyg®#s need to communicate with one an-
other, or when managers need to communicate widlttdieports, IM clients allow this commu-
nication to take place with only a few key strokbkany IM clients also allow for advanced
functionality like checking an employee's statusay time, exchanging files and creating an
impromptu video conference.

7. Conference calls have long been a stapbugihess communication, but the
rich media available through Internet technologyetathis communication tool a step further.
Collaborating employees can quickly share ideasutjin an online portal, and advanced func-
tionality allows presenters to share a desktopideos with all participants at the same time.

Sales professionals can also use these tools te pithes to customers, and some Web confer

ence clients allow for the simultaneous deliveryoite, presentations and video.

8. Businesses have relied on telephonesrfamder of years, and Voice Over In-
ternet Protocol, or VOIP, allows businesses to \enality voice connections at a much lower
cost. By using an adapter that breaks voice coatierss into data packets for transmission
across the Internet, businesses can cut ties vdthtibnal telephone companies and eliminate
the monthly phone bills. In addition, accordingth@ communication website Communication-
Ideas.com, the Internet-connected nature of VOIRmmehat business professionals can check
voice messages, view call histories and re-rouls ram any Internet-connected computer an-

ywhere in the world.

GLOSSARY

1. appointment (a formal arrangement to meet or visit someone padicular time and place
or the act of officially choosing someone for a)jetmorosopenHocts 0 BcTpeue, Ha3HAUYeHHE
(Ha TOJIKHOCTD)

make an appointment with smhieroBoputscs ¢ keM-11u60 0 BCTpeue

cancel an appointmentofrMeHnTh BCTpedy

by appointment o npeaBapuTeIbHON TOrOBOPEHHOCTH

make new appointmentsipon3BecTH HOBbIE HA3HAYCHHUSI

2. arrangement(an agreement between two people or groups aboutsoowething happens or

will happen) —1puroroBieHusi, 10rO0BOPEHHOCTH
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3. communication (two-way process of reaching mutual understandingyhich participants

not only exchange (encode-decode) information, nedess and feelings but also create and

share meaning. In general, communication is a medronnecting people or places. In busi-

ness, it is a key function of management--an ogditin cannot operate without communication

between levels, departments and emplgye@&pouecc odmenus, uHpopmManuoHHoe odecre-
YeHUE, KOHTAKT
interpersonal ~ MeXIMYHOCTHOE OOIIICHUE
non-verbal ~ #eBepbanbpHOE 0OIICHKE
web-based ~ e6mienne nmocpencreom Murepuera
communicator —eaoBek, crocoOHbIN APHEKTUBHO TOHOCUTD JI0 APYTrUX HH(DOPMAIUIO; UCKYC-
HBII cOOECETHUK
4. confidence(belief in yourself and your abilitiea feeling of trust in someoneysepennocTs,
CaMOYBEPEHHOCTbH, I0BepUe
confident —yBepeHHBI#1 B ceOe, CBOUX CHIIaX
confidently —yBepenHo, 10BepUTEIIbHO, KOHPHUICHIIMATHHO
5. decorum(behavior that is socially correct, calm, and politebiaronpucToiiHOCTh
act/behave with decorumsectu ce6st mprCTOHO
6. deportment(the way a person behavesyanepsr
have bad/good deportmentideTs mtoxue/xopoiue MaHepbl
speech and deportment lessongexu rpaMOTHO!H pedr U XOPOILIHUX MaHep
7. interaction (a mutual or reciprocal actiony B3aumojeiicTue, o0leHHE
interact -s3anmoelicTBOBATD
interactive —B3auMoIeHiCTBYIOIIU I
interactive means of communicatiomurepakTHBHBIE CPEACTBA OOIIECHUS
8. language(a system of communication by speaking, writingneking signs in a way that can
be understood, or any of the different systemsonfneunication used in particular regions) —
fI3BIK
body language s#3bik Tena
language of businessssik nemoBOro 00IIEHUS
legal language #eranus, OPUIMUECKUIT S3BIK
offensive language eckopOuTenbHBIC BRIPAXKCHUS
talk/speak the same languageosoputs Ha OHOM s3bIKE (XOPOIIO MOHUMATE APYT IPYra)
9. messagda piece of written or spoken information which @egson gives to another¢eoo-
IHIeHHuE, 3allUMCKa, OCHOBHaA Uaesd

to massage eTnpaBisATh COOOIIEHHUE 110 3JIEKTPOHHOM MOYTE WM ¢ MOOMIIBHOTO TeledoHa
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message boardzecka oObsBICHHI
messenger ¥ypbep
instant message Hurepuer nporpamMma st oOMeHa cooOuieHusIMH yepe3 IHTepHeT B peaib-
HOM BpPEMEHU
voicemail message resrocoBas moura
10. outcome( the final result of an activity or processjcxon nena, pe3yjabTaT
outcome of talks pe3ynbTaThl NEperoBopoB
win-win outcome —#cxox aesa, yA0BICTBOPSIOIMINI 00¢ CTOPOHBI
whatever the outcomenpu m060M packiaie
11. promptness the characteristic of doing things without delape tquality or habit of
adhering to an appointed time)oTcyTcTBHe MPOBOIOYKH, AKKYPATHOCTH B MCTOJTHEHHHT
prompt actions -erepaTUBHBIC ICHCTBHS
prompt reply -6bICTpBbIi OTBET
promptly -6sictpo
thank you for your promptnessozarogapum 3a onepaTUBHOCTb
12. recipient (one who receives something from a giver. A rectpian receive a wide variety
of things, including a letter, a telephone caling@ssage, a sum of money, or even a physical em-

brace)—nomyuarean

ANSWERS TO THE TELEPHONE TEST. (pp. 44-45)

1. B and C are normal if the call has been routeduiinca switchboard. D would be appro-
priate if you a receptionist, for example. A istjusmhelpful because the caller doesn't
know if he or she has reached the right persommpany.

All three possible.

B

C

A and C are both correct, but B is wrong.

A is quite formal, B is informal and C is neitharect nor polite.
Cis formal, A is informal and B sounds rude.

A and B are both correct, although you would ordg & with someone you know well.

© 0 N o g b~ W N

A and B are both correct.

10.B and C are both correct, depending on what inftiong/ou are looking for.

BOITPOCHI I CAMOKOHTPOJIA ITOCJIE TPOXOKJAEHUA I'/TABBI

1. What does business communication mean?
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S

8.
9.

What forms of verbal communication do you know?

What does non-verbal communication include?

What is the difference between formal and inforoa@hmunication?

What are the most common ways of communicatiorugirtess?

What is the easiest way of learning about a colleaw creating a positive impression at
first glance?

What topics are considered as safe for small talk?

How can you overcome difficulties when telephoning?

How to deal with difficult people on the phone?

10.What stages does negotiation include?
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T'JIABA 3. IEJIOBOE OBIIIEHUE IOPUCTA. ®OPMbI 1 HABBIKHA ITIMCbMEHHOM
KOMMYHUKAIIUU B CUTYAIIUAX TPOPECCUOHAJIBHOT'O OBILIIEHUA.

Lean n3ydyeHus riaBbl — GOPMUPOBAHHE CIIOCOOHOCTH CBOOOIHO TIOIE30BATHCSI MTHOCTPAHHBIM SI3b1-
KOM KaK CPEJICTBOM JIEJIOBOTO OOIIECHHsT B MPOQECCHOHATLHOM chepe TpH OCYIECTBICHIN MTMChMEHHOM

KOMMYHHKAIMY U COCTABJICHUH JIETIOBOM KOPPECTIOHICHLINH.

B pesynbrare paboThl HaJ IJIaBOM MAarkCTPaHT JIOJDKEH:

3HaTh — MIchbMeHHbIE (POPMBI JIENIOBOTO OOIIEHHS, OOIIETIPUHATHIE CTPYKTYPbI UX MOCTPOEHUS U CO-
BpPEMEHHBIE CPE/ICTBA Mepeiayn HHPOpMAIINH,

- CTWJIHCTUYECKHE OCOOEHHOCTH, KiMIle, (POPMyNbl pedyeBOro ATHKETAa, MPUMEHsSeMble MpU
MUCbMEHHOM OOIIEHUH B paMKax 3aaHHON TEMBI.

- CTa”AapTHBIE (POPMBI U TUIAHUPOBKY JEIOBOTO MHUCHMA, SJIEKTPOHHOTO COOOIICHHUS, TaMSITHON
3aIlHCKH,

- MpaBUJIa TOATOTOBKH AJICKTPOHHOM JIEJIOBOM MPE3CHTAINH: TIE)H, CoAiepKaHue u (hopma.

yMeTb - IOHUMAThb IINCbMCHHOC COO6H_I€HI/I€, I/ICHOHB3y$I paanqule BHUJbBI YTCHHUA B 3aBUCUMO-
CTH OT KOHKPETHOM KOMMYHUKATUBHOM 3a]1a4H;

- BBIWICHSTh, CTPYKTYPUPOBATh U MOHUMATh HH(OPMALIKIO, OTPAHUYEHHYI0O KOMMYHUKATUBHBIM
3a/laHueM, a TakKe BOCIPUHUMATh U OCMBICIMBATH COOOIICHUS C Y4€TOM OCOOCHHOCTEH Iuc-

TAHIIMOHHOTO OOIIEHHUS MTOCPEICTBOM MUCHhbMEHHBIX (POPM KOMMYHUKAIIHH,

- COCTAaBJIATH ACJIOBBIC ITUCbMA, BHCKTpOHHBIC COOGH.IGHI/IH 1 MMaMATHBIC 3aIlIUCKH, y‘II/ITBIBaH CTHU-
JUCTUYECKHUE OCOOCHHOCTH SI3bIKa COOOIICHHS M CTETICHh O(PHUITHATBHOCTH OOpaIeHNS;

-IIOCTPOUTH COOCTBEHHYIO NMHCbMEHHYIO p€Yb C 3JIE€MEHTAMU PAcCyKIEHUS, KPUTUKHU, OLECHKH,
BBIPXXCHHSI COOCTBEHHOTO MHEHMUS,

- IOJrOTOBUTD 3JEKTPOHHYIO MPE3EHTALUIO JIJIsl TPYAOYCTPOUCTBA.
Baanersb - HaBbIKaMu CO37aHUsT 00PA3I[0B MUCHMEHHON PEYH MO BOIPOCAM JEIOBOT0 OOIIEHHUS,
B TOM YHUCJE MOCPEJICTBOM COBPEMEHHBIX CpPEJICTB KOMMYHMKAIWHU, BKIto4yass WHTepHeT mpo-

TPaMMBbI U IPYTUE UHTEPAKTUBHBIC METOIbI OOIIICHNUS;

-HaBbIKAMHU MIPUMEHEHHsI POPMYJI peYeBOro 3TUKETa U COOIIOACHHSI HOPMATUBHBIX MPABUI IO~
BEJICHUS MPU BEJICHUHU JIEJIOBOM JJOKYMEHTAIIMU U COCTABIICHUS IEIOBOM KOPPECTIOHACHIINHY;

-HaBbIKaMU OGBGKTI/IBHOFO aHaJinu3a CO6CTB€HHOI‘O YPOBHA BJIaACHUS KOMMYHUKATUBHBIMU Ha-
BBIKAMH B JIETIOBOM cdepe.

58



UNIT 3. WRITTEN COMMUNICATION

PART A. FORMS OF WRITTEN COMMUNICATION

1. Warming up.
a. What forms of written communication in busindesyou know?
b. Which of them do you usually use at your workpla

c. Which of them do you use seldom and why?

2. Look at the graph and tell what you know about ltese methods of written communica-

tion.

The written forms of workplace communication

A 4 A 4 A 4 A 4

Letters Reports Manuals Minutes
(MOM)
A\ 4 A\ 4 \ 4
Emails Memoranda Circulars

3. Work in pairs. Match each sentence with a partiglar workplace communication given
above. Guess what form of written communication isiot described and suggest your de-

scription of it.

1. Itis primarily a source of information to thenagement or an individual which presents facts,
conclusion, and recommendations in simple and eleads, in a logical and well defined struc-
ture to help decision making.

2. These are generally short means of written comication within an organization. They are
used to convey specific information to the peopiéaiw an organization.

3. It is one of the most important types of writtersiness communication having a good appeal-
ing layout and an impact on goodwill of the orgatian, divided into paragraphs, enclosed in an

envelope, and used for future reference.
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4. These are basically a written record of keyrimi@tion or occurrence within a meeting. They
will typically include any significant decisions agreements and provide a useful summary of
key issues or points raised within any discussions.

5. These are usually the least formal method atevricommunication within the workplace and
will usually include various notices or informatioglating to welfare and safety issues. This ap-
proach may also be utilized to inform employeefahcoming events.

6. These are written records of established pregtcch as instructions on how to undertake
specific tasks and work policies helping new emp&sy/to understand key procedures and ap-

proaches and then put these into practice in tizly work.

4. Read the text and answer the question which ike heading of the text.

WHAT IS WRITING IN BUSINESS?

Business writing is a type of written communicatiosually with standard structure and
style. It addresses the needs of specific audiesmmg€oncerns some specific business.

It serves as both the content and channel for atexsions, ideas, tasks, solutions, plans,
and reflects your level of qualification, sensecolture and your personality. In fact, companies
that use written communication with courage, inrimrg and discipline are more effective at
producing ideal business outcomes.

This type of communication is used almost everyidaye corporate world: from emails,
memos, new policies and instructions to huge clmesentations, research and development,
and marketing campaigns.

Almost one third of business people spend theirkwiome conveying information to
others, another third — receiving and using thfsrmation. Thus, it is vitally important to be
keen in this kind of office work.

Fundamentally, poor business writing is costly deads to disastrous events. Great
amount of money is lost due to insufficient writiskjlls among business people. It happens, for
example, when a customer does not understand thg, enarketing tool, or proposal by a com-
pany because of wrong grammar or awkward styletand. Besides poorly written materials

might form an undesirable impression of how a camypans its business.
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5. Look through some examples of discourse and digiute them into two columns: oral

and written. Give your comment on the way you are ding it.

ORAL COMMUNICATION WRITTEN COMMUNICATION

1. Recent independent customer has shown a high déévcustomer satisfaction with our prod-
ucts and services.

2. | love being able to work out what a client reedd do it.

3. Basic office administration, typing letters aegorts, bookkeeping, that sort of thing.

4. The number of delegates per conference hasfabieig down: last year there was on the av-
erage 430 delegates per conference, whereas thegawsas reached 400 this year.

5. I mean, customers have lots to read and mayjughe newsletter in the bin.

6. If you have any questions do not hesitate tdamtrus at any time convenient to you.

7. Following recent discussions with divisional tieathe board has taken the decision to open
an R&D facility in Scotland, UK, where a lot groubdeaking biotech work is taking place.

8. Do you think, can you predict that there’re gpia be other new technologies coming out that

will change business in the future in the same thaythe Internet has?

6. Think about characteristic features of written type of communication compared to the

oral contacts and write them down into the table.

WRITTEN COMMUNICATION ORAL COMMUNICATION
1. Full sentences. 1.
2. 2. A lot of contractions.
3. 3.

7. Work in pairs. Look through the list of main principles of good writing and distribute
them into three main elements of writing. Ask yourpartner how he or she understands

these principles.
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Element 1: Appropriate use of media

Element 2: Writing style

Element 3: Content

1. You should understand the appropriate use oflgnietters, memoranda and other forms of
written communication;
2. You should be able to produce written work whlappropriate for the chosen medium and
the recipient and which:

» Uses accurate, straight-forward and modern language

» Uses correct spelling, grammar, syntax and punctuat

e Has aclear, logical, consistent and appropriatesire and format;

* Has been checked and edited.

3. You should be able to choose the appropriataurmredorm and style;
4. You should be able to produce written work which

* Forms a coherent whole and, where appropriate raggathe matter;

e Addresses accurately and correctly all the releVegél and factual issues and, where
appropriate, identifies practical options includihg costs, benefits and risks of those op-
tions;

» Identifies clearly clients’ objectives and prioesi, addresses their concerns and carries
out their instructions;

» Accurately and systematically records a meetingresentation and its outcomes.

5. You should be able to tailor the written comneation to suit the purpose of the communica-

tion and the needs of different clients or recigsen

8. Complete the text with your ideas according tohe tasks given in the text.

What is to be considered before writing a businedstter?

A. The Purpose.This will serve as the direction, the referencel the path of your details. This
will set the tone, the style, and structure of ylafter. This is your message and your goal. De-
fining your purpose will set things right at theryéeginning. In your writing you may: inform,
persuade, argue, invite, confirm information, makeinquiry, ask for approval, reject or ap-
prove, propose or suggest, etc. If your purpode excite and invite the employees to join the

annual talent contest of the company as a teandihgilkeffort, you cannot bore them with long
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paragraphs explaining how the activity will helpobtheir productivity, write too formal sen-

tences, or use heavy office or work jargon.

Task. Make your own profile of purpose in a businesslett

B. The Audience.Another significant step in order to make an impat your audience is to

know them. Look at company’s affairs in the Intérm@nsider its professional and financial po-
sition, and bear in mind religious, cultural antdetsensitive issues. Your communication in this
case would be much effective and profitable. You a@lso take a look at the company’s commu-
nication style through its public documents andspreeleases. This way, you know how you

should convey your message to them. Use the rgiguage.

Task. Write 3 sentences to congratulate the nearby $ananagement and the financial de-

partment your pay taxes to with Christmas and NearY

C. Questions to yourself to be put before writingTo feel your partner more comfortable it is
good to put to yourself the guide questions as gexelop your writing. One example of these

questions is given. Example: Why does the reader’ca

Task. Put some more questions.

HOW o ?
What should.......... o?
WHhEN ..o ?
What happens..........ooiiiiiiii e ?
What.......co o2
Who..........ccoe . 2Whyo ?
Where does........ooovvii i ?

8. The importance of being literate. Look through he text, analyze your skills in proper
using English grammar and, if necessary, study oravise grammar rules. Use any gram-

mar text- book.
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GRAMMAR IN BUSINESS WRITING

The importance of proper business language and goodmar can’'t be overestimated.
Some experienced businessman said that “the dewifse grammar details and that they are
everything in programming business”. For clientpartners, language may echo the company’s
competence, culture, openness to development, agdoivtreating business. Hence, there is a
need to prevent grammatical errors and inapprapwgiting in business communication.

So it is sensible to be sure in proper grammar lig®u are not, try to replace the con-
struction with the one you are absolutely sureDain’t rely on computer version of presenting
the document in full range as your virtual frielsdniot aware of all details and nuances of your
writing. Always check the computer version of ypaper to be on the safe side.

9. Although this text can’t cover all grammar aspets of English grammar butlet us revise

the most common mistakes in business writing. Comgle the text with your examples.

A. Speaking about adjectives it is clever to rementhatr some of them are incomparable, e.g.

complete, definite, essentidour ex

B. The collective nouns can be used with either gudar verb or a plural verb, e.g. jury, gov-

ernment, club, parliament.our ex

C. It is good to turn nouns into verbs: instead af fitake a recommendation “say “we recom-

mend that...”Your ex.

D. Try to avoid the use of old fashioned and compéidaerms and stick to simple ones: not

“utilize” but “use”. Your ex

E. If possible, use the active voice instead of thgsjve voice to sound more assertive and pow-
erful. In long and complicated legal phrases it ldoadvocate for better understanding: “The

contract was drafted” into “The parties drafted ¢batract”Your ex

F. Try to avoid 0f” many times and convert phrases with it into pess@s: instead of “activi-

ties of the company” say” the company’s activitiesdur ex

There are no clear rules to follow in usage of psipons, but here are some to keep in
mind: to be chargedith some crime, the contrabetween will be terminatedy notice, will be
deliveredin 2 days,in accordancevith, after expirationof a period for the period

Always be aware offrammar tensesnot to get in an awkward situation. Translate the
following into Russian. If you are not sure consarty grammar bookwvas paid, is being paid,

has already been paid, is paying, had been paidibly, was paying for 2 years, will have been
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paid by, have been paying since, have paid, paysstrpay, should pay, must have paid, can’t
have paid yet.

10. Work in pairs. Check the letter and underline B spelling and grammar mistakes made
in it. Ask your partner to explain the grammar rules broken in the letter.

Dear Madame,

Thank you very much for your letter and the inctbiterature you sent, wich we had received
on Thursday 7 July. The infomation it has contaimwed quiet interesting and we would like fu-
ther details on several produkts you has in thalogé:

N0.44/88 Is this availaible in white?

No. 79/60 What is the diskount price of this doders of over 500 peices?

No0.45/012 Are this compatable with your 79#&W¥ice?

PART B. CORRESPONDING WITH CLIENTS

1. Read the explanation of the business letter stcture made by a business school teacher
to a student. Take a sheet of paper and write dowthe names of the parts of a letter and

lay them out according to the explanation.

Well then, your company's name and address isggriat the top of the letter. This
is called the letterhead. And the person you arengrto is the reader.

| see. So the letterhead's at the top of the |edtet the reader's name and address is
on the left.

T.. | That's right. The references are below the readame and address.
S.: | Ohyes. "Ref"is short for "reference", | suppose

Yes. The references are usually the initials ofwhieer's name and the secretary's
T.. | name. In this letter JB stands for Joy Bradley &Ndstands for Simon Young.
Now, what is there on the right?

S.. | The twenty - third of January, twenty fourtedt's the date.

Yes. The date's on the right. Now, on the left,dpening salutation is under the
references.

S.. | The opening salutation is "Dear Ms. Meiners" tigf
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Yes. And the body of the letter - this is what yeally want to write is below the

T. X .
opening salutation.

S So the body of the letter is between the openihgat#on and the closing saluta-
T tion.

T.. | Yes. "Yours sincerely" is the closing salutation.

S And then there is the signature, the writer's naand,the writer's position in the
T firm,

T That's right. The signature is above the writeaisia@ and the name is above the
" | writer's position in the firm. What's Simon Younpgtssition?

S.. | He's a sales assistant.

T.. | You are absolutely right.

S.: | What does "Encl" at the bottom mean?
T. It stands for "enclosure”. It means somethingnislosed with the letter.
S.. | Ohlsee. The catalogue is enclosed with thisret

T.. | Right. Now you know the structure of a businettel.

2. Work in pairs. Look at the business letter giverbelow and make up a dialogue with the
partner similar to that which is in exercise 1. Whie making a dialogue, use some additional
information below about the structure of a businesgetter.

1. Heading

Heading is used to convey a positive image of tmapgany. It includes the company’s address,
phone and often email. It is not necessary to gelthis information again into the body of the
letter. Sometimes the writer will provide a dir@ttone number or personal email address if the
action statement calls for direct communication.

Date

Full date must be included in the letter. The date be extremely important because the letter is
a formal document, often used in contract situationhe letter is usually dated the same day on
which it is mailed, but whatever agreements aréuded in the letter, it is considered effective

as of the date of the letter.
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Salutation

The formal greeting always starts with “Dear” folled by the person’s title and last name, and
ending with a comma or a colon (US). This requireding out whether the recipient is prop-
erly addressed as Mr., Ms. or Dr. Attempts to auvbiel issue (i.e. substituting the title for the
person’s first name, using impersonal phrases“ke or Ms” or “To Whom it May Concern”,

or eliminating the salutation entirely) indicatathhe writer doesn’t actually know the recipient
of the letter at all, making the letter a “formttkr, a much less formal document.

Body

Context Paragraph

The first paragraph of the letter will define thantext, providing a clear statement of the letter’s
topic and purpose. Avoid starting a letter witbwiery language that doesn’t explain what the
letter is about. In social letters or in letterstign for businesspeople, it is not appropriatbde
gin a letter with a question about the family oc@nment about recent weather or world
events. U.S. businesspeople generally prefentbdut right away why the letter has been writ-
ten.

Content Paragraphs

The typical letter uses one to three paragraphsrd@wide the information relevant to its pur-
pose. Each paragraph should cover a single togoiat. In the case of a long letter that covers
multiple pages, it is appropriate to break the rimfation into sections with internal headers or
bullets to provide clarity.

Action Paragraph

The final paragraph of the letter provides a clstigightforward statement of the action that will
be taken by the writer, requested by the readexxpected by a third party.

Closing

Two spaces below the final paragraph of the letietraditional closing line, generally “sin-
cerely,” “respectfully,” or “faithfully”, ends thdetter. If the situation calls for a warmer tone,
the closing might be “cordially,” “best wishes,” ‘Gegards.”

Signature

A four-line space allows room for a written signmatummediately below the closing, then the
sender’s full name is typed, with the full businéfle (sometimes with the department or divi-
sion as well) on the next line. The signature drusiness letter signifies that the writer is takin
responsibility for fulfilling any commitments beingade. Thus, even when the sender and re-
cipient know each other well, a full signature s&d.

When writing on behalf of a team or departmentetype group’s proper name immediately
above the written signature of the team’s repredmet
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HARRINGTONS
Charter House. New Street, Bristol BS1 2RW
Telephone: +44 (0)117 976 2000
Fax: +44 (0) 117 976 2100
DX: 6200 Bristol
E-mail: law@harrington.co.uk Web: www.harrington.co.uk

Buxton Staple
13 Barton Street
Gloucester
GL13QB

Your ref: PRPL12
Our ref: JPL1

[date of workshop]
Dear Sirs,
Re: Agreement for Lease

We acknowledge the receipt of your undated letter to us which was received on *
September 20**,

In accordance with the heads of terms we have now prepared a draft agreement
for lease between our respective clients and we enclose the same herewith for
your perusal and consideration.

We would refer you inter alia to clause 7 of the said agreement and ask you to
note that we have provided that any alterations made to the premises by the ten-
ant are to be re-instated at their expense. We ask you to confirm that such clause
is in accordance with your instructions.

If you have any queries in relation to this matter then please do not hesitate to
contact this office.

After perusal and consideration of the draft agreement we would ask you to return
the same to us with your comments thereon and we will then attend to any
amendments necessary and to the engrossing of the formal agreement for sub-
mission to Jupiter Promotions Limited for their execution.

Yours faithfully,

Harringtons LLP
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3. English formal language is an essential part dfusiness writing communication. Observ-
ing rules is vitally important for a businessman. look at some of them and try to replace

informal words with their formal equivalents.

1. get a. request

2. want b. dueto

3. ask for c. provide (someone with)
4. need d. notify, inform

5. tell e. delayed

6. because of f. remittance

7. give g. obtain, receive

8. payment h. require

9. have I. settle your account
10. ask J. further

11. more k. possess

12. pay l. enquire

13. late m. would like, wish

4. Make the sentences suitable for a formal lettdsy using formal equivalents of the words

from the previous exercise.

Can you tell us when you got the information?

If you want to receive a certificate, please, tsllin advance.
Please, give us a copy of the contract.

| want to ask about the court costs.

Please, pay as soon as possible.

If you want a copy of the report, please, tell us.

Please, find enclosed all the documents we haaéinglto the case.

© N o g B~ W DdPRE

Sorry, but the delivery will be late because of weather.

5. Make the following phrases appropriate for a fomal letter or a document?

Words and phrases from the box will help you.
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regret to, unable to, appreciate, ensure, fat to, convenient, requested, re-

imburse for, neglected to, inform, estimate,bear the cost, oversight, unwill-

ing to, inaccurate, costs incurred

© © N o g b~ W DdhPRE

10.When are you going to pay?

You will have to pay for this.

Sorry, we didn’t reply earlier.

Sorry, our client can’t agree to that.

We'd like you to help us in this matter.

Sorry, we can't give you the information you wanted

Would next Thursday be all right?

The figures you gave us are wrong and don’t shaxcthrent situation.

It will cost us a lot of money to do that.

I'll make sure you get the documents.

11.Let us know when you are ready to finish the deal.

12.Sorry. we can't tell you about this.

6. Match informal phrases with their formal equivdents.

a. We are writing about ...

b. We got your letter asking about ...

c. Phone me if you want any more

help.

d. Lucky you! They've dropped the
charges.

1. With reference to yamquiry of Friday, 10
March 20 ...

2. We apolediar failing/neglecting to enclose a

copy of the contract with our last letter.

3. Mr. Jones is unable to settle his account diufe to

nancial problems.

4. We regret to inform you that Mr. Jones is unéable
to deal with your case as he no longer works fer th

company.

e. What's a pity. Mr. Jones won’t be5. Please do not hesitate to contact me if youirequ

able to deal with your case as he’sny further assistance....

left.
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f. We can't tell you what you want to 6. We are writing in connection with /regardinghec

know. cerning/ to enquire if...

g. He can’t pay because he has finart-. Thank you for your letter of 10 January 20__- |en

cial problems. quiring about / concerning...

h. If you don’t pay, we’ll sue you. 8. We are deéligd to inform you that all charges
against you have been withdrawn ...

i. Sorry, we forgot to send you the9. Unfortunately we are unable to provide/furnish

contract. you with the information you requested ...

g. After our phone call, | want to cor-10. If we do not receive your payment/ remittance
firm... within 14 days, we will be forced to institute pro-

ceedings against you ...

k. In answer to what you asked me od 1. Further to our telephone conversation of 10-Feb
Friday... ruary | would like to confirm ...

7. Read the article below about writing email mesgges and put one short word (not more
than 4 letters) in each gap. These short words mdye auxiliary verbs, articles, prepositions,

adverbs or conjunctions. Follow the grammar rules.

While Writing Emaill

Electronic communicatiod.  bumped the business world into a new erawingu-
nication. Serving as a helpful and time-efficiemtlt email has allowed peopke  send quick
messages and often longer messages to replacessisatters. Despite its value, email commu-
nication is learned skills that can portray youifpesly 3. get you in trouble.

Arguably 4. most prolific of all business communication toaspail creates a wide
array of communication channels. Employees carthes&ol to communicate valuable informa-
tion 5. one another, and managers and executivesmakte communicate with reports or
with higher leadership. Because email has suchda aidience, businesses can use the technol-
ogy 6. keep in touch with clients, provide and receivedigack, solicit new customers and
even offer a venue for customers to contact lissmmexecutives at.___time of the day. Email
also allows users to send and receive files ashattants to messages, so technology firms can
instantly distribute critical patches and updates.

But the writer should observe some rues  order not to get into trouble. So, when
using email to communicate in the business wotld important to be caref@.__ the choice

of words. Miscommunication is very frequent as tbader doesn’t know what non-verbal cues
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one is giving off, such as the pitch, tone, or esprons. Before beginning an email, make sure
the email address one is using is appropriate aofgsional ad0.  as the message one is
going to send. Again, make sure the informationlésr and to the point, so the recipient isn’t
confused. Make sure one includes his signatuile, and other contact information At.
end.

A professional must be mindful of the subject nrattieall spoken and written conversa-
tions. Telling crude jokes and sending profanitgelh correspondence is not only offensive
12. _someone, but is often against corporate polidie®citer of inappropriate stories may be
accused by human resources of creating a hostitk amvironment. Likewise, a sender may
think an email is amusind,3.____ it may get a receiver in hot water if it contraditis em-
ployer’s electronic communications regulations.

Be careful what you say. One of the most commordylenmistakes in electronic com-
munication is sending sensitive matefidl _ cyberspace. Anything you email can be shown to
others or misconstrued, so gauge the importantieeoémail before writing it. If its contents are
sensitive and difficult to portray--opinions, contg controversial--just call.

Besides, communicatind5. _ colleagues and customers via email, a professional
should use the same greetings and salutations gaidwse in standard correspondence. "Dear,"

"sincerely," "please" and "thank you" go a long wayngratiating oneself in the receiver’'s good
graces. Additionally, we should never type emailall capital letters, as this is akin to yellirgy a
someone.

Pretend youl6.  writing a business letter. People often mistakaikfor a casual,
trivial form of communication, but you must cardyet same rubric of grammar, punctuation,
content and structure when writing a business erState your purpose early, be concise, proof-

read your writing -- all of these elemenfs. help you draft business-worthy emails.

8. Emails tend to be less formal than letters. Caypou match the following expressions (a -j)
from the business letter to less formal equivalentdl -10) which can be used in emails?

a. Please could you furnish us with a copy df. Let me know if you need any more help.

the contract by return of post.

b. We would appreciate it if you could inform2. Sorry it's taken so long for me to get

us of the completion date. back to you on this.

c. Please do not hesitate to contact me if y@&i If he doesn’t deliver by 5 p.m. on Friday,

need any further assistance. we’ll sue.
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d. We apologize for the delay in replying to4. Following our meeting yesterday | just

our letter. want to confirm

e. Could you kindly sign and return the en5. This would incur high costs for our cli-
closed documents to us at your earliest coent.

venience?

f. Further to our meeting of*1December | 6.Could you let us have a copy of the con-

would like to confirm the following points. | tract ASAP.

g. This would incur considerable expense fof. This isn’t a big problem.

our client.

h. This is not a matter of great importance. 8. I@owu sign the documents and get
them back to us ASAP.

I. If your client fails to deliver the goods by9. I've looked through the figures you gave
5p.m. on Friday we will be forced to instituteme with the other party.

proceedings against him.

j- 1 have examined the financial informaticnl0. Could you let us know the completion

you provided with the other party. date?

9. Work in pairs. Look through the letter. The letter is written with stylistic and grammar
mistakes and doesn’t correspond to the rules of gdowriting. Match each word or phrase

in bold type with the mistake from the list. Try to make corrections.

Mistake withuncountable noun

Mistake withpreposition.

Mistake ofconfusing a verb with a noun

Mistake ofusing language that is too informal

Mistake withcollocation.

Mistake with using amarchaic word or phrase

Mistake of using a veryftowery”, old-fashioned phrase

Mistake with amarticle.

© © N o g s~ wDdPE

Mistake of using a word that is appropriate icoatract.

=
o

Mistake of being too direct @brupt.
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Mr. A. Robertson
10 Wall Lane 15 DecaniR0XX
Hastings, NP7 4 HU

Dear Mr. Robertson,
Re: Your contract with Stephen Collier

| act for Stephen Collier. Mr. Collier has consdltme regarding the dispute between y

Mr. Collier informs me that you entered into a ecant with him last June. It was agre¢d

that you would act in the capacity of consultamtrfty client to assist him in his business
importing goods into this country from Eastern EagoMy client tells me that you have n
fulfilled your obligations undefa) the aforesaidcontract and that he is losing income a
result.

| am instructed that you assured my client that lyad excellent business contacts in W

ar-

saw and Prague and coulo) furnish_my client with goods from those areas at a miich

more competitive price than he is currently payimgr. Collier tells me that he covered the

costs of two(c) travels that you made to visit Poland and the Czech RepirbJuly and
September of last year respectively. He has pravide with all of the receipt&) in re-
spect tothese trips.

As my client has seen no benefit from these tailpoad and has n@) proofs that you

made the trips, we request evidence of your agtimit my client’s behalf or a full reimf

bursement of my client’'s outlay concerning thisjgect (f) My client wants to know how

you spent his money.

Naturally my client has no wish to continue hisibass relationship with your consultan
firm and we require the immediate return of anygyapork or other confidential documen

that you may have in your possession with regardytelient’s business affairs.

If we do not receive a satisfactory response frau within 14 days of receipt of this letter

then | haveg(g) saidto my client that he has grounds to start procegdagainst you with;
out further notice. Please, note that if this matt@mes tah) the court, then you will (i)
make additional costs.

() 1 would be most grateful if you would acknowledge eceipt of this communications
at your earliest convenience.

I look forward to hearing from you.

Yours sincerely,

/Zéj/z %;{1/71

John Brown

by
ts
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10. Study the questions from Communication Quiz anduggest how a skillful communica-
tor would answer them. Write down a Memo to your chssmates with recommendations on
the issue how to become an effective communicatar business (using adverbs: often, al-
ways, sometimes).

The Sample of Memo:

Memo

To: Name(s) of recipients

CC: Name(s) of people receiving carbon copies
From: Name of sender

Date: Month, day, year

Re: Need for New Memo Format

I've noticed we don't seem to be able to commuaicaportant changes, re-
quirements and progress reports throughout the anynas effectively as we
should. I propose developing one consistent memmédt recognizable by al
staff as the official means of communicating comypdinectives.

While | know this seems like a simple solutionglibve it will cut down on
needless e-mail, improve universal communicatiahallow the staff to save
necessary information for later referral. Plealedenong yourselves to de-
termine the proper points of memo writing and netilne input to me by 12
p.m. on September 30. | will then send out a ndbdie entire staff regarding
the new memo format.

Thank you for your prompt attention to this matter.

1. Itry to anticipate and predict possible caugfeonfusion, and | deal with them up front.
a) Notatall b) Sometimes c) Often d) Always

2. When | write a memo, email, or other documentyegall of the background information &
detail | can to make sure that my message is utubet's
a) Notatall b) Sometimes c) Often d) Always

3. If I don't understand something, | tend to keep to myself and figure it out later.
a) Notatall b) Sometimes c) Often d) Always
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4. I'm sometimes surprised to find that peoplesndwnderstood what I've said.
a) Notatall b)) Sometimes c) Often d) Always

5. I can tend to say what | think, without wornyiabout how the other person perceives it. | as-
sume that we'll be able to work it out later.
a) Notatall b)) Sometimes ¢c) Often d) Always

6. When people talk to me, | try to see their pecsives.
a) Notatall b)) Sometimes c) Often d) Always

7. 1 use email to communicate complex issues péibple. It's quick and efficient.

a) Notatall b) Sometimes c) Often d) Always

8. When | finish writing a report, memo, or emaigcanit quickly for typos and so forth, a
then send it off right away.

a) Notatall b) Sometimes c) Often d) Always

9. When talking to people, | pay attention to thmdy language.
a) Notatall  b) Sometimes c) Often d) Always

10. I use diagrams and charts to help expressieasi
a) Notatall b)) Sometimes c) Often d) Always

11. Before | communicate, | think about what pieeson needs to know, and how best to cc
it.
a) Notatall b)) Sometimes c) Often d) Always

12. When someone's talking to me, | think abouatwim going to say next to make sure |
my point across correctly.
a) Notatall b)) Sometimes c) Often d) Always

13. Before | send a message, | think about thewag to communicate it (in person, over
phone, in a newsletter, via memo, and so on).

a) Notatall b)) Sometimes c) Often d) Always
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14. | try to help people understand the underlytngcepts behind the point | am discust
This reduces misconceptions and increases undens¢an
a) Notatall b)) Sometimes c) Often d) Always

15. | consider cultural barriers when planning eoynmunications.

a) Notatall b)) Sometimes c) Often d) Always

PART C. SELF STUDY

1. Find in the Internet a sample of formal writing and rewrite it in informal style.

2. Find in the Internet a sample of informal writing and rewrite it in formal style.

3. How would you characterize your writing style? @ you need to make modifications to
make your style suitable for business writing? Wrie a one- to two-page essay on this sub-
ject.

4. Be prepared to make a presentation of your portflio. Read the article written by David
Goldwich “What is presentation?” David has MBA and JD degrees and has practiced law
in the United States for more than ten years, arguig before judges and political,
government, and community bodies. He knows how to gosuade the toughest
audiences. David gives talks and conducts worksp® on persuasive business
presentations, negotiation, storytelling for leades and sales professionals, and other areas

of influence and persuasion.

WHAT IS PRESENTATION?

At its most basic level, a business presentatioma iplatform for communicating
information and ideas. However, it is really muchrenthan that. While some presentations are
just a means to keep people informed, there isliysaia element of persuasion involved. Even
an informational presentation is not totally frdeb@s; the presenter always slants it his or her
way. Sometimes the presenter is not even awatasof t
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A presentation is a persuasion vehicle.

Most business presentations are not intended tetietly neutral transmissions of
information. You want to sell your product, servioe solution to your prospective client. You
want to win support for your idea. You want to ghiny-in for your recommendation. You want
to persuade your audience.

Do your presentations have lots of slides withdtytloints, data, and logical arguments?
Such information is appropriate in handouts or othgport materials. A presentation based
solely on these elements is doomed to fail.

Do you try to tell your audience everything you WwoOr do you think about what you
want them to do and create a presentation with gtrategy in mind? An effective business
presentation is designed to persuade. It appeamutions as well as reason. It uses stories and

not just charts and graphs.

A presentation is a picture of you and your organiation.

You may give presentations to audiences you doknotv well, such as prospective
clients or members of the public. They may not kmowuch about you or your organization. But
they will form an impression of you quickly. Andeth will use their impression of you to form
an impression of the organization you represent.

You may be inexperienced, but you may express wtfunsth confidence and an air of
expertise. Your company may be small, but a stpregentation may convey the perception that
it punches above its weight.

Think about how you want your audience to percgioe. Use your presentation as an

opportunity to showcase yourself at your best.

A presentation is a powerful and interactive commuitation medium.

A presentation is a two-way exchange of informatioot a one-way data dump. Even if
there are no questions or comments from the aueligrmu can gauge their reactions from their
facial expression and body language.

A written communication such as a memo or repost ¢tertain advantages over a live
conversation. You can prepare in advance. You banlkcyour facts, edit, and polish your style.
You can take the time to make it nearly perfect.

However, a written communication has two seriowsmbacks. First, you cannot tell if
the recipient has read it. And second, you may mkmew what they really think about your

message.
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A phone call or a face-to-face conversation hasathges over a written communication.
You can get immediate feedback from your listenter'® of voice or facial expression. You can
guestion one another. You know that your messageéban received, and you may have some
idea of whether it was accepted.

The problem with an oral communication is you may be well prepared. Questions
arise, there may be interruptions, and the contiersaveers off course. You give up some
control to other people and your surroundings.

A presentation combines the best of both worldsu Yan prepare and polish your
presentation, just like you can prepare a stronigteir document. You also get the benefit of
instant feedback present in a face-to-face commatioit. If your audience looks like they are
confused, you can clarify your meaning. If theyddite they not buying your message, you can

try another approach. Unlike a written communiaatigou can adapt on the fly.

A presentation is your chance to shine!

Finally, a presentation is your golden opportundgyimpress your boss and colleagues.
People are watching you, and they will judge whetloel have what it takes to get ahead in the
organization. Do you communicate effectively andhfmently? Have you mastered your
material? Can you handle questions and think on f@et? Are you persuasive? Do you have
the right stuff?

A business presentation is more than just a platftor convey information. It is more

than a vehicle to persuade. It is your chance itzesh

5. The main achievement of your studying this cowse is the presentation of your job port-
folio at the exam. You have already kept materialef your Self Study Units from Chapters
1 and 2. Organize all materials including job adveiisement, resume with summary, the list
of communicative skills you mastered, written examigs of your achievements into your

portfolio and make a presentation exercise given lbaw.

The presentation exercise is a great opportunityda to stand out from the crowd. Giv-
ing a presentation offers you a much better platftran is normally available when simply an-
swering an interviewer's questions. You also haverfore control in this exercise than in any of
the others. Firstly, you don’t need to consideleotbarticipants, as you would in a group discus-
sion or role-play exercise. Secondly, you do haw#rol over how you present your given topic
or theme. So if you are asked to give a presemtatie prepared to make the most of this oppor-
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tunity to show what you can do and have to offdre Thost obvious competency that you are
being asked to demonstrate is ‘interpersonal conneatian’, especially your ability to commu-
nicate a message in a clear and persuasive way.cokiers three separate areas: 1. How you or-

ganize the material. 2. How you actually preserg.iHow you handle and answer questions.

Interpersonal Communications

Persuasive & Enthusiastic attitude

Behaviours )
Communicate a Message clearly
you need to
exhibit — -
when Pre- Organization of Material
senting

Question Handing

Interpretation & analysis of:

/\

Organizational Strategic
Issues awareness

However, there are two other areas that are ofteted implicitly during the presentation
exercise. These are:

1 - Enthusiasm for the Role. Do you sound as thouy really want to be there deliver-
ing the message? This aspect of job selectionteajfverlooked by candidates but most em-
ployers want someone who has a genuine enthusi@swhét they do. You need to deliver your
presentation with a certain amount of passion -“tdgmover the top but you must engage the
audience of assessors. They may be listening tbaewseries of presentations on the same or
similar topics so don’t underestimate how much gynsmou need to put in if you are going to
capture and hold their attention.

2 - Organizational/Strategic Interpretation. TrydeEmonstrate that you can add value be-
yond that which the employer expects from the rdlais is easier in some presentations than
others, it depends on the topic you're given, big pften this ‘added value’ that marks out the
successful candidates.

The Six Point Plan

Whichever format a presentation is going to takey gan give yourself a huge advantage

by knowing how to prepare properly. It does notteraivhether the preparation time is several
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weeks or half an hour, if you have a system thathave practiced using you will have far more
chance of success than a candidate who just ingeewand hopes for the best. This also demon-
strates another competency to the assessor howyaeelplan and organize your presentation.
For example, depending on the nature and topi©of gresentation you need to show how your
role contributes to the overall objective i.e. ieplkentation of a new system or procedure into
your department. You will also need to illustratevhyou plan to communicate and monitor pro-
gress to all involved parties in your presentatlarsome instances you may have to also demon-
strate another competency - how you will manageuees. The six-point plan below is both
logical and flexible. It is designed to make surattyou don’t waste time thinking about what to
do, and that you spend whatever preparation timehgve as efficiently as possible. There are
some qualities that a coherent presentation simpist have and by following this plan you can
be confident that your presentation will have thgsalities. This plan will work just as well
whether you have three weeks or thirty minutesrgpgre. Obviously, with only half an hour to
prepare you really can’t afford to waste any time asing the six-point plan below will ensure
that you make the best use of every minute thathyawe. The six stages are:

1. Identifying the Aim

2. ldentifying the Key Points

3. Planning the Structure

4. Planning the Content

5. Preparing Visual Aids

6. Preparing for Questions.

GLOSSARY

1. attachment (a computer file that is sent together with an émagéssage)npuJarae-
MBIl (paiis1, BJIOKEeHHE
attached to the lettermpunoxeHHblii K MUCEMY

2. audience[ + sing/pl verb] the group of people together in one place to waiclisten to
a play, film, someone speaking,)etary6uka, ayaiuropus

The audienceas/wereclearly delighted with the performance.

audience researchisyuenue ayauropun

3. file (accumulation of related records or documents maieic as one physical unit (file
folder) and commonly stored (filed) under a par@iclassification issuey- xpanenune
AOKYMEHTOB B OIIPEICJICHHOM MOPAAKE

file an action4romare uck
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file a request -HOmaTH 3ampoc
file of documents -apxuB 1OKyMEHTOB

4. layout (the way in which the parts of something are arech@r laid ou} - cxema pa3s-
MEIICHUSA, IVIAHUPOBKA
layout of a business letterpacnonoxenne yacTeii 1eI10BOroO MUChMa

5. nuance(a subtle difference in or shade of meaning, exjpras®r sound)- HwaHc, oT-
TEHOK

6. salutation (a standard formula of words used in a letter to r@dd the person being
written t0)— npuBeTcTBHE, OOpalEHIEe
opening salutation ebparieHue B Havyajie Muchma
closing salutation BeximBoe poIIaHUE B TTHCHME

7. style (a particular procedure by which something is doaemanner or way— cruJb,
MaHepa Uu3J10KCHUs
formal style of communication epunmansHelil cTHIL OOIICHHS
casual style HeOpexHBIi CTHIIb
polish the style -eTraunBars cTHIB

8. tailor (make or adapt for a particular purpose or persempucnocadJuBaTh, MOAT0-
HATH

9. portray (describe someone or something in a particular waw3oopaxkaThb, onuchI-
BaTh
portray sbd’s opinion emucars, IpeACTaBUTh YbIO-THO0 TOUKY 3PEHUS

10. profanity (blasphemous or obscene languagajenopmaTnBHasi JiekCMKa, CKBEPHO-
cJIoBHE

profanity laced correspondenceresmo, TOIKPEIIICHHOE KPEITKUM CJIOBIIOM

BOITPOCHI I CAMOKOHTPOJIA ITOCJIE ITPOXOKJAEHUA I'/TABBI

What forms of written communication are used in Brodousiness?
What are the main principles of good writing?

What do know about the purpose of business writing?

Why is proper grammar so important for businessing?

What is a standard layout of a business letter?

How is the formality of communication expressedha business letter?

What is the difference between emails and busilettEss?

© N o o B~ Wb PRE

What traditional closing do you know?
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9. What does their usage depend on?

10.What are the purpose and layout of internal mendaan
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KHUT'A JJI5s1 CAMOCTOSATEJBHOI'O UYTEHUSI (READER)

This text was adapted by The Saylor Foundation unde Creative Commons Attribution-
NonCommercial-ShareAlike 3.0 License without attution as requested by the work’s origi-

nal creator or licensee.

1. WHAT IS COMMUNICATION?

LEARNING OBJECTIVES

1. Define communication and describe communica®a process.
2. ldentify and describe the eight essential coreptsiof communication.

3. Identify and describe two models of communigatio

Many theories have been proposed to describe, gbyeatid understand the behaviours
and phenomena of which communication consists. Vitheymes to communicating in business,
we are often less interested in theory than in ngakure our communications generate the de-
sired results. But in order to achieve resultsaih be valuable to understand what communica-

tion is and how it works.

Defining Communication

The root of the word “communication” in Latin communicarewhich means to share,
or to make common. Communication is defined aspteeess of understanding and sharing
meaning.

At the center of our study of communication is thlationship that involves interaction
between participants. This definition serves ud weh its emphasis on the process, which we’ll
examine in depth across this text, of coming toeusidhnd and share another’s point of view ef-
fectively.

The first key word in this definition is process.phocess is a dynamic activity that is
hard to describe because it changes. Imagine yo@lane in your kitchen thinking. Someone
you know (say, your mother) enters the kitchen ymad talk briefly. What has changed? Now,
imagine that your mother is joined by someone elsmeone you haven’'t met before—and this
stranger listens intently as you speak, almost ysu were giving a speech. What has changed?

Your perspective might change, and you might watalr words more closely. The feedback or
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response from your mother and the stranger (whoiraessence, your audience) may cause you
to reevaluate what you are saying. When we interattthese factors—and many more—
influence the process of communication.

The second key word is “understanding”: “To undamstis to perceive, to interpret, and
to relate our perception and interpretation to whatalready know.” If a friend tells you a story
about falling off a bike, what image comes to mittv your friend points out the window and
you see a motorcycle lying on the ground. Undedstenthe words and the concepts or objects
they refer to is an important part of the commuitiicaprocess.

Next comes the word sharing. Sharing means doingeong together with one or more
people. You may share a joint activity, as when gbare in compiling a report; or you may
benefit jointly from a resource, as when you angesa coworkers share a pizza. In communica-
tion, sharing occurs when you convey thoughts,irfigs| ideas, or insights to others. You can
also share with yourself (a process called intrsqeal communication) when you bring ideas to
consciousness, ponder how you feel about sometbirfggure out the solution to a problem and
have a classic “Aha!” moment when something becoctess.

Finally, meaning is what we share through commuitina The word “bike” represents
both a bicycle and a short name for a motorcycleld®king at the context the word is used in
and by asking questions, we can discover the shaeahing of the word and understand the
message.

Eight Essential Components of Communication

In order to better understand the communicatiorcgss, we can break it down into a se-
ries of eight essential components:

1. Source
. Message
. Channel
. Receiver
. Feedback
. Environment

. Context

0 N oo 0o B~ WN

. Interference

Each of these eight components serves an integnation in the overall process. Let's
explore them one by one.

Source

The source imagines, creates, and sends the me$sageublic speaking situation, the
source is the person giving the speech. He or gsheeys the message by sharing new informa-
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tion with the audience. The speaker also conveywessage through his or her tone of voice,
body language, and choice of clothing. The spehkgins by first determining the message—
what to say and how to say it. The second steplvegcencoding the message by choosing just
the right order or the perfect words to conveyitttended meaning. The third step is to present
or send the information to the receiver or audiefaeally, by watching for the audience’s reac-

tion, the source perceives how well they receiviedmessage and responds with clarification or
supporting information.

Message

“The message is the stimulus or meaning produceatidgource for the receiver or audi-
ence.” [5] When you plan to give a speech or waiteport, your message may seem to be only
the words you choose that will convey your meanBgt that is just the beginning. The words
are brought together with grammar and organizatfmu may choose to save your most impor-
tant point for last. The message also consiste@fmay you say it—in a speech, with your tone
of voice, your body language, and your appearancelHa a report, with your writing style,
punctuation, and the headings and formatting yaoseé. In addition, part of the message may
be the environment or context you present it in @nednoise that might make your message hard
to hear or see.

Imagine, for example, that you are addressing @elaudience of sales reps and are
aware there is a World Series game tonight. Yodreance might have a hard time settling down,
but you may choose to open with, “I understandeh&ian important game tonight.” In this way,
by expressing verbally something that most peaplgour audience are aware of and interested
in, you might grasp and focus their attention.

Channel

“The channel is the way in which a message or ngesstravel between source and re-
ceiver.” For example, think of your television. Hoamany channels do you have on your televi-
sion? Each channel takes up some space, evengita @dorld, in the cable or in the signal that
brings the message of each channel to your homevis®n combines an audio signal you hear
with a visual signal you see. Together they cortheymessage to the receiver or audience. Turn
off the volume on your television. Can you stilldenstand what is happening? Many times you
can, because the body language conveys part ohéssage of the show. Now turn up the vol-
ume but turn around so that you cannot see theisea. You can still hear the dialogue and
follow the story line.

Similarly, when you speak or write, you are usinghannel to convey your message.
Spoken channels include face-to-face conversatispsgches, telephone conversations and
voice mail messages, radio, public address systants,voice over Internet protocol (VolP).
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Written channels include letters, memorandums, lage orders, invoices, newspaper and mag-
azine articles, blogs, e-mail, text messages, syeed so forth.

Receiver

“The receiver receives the message from the soaradyzing and interpreting the mes-
sage in ways both intended and unintended by theesd To better understand this component,
think of a receiver on a football team. The qudndek throws the football (message) to a re-
ceiver, who must see and interpret where to cdtelball. The quarterback may intend for the
receiver to “catch” his message in one way, butréoeiver may see things differently and miss
the football (the intended meaning) altogether.

As a receiver you listen, see, touch, smell, antifste to receive a message. Your audi-
ence “sizes you up,” much as you might check themlang before you take the stage or open
your mouth. The nonverbal responses of your lisenan serve as clues on how to adjust your
opening. By imagining yourself in their place, yanticipate what you would look for if you
were them. Just as a quarterback plans where tleevee will be in order to place the ball cor-
rectly, you too can recognize the interaction betwsource and receiver in a business commu-
nication context. All of this happens at the sameet illustrating why and how communication
is always changing.

Feedback

When you respond to the source, intentionally antemtionally, you are giving feedback.
Feedback is composed of messages the receiver baokldo the source. Verbal or nonverbal,
all these feedback signals allow the source tohseewell, how accurately (or how poorly and
inaccurately) the message was received. Feedbackpabvides an opportunity for the receiver
or audience to ask for clarification, to agree isadree, or to indicate that the source could make
the message more interesting. As the amount obtexdincreases, the accuracy of communica-
tion also increases.

For example, suppose you are a sales manageripatitig in a conference call with four
sales reps. As the source, you want to tell the tegake advantage of the fact that it is World
Series season to close sales on baseball-relateis giear. You state your message, but you hear
no replies from your listeners. You might assume this means they understood and agreed
with you, but later in the month you might be disaited to find that very few sales were made.
If you followed up your message with a requestfé@dback (“Does this make sense? Do any of
you have any questions?”) you might have an oppdytuo clarify your message, and to find

out whether any of the sales reps believed yougestgon would not work with their customers.
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Environment

“The environment is the atmosphere, physical ayghpsogical, where you send and re-
ceive messages.” The environment can include tiledachairs, lighting, and sound equipment
that are in the room. The room itself is an exangpldne environment. The environment can also
include factors like formal dress, that may indécathether a discussion is open and caring or
more professional and formal. People may be m&edylito have an intimate conversation when
they are physically close to each other, and iéstylwhen they can only see each other from
across the room. In that case, they may text etmgr,atself an intimate form of communication.
The choice to text is influenced by the environmésta speaker, your environment will impact
and play a role in your speech. It's always a goea to go check out where you’ll be speaking
before the day of the actual presentation.

Context

“The context of the communication interaction inxes the setting, scene, and expecta-
tions of the individuals involved”. A profession@ammunication context may involve business
suits (environmental cues) that directly or indilgemnfluence expectations of language and be-
havior among the participants.

A presentation or discussion does not take pla@nasolated event. When you came to
class, you came from somewhere. So did the peesied next to you, as did the instructor. The
degree to which the environment is formal or infatrdepends on the contextual expectations
for communication held by the participants. Thesparsitting next to you may be used to infor-
mal communication with instructors, but this partar instructor may be used to verbal and
nonverbal displays of respect in the academic enuient. You may be used to formal interac-
tions with instructors as well, and find your clasde’s question of “Hey Teacher, do we have
homework today?” as rude and inconsiderate whengee it as normal. The nonverbal response
from the instructor will certainly give you a cladout how they perceive the interaction, both
the word choices and how they were said.

Context is all about what people expect from edblerp and we often create those expec-
tations out of environmental cues. Traditional gatigs like weddings or quinceafieras are often
formal events. There is a time for quiet socialegireys, a time for silence as the bride walks
down the aisle, or the father may have the firstcdawith his daughter as she is transformed
from a girl to womanhood in the eyes of her comnwrin either celebration there may come a
time for rambunctious celebration and dancing. Yitay be called upon to give a toast, and the

wedding or quinceariera context will influence ypresentation, timing, and effectiveness.
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In a business meeting, who speaks first? That jptglieas some relation to the position
and role each person has outside the meeting. &qitg/s a very important role in communica-
tion, particularly across cultures.

Interference

Interference, also called noise, can come fromsauce. “Interference is anything that
blocks or changes the source’s intended meanirigeomessage.” For example, if you drove a
car to work or school, chances are you were sudediiby noise. Car horns, billboards, or per-
haps the radio in your car interrupted your thosgbt your conversation with a passenger.

Psychological noise is what happens when your thisugccupy your attention while you
are hearing, or reading, a message. Imagine t@#it5 p.m. and your boss, who is at a meet-
ing in another city, e-mails you asking for lastntios sales figures, an analysis of current sales
projections, and the sales figures from the sametimior the past five years. You may open the
e-mail, start to read, and think, “Great—no problehhave those figures and that analysis right
here in my computer.” You fire off a reply with tasonth’s sales figures and the current projec-
tions attached. Then, at five o’clock, you turn yéur computer and go home. The next morning,
your boss calls on the phone to tell you he wasnenienced because you neglected to include
the sales figures from the previous years. Whatthegroblem? Interference: by thinking about
how you wanted to respond to your boss’s messamepyevented yourself from reading atten-
tively enough to understand the whole message.

Interference can come from other sources, too.dpsrlyou are hungry, and your atten-
tion to your current situation interferes with yaalvility to listen. Maybe the office is hot and
stuffy. If you were a member of an audience ligtgrio an executive speech, how could this im-
pact your ability to listen and participate?

Noise interferes with normal encoding and decodihthe message carried by the chan-
nel between source and receiver. Not all noiseds but noise interferes with the communica-
tion process. For example, your cell phone ringtorag be a welcome noise to you, but it may
interrupt the communication process in class anbdro/our classmates.

Two Models of Communication

Researchers have observed that when communicates place, the source and the re-
ceiver may send messages at the same time, ofesfapping. You, as the speaker, will often
play both roles, as source and receiver. You'lufbon the communication and the reception of
your messages to the audience. The audience wbrel in the form of feedback that will give
you important clues. While there are many modelsoofimunication, here we will focus on two

that offer perspectives and lessons for businessrmemicators.
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Rather than looking at the source sending a messatjgsomeone receiving it as two dis-

tinct acts, researchers often view communicatioa tiansactional process (Figure 1.1 "Transac-

tional Model of Communication™), with actions ofté@appening at the same time. The distinc-

tion between source and receiver is blurred in eosational turn-taking, for example, where

both participants play both roles simultaneously.

Figure 1.1 "Transactional Model of Communication”
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Researchers have also examined the idea that weratruct our own interpretations of
the message. As the State Department quote atetnariing of this chapter indicates, what |
said and what you heard may be different. In thestractivist model (Figure 1.2 "Constructivist
Model of Communication™), we focus on the negotiateeaning, or common ground, when try-
ing to describe communication.

Imagine that you are visiting Atlanta, Georgia, agyodto a restaurant for dinner. When
asked if you want a “Coke,” you may reply, “sur&lie waiter may then ask you again, “what
kind?” and you may reply, “Coke is fine.” The waitben may ask a third time, “what kind of
soft drink would you like?” The misunderstandinglims example is that in Atlanta, the home of
the Coca-Cola Company, most soft drinks are gealgriceferred to as “Coke.” When you order
a soft drink, you need to specify what type, efgrou wish to order a beverage that is not a cola
or not even made by the Coca-Cola Company. To soenéom other regions of the United

States, the words “pop,” “soda pop,” or “soda” nieeythe familiar way to refer to a soft drink;
not necessarily the brand “Coke.” In this exampleth you and the waiter understand the word
“Coke,” but you each understand it to mean somgtldifferent. In order to communicate, you
must each realize what the term means to the p#rson, and establish common ground, in or-

der to fully understand the request and providareswer.

Figure 1.2 Constructivist Model of Communication

\ 4

Receiver/ Negotiated Meaning Receiver/
Source > Source

Because we carry the multiple meanings of wordstuges, and ideas within us, we can

use a dictionary to guide us, but we will still dee negotiate meaning.

2. YOUR RESPONSIBILITIES AS A COMMUNICATOR
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LEARNING OBJECTIVE

1. Discuss and provide several examples of eatheofwo main responsibilities of a business

communicator.

Whenever you speak or write in a business enviromnyeu have certain responsibilities
to your audience, your employer, and your profess¥our audience comes to you with an in-
herent set of expectations that you will fulfillehe responsibilities. The specific expectations
may change given the context or environment, bt ¢entral ideas will remain: be prepared,
and be ethical.

Communicator Is Prepared

As the business communicator’s first responsihilggeparation includes several facets
which we will examine: organization, clarity, an€lifg concise and punctual.

Being prepared means that you have selected a appiopriate to your audience, gath-
ered enough information to cover the topic wellt pour information into a logical sequence,
and considered how best to present it. If your comoation is a written one, you have written
an outline and at least one rough draft, read ér d@ improve your writing and correct errors,
and sought feedback where appropriate. If your camaation is oral, you have practiced sev-

eral times before your actual performance.

The Prepared Communicator Is Organized

Part of being prepared is being organized. Aristotllled thidogos or logic, and it in-
volves the steps or points that lead your commuioicgo a conclusion. Once you've invested
time in researching your topic, you will want tormoav your focus to a few key points and con-
sider how you’ll present them. On any given topiere is a wealth of information; your job is to
narrow that content down to a manageable leveljirgerithe role of gatekeeper by selecting
some information and “de-selecting,” or choosingdd include other points or ideas.

You also need to consider how to link your mainnp®itogether for your audience. Use
transitions to provide signposts or cues for yawti@nce to follow along. “Now that we've ex-
amined X, let’'s consider Y” is a transitional statnt that provides a cue that you are moving
from topic to topic. Your listeners or readers veippreciate your being well organized so that
they can follow your message from point to point.

The Prepared Communicator Is Clear
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You have probably had the unhappy experience afimgeor listening to a communica-
tion that was vague and wandering. Part of beieganed is being clear. If your message is un-
clear, the audience will lose interest and tune got) bringing an end to effective communica-
tion.

Interestingly, clarity begins with intrapersonahmmunication: you need to have a clear
idea in your mind of what you want to say before yan say it clearly to someone else. At the
interpersonal level, clarity involves consideringuy audience, as you will want to choose words
and phrases they understand and avoid jargon g i@t may be unfamiliar to them.

Clarity also involves presentation. A brilliant rsage scrawled in illegible handwriting,
or in pale gray type on gray paper, will not beacleNVhen it comes to oral communication, if
you mumble your words, speak too quickly or useamatonous tone of voice, or stumble over
certain words or phrases, the clarity of your pméstgon will suffer.

Technology also plays a part; if you are using araphone or conducting a teleconfer-
ence, clarity will depend on this equipment funetng properly—which brings us back to the
importance of preparation. In this case, in additm preparing your speech, you need to prepare
by testing the equipment ahead of time.

The Prepared Communicator Is Concise and Punctual

Concise means brief and to the point. In most lmssitommunications you are expected
to “get down to business” right away. Being prepairecludes being able to state your points
clearly and support them with clear evidence islatively straightforward, linear way.

It may be tempting to show how much you know byonporating additional information
into your document or speech, but in so doing youthe risk of boring, confusing, or overload-
ing your audience. Talking in circles or indulgimgtangents, where you get off topic or go too
deep, can hinder an audience’s ability to grasp yoessage. Be to the point and concise in your
choice of words, organization, and even visual.aids

Being concise also involves being sensitive to tocoastraints. How many times have
you listened to a speaker say “in conclusion” dolgontinue speaking for what seems like for-
ever? How many meetings and conference calls hawattended that got started late or ran be-
yond the planned ending time? The solution, of seuis to be prepared to be punctual. If you
are asked to give a five-minute presentation ateatimg, your coworkers will not appreciate
your taking fifteen minutes, any more than youresugsor would appreciate your submitting a
fifteen-page report when you were asked to write fpages. For oral presentations, time your-
self when you rehearse and make sure you can deig message within the allotted number

of minutes.
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There is one possible exception to this principlany non-Western cultures prefer a less
direct approach, where business communication dfegnns with social or general comments
that a U.S. audience might consider unnecessangeSuoltures also have a less strict interpreta-
tion of time schedules and punctuality. While iirigportant to recognize that different cultures
have different expectations, the general rule hiides that good business communication does
not waste words or time.

Communicator Is Ethical

The business communicator's second fundamentabnsslity is to be ethical. Ethics
refers to a set of principles or rules for corrembduct. It echoes what Aristotle callethos the
communicator’'s good character and reputation fanglavhat is right. Communicating ethically
involves being egalitarian, respectful, and trustiwp—overall, practicing the “golden rule” of
treating your audience the way you would want toreated.

Communication can move communities, influence cekuand change history. It can
motivate people to take stand, consider an argumempiurchase a product. The degree to which
you consider both the common good and fundamenitatiples you hold to be true when craft-
ing your message directly relates to how your ngssall affect others.

The Ethical Communicator Is Egalitarian

The word “egalitarian” comes from the root “equdld be egalitarian is to believe in ba-
sic equality: that all people should share equadlghe benefits and burdens of a society. It
means that everyone is entitled to the same respegotctations, access to information, and re-
wards of participation in a group.

To communicate in an egalitarian manner, speakwaitd in a way that is comprehensi-
ble and relevant to all your listeners or readeos,just those who are “like you” in terms of age,
gender, race or ethnicity, or other characteristics

In business, you will often communicate to peopithwertain professional qualifications.
For example, you may draft a memo addressed tthalhurses in a certain hospital, or give a
speech to all the adjusters in a certain brancanoinsurance company. Being egalitarian does
not mean you have to avoid professional terminolihgy is understood by nurses or insurance
adjusters. But it does mean that your hospitableshould be worded for all the hospital’s
nurses—not just female nurses, not just nursesingkrectly with patients, not just nurses un-
der age fifty-five. An egalitarian communicator kg¢o unify the audience by using ideas and
language that are appropriate for all the messagaters or listeners.

The Ethical Communicator Is Respectful
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People are influenced by emotions as well as |lo§jiistotle namedpathos or passion,
enthusiasm and energy, as the third of his thre@itant parts of communicating aftegosand
ethos

Most of us have probably seen an audience manguulay a “cult of personality,” be-
lieving whatever the speaker said simply becausbooi dramatically he or she delivered a
speech; by being manipulative, the speaker faile$pect the audience. We may have also seen
people hurt by sarcasm, insults, and other disagpdéorms of communication.

This does not mean that passion and enthusiaswua place in business communica-
tion. Indeed, they are very important. You can haekpect your audience to care about your
message if you don’t show that you care about urself. If your topic is worth writing or
speaking about, make an effort to show your au@ievity it is worthwhile by speaking enthusi-
astically or using a dynamic writing style. Doing, $n fact, shows respect for their time and
their intelligence.

However, the ethical communicator will be passieratd enthusiastic without being dis-
respectful. Losing one’s temper and being abusieeganerally regarded as showing a lack of
professionalism (and could even involve legal cqnsaces for you or your employer). When
you disagree strongly with a coworker, feel deepipoyed with a difficult customer, or find se-
rious fault with a competitor's product, it is inp@nt to express such sentiments respectfully.
For example, instead of telling a customer, “I"adht with your complaints!” a respectful busi-
ness communicator might say, “I'm having troubleisg how | can fix this situation. Would

you explain to me what you want to see happen?”

The Ethical Communicator Is Trustworthy

Trust is a key component in communication, and ihisspecially true in business. As a
consumer, would you choose to buy merchandise #@mmpany you did not trust? If you were
an employer, would you hire someone you did nct®u

Your goal as a communicator is to build a healgédgtronship with your audience, and to
do that you must show them why they can trust yodi\ahy the information you are about to
give them is believable. One way to do this isegib your message by providing some informa-
tion about your gqualifications and background, ymierest in the topic, or your reasons for
communicating at this particular time.

Your audience will expect that what you say isttluh as you understand it. This means
that you have not intentionally omitted, deletedtaken information out of context simply to
prove your points. They will listen to what you sayd how you say it, but also to what you
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don’t say or do. You may consider more than onspetive on your topic, and then select the
perspective you perceive to be correct, giving oetecreasons why you came to this conclusion.
People in the audience may have considered oneeliesome of the perspectives you consider,
and your attention to them will indicate you hawae your homework.

Being worthy of trust is something you earn withardience. Many wise people have
observed that trust is hard to build but easy s&IA communicator may not know something
and still be trustworthy, but it's a violation alst to pretend you know something when you
don’t. Communicate what you know, and if you ddimibw something, research it before you
speak or write. If you are asked a question to Wwiyicu don’'t know the answer, say “I don't
know the answer but | will research it and get baxkou” (and then make sure you follow
through later). This will go over much better witte audience than trying to cover by stumbling

through an answer or portraying yourself as knogdadble on an issue that you are not.

The “Golden Rule”

When in doubt, remember the “golden rule,” whiclysséo treat others the way you
would like to be treated. In all its many formsg tipolden rule incorporates human kindness, co-
operation, and reciprocity across cultures, langaapackgrounds and interests. Regardless of
where you travel, who you communicate with, or wyaur audience is like, remember how you
would feel if you were on the receiving end of ygommunication, and act accordingly.

3. ORAL VERSUS WRITTEN COMMUNICATION

LEARNING OBJECTIVE

1. Explain how written communication is similardmal communication, and how it is different.

The written word often stands in place of the spokerd. People often say “it was good
to hear from you” when they receive an e-mail égteer, when in fact they didntiearthe mes-
sage, theyeadit. Still, if they know you well, they may mentalthear” your voice in your writ-
ten words. Writing a message to friends or colleagtan be as natural as talking to them. Yet
when we are asked to write something, we oftendaglous and view writing as a more effort-

ful, exacting process than talking would be.
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Oral and written forms of communication are similamany ways. They both rely on

the basic communication process, which consistsigiit essential elements: source, receiver,

message, channel, receiver, feedback, environmentext, and interference. Table 3.1 "Eight

Essential Elements of Communication” summarizesghsements and provides examples of

how each element might be applied in oral and @ritommunication.

Table 3.1 Eight Essential Elements of Communication

Element of
Communication

1. Source

2. Receiver

3. Message

4. Channel

5. Feedback

6. Environment

7. Context

Definition

Oral Application

A source creates and Jay makes a tele-

communicates a
message.

A receiver receives

phone call to Heath-
er.

Heather listens to

the message from theJay.

source.

The message is the
stimulus or meaning
produced by the
source for the re-
ceiver.

A channel is the way
a message travels
between source and
receiver.

Jay asks Heather to
participate in a con-
ference call at 3:15.

The channel is the
telephone.

Feedback is the mesdeather says yes.

sage the receiver
sends in response to
the source.

The environment is
the physical atmos-
phere where the
communication oc-
curs.

The context involves
the psychological
expectations of the
source and receiver.

Heather is traveling
by train on a busi-
ness trip when she

receives Jay’'s phone

call.

Written Application

Jay writes an e-mail
to Heather.

Heather reads Jay’s
e-mail.

Jay’s e-mail asks
Heather to participate
in a conference call
at 3:15.

The channel is e-
mail.

Heather replies with
an e-mail saying yes.

Heather is at her
desk when she re-
ceives Jay’s e-mail.

Heather expects Jay Heather expects Jay

to send an e-mail
with the call-in in-
formation for the
call. Jay expects to
do so, and does.

to dial and connect
the call. Jay expects
Heather to check her
e-mail for the call-in
information so that
she can join the call.
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8. Interference Also known as noise, Heather calls in at  Heather waits for a
interference is any- 3:15, but she has phone call from Jay
thing that blocks or missed the call be- at 3:15, but he
distorts the commu- cause she forgot that doesn'’t call.
nication process. she is in a different

time zone from Jay.

As you can see from the applications in this examal least two different kinds of inter-
ference have the potential to ruin a conferenck aatl the interference can exist regardless of
whether the communication to plan the call is @maWritten. Try switching the “Context” and
“Interference” examples from Oral to Written, anduywill see that mismatched expectations
and time zone confusion can happen by phone orrbgike While this example has an unfavor-
able outcome, it points out a way in which oral amdten communication processes are similar.

Another way in which oral and written forms of commnication are similar is that they
can be divided into verbal and nonverbal categokfesbal communication involves the words
you say, and nonverbal communication involves how gay them—your tone of voice, your
facial expression, body language, and so forthité/ricommunication also involves verbal and
nonverbal dimensions. The words you choose argdhml dimension. How you portray or dis-
play them is the nonverbal dimension, which cartuthe the medium (e-mail or a printed docu-
ment), the typeface or font, or the appearanceuof gignature on a letter. In this sense, oral and
written communications are similar in their appto@wven as they are quite different in their ap-
plication.

The written word allows for a dynamic communicatjgmocess between source and re-
ceiver, but is often asynchronous, meaning thatcurs at different times. When we communi-
cate face-to-face, we get immediate feedback, butwitten words stand in place of that inter-
personal interaction and we lack that immediatparse. Since we are often not physically pre-
sent when someone reads what we have written,impsrtant that we anticipate the reader’s
needs, interpretation, and likely response to aittem messages.

Suppose you are asked to write a message telliegt€labout a new product or service
your company is about to offer. If you were spegkio one of them in a relaxed setting over
coffee, what would you say? What words would yooade to describe the product or service,
and how it may fulfill the client’'s needs? As thesimess communicator, you must focus on the
words you use and how you use them. Short, simgheences, in themselves composed of
words, also communicate a business style. In yoavipus English classes you may have
learned to write eloquently, but in a business exttyour goal is clear, direct communication.

One strategy to achieve this goal is to write wiith same words and phrases you use when you
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talk. However, since written communication lacke tmmediate feedback that is present in an
oral conversation, you need to choose words andspbreven more carefully to promote accu-

racy, clarity, and understanding.

4. HOW IS WRITING LEARNED?

LEARNING OBJECTIVE

1. Explain how reading, writing, and critical thing contribute to becoming a good writer.

You may think that some people are simply borndpettriters than others, but in fact
writing is a reflection of experience and effoftydu think about your successes as a writer, you
may come up with a couple of favorite books, awghor teachers that inspired you to express
yourself. You may also recall a sense of frustratath your previous writing experiences. It is
normal and natural to experience a sense of fiimtrat theperceivednability to express one-
self. The emphasis here is on your perception afsalf as a writer as one aspect of how you
communicate. Most people use oral communicatiomfoch of their self-expression, from daily
interactions to formal business meetings. You lealrietime of experience in that arena that you
can leverage to your benefit in your writing. Readout loud what you have written is a posi-
tive technique we’ll address later in more depth.

Martin Luther King Jr.’s statement, “Violence isetfanguage of the unheard” empha-
sizes the importance of finding one’s voice, ofngeable to express one’s ideas. Violence comes
in many forms, but is often associated with frustraborn of the lack of opportunity to commu-
nicate. You may read King’s words and think of @ieil Rights movement of the 1960s, or per-
haps of the violence of the 9/11 terrorist attacksyf wars happening in the world today. Public
demonstrations and fighting are expressions ofeydrom individual to collective. Finding your
voice, and learning to listen to others, is pafeafning to communicate.

You are your own best ally when it comes to youiting. Keeping a positive frame of
mind about your journey as a writer is not a clidnéimple, hollow advice. Your attitude to-
ward writing can and does influence your writtendarcts. Even if writing has been a challenge
for you, the fact that you are reading this serganeans you perceive the importance of this es-
sential skill. This text and our discussions wallhyou improve your writing, and your positive
attitude is part of your success strategy.

There is no underestimating the power of effort whembined with inspiration and mo-
tivation. The catch then is to get inspired andiwadéd. That's not all it takes, but it is a great
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place to start. You were not born with a key padramt of you, but when you want to share
something with friends and text them, the wordsglbbreviations) come almost naturally. So
you recognize you have the skills necessary torbt#g process of improving and harnessing
your writing abilities for business success. Itiwake time and effort, and the proverbial journey
starts with a single step, but don’t lose sighthe fact that your skillful ability to craft words
will make a significant difference in your career.

Reading

Reading is one step many writers point to as aggnal step in learning to write effec-
tively. You may like Harry Potter books or be a Tight fan, but if you want to write effectively
in business, you need to read business-relatednuaas. These can include letters, reports,
business proposals, and business plans. You mayHese where you work or in your school’'s
writing center, business department, or librargréhare also many Web sites that provide sam-
ple business documents of all kinds. Your readimauil also include publications in the indus-
try where you work or plan to work, such Agiation WeekinfoWorld Journal of Hospitality
International Real Estate Digestr Women’s Wear Dailyto name just a few. You can also gain
an advantage by reading publications in fields rothen your chosen one; often reading outside
your niche can enhance your versatility and help @arn how other people express similar
concepts. Finally, don’t neglect general media tike business section of your local newspaper,
and national publications like thall Street JournalFast Companyand theHarvard Business
Review Reading is one of the most useful lifelong hajpits can practice to boost your business
communication skills.

In the “real world” when you are under a deadlind aroduction is paramount, you'll be
rushed and may lack the time to do adequate bagkdrreading for a particular assignment. For
now, take advantage of your business communicatammnse by exploring common business
documents you may be called on to write, contriliateor play a role in drafting. Some docu-
ments have a degree of formula to them, and youilitaity with them will reduce your prepa-
ration and production time while increasing youeefiveness. As you read similar documents,
take notes on what you observe. As you read sesalas letters, you may observe several pat-
terns that can serve you well later on when it'sntorn. These patterns are often called conven-
tions, or conventional language patterns for aifpegenre.

Writing

Never lose sight of one key measure of the effeawgs of your writing: the degree to
which it fulfills readers’ expectations. If you area law office, you know the purpose of a court
brief is to convince the judge that certain poiotdaw apply to the given case. If you are at a
newspaper, you know that an editorial opinion &tis supposed to convince readers of the mer-
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its of a certain viewpoint, whereas a news arti€lsupposed to report facts without bias. If you
are writing ad copy, the goal is to motivate conetsrio make a purchase decision. In each case,
you are writing to a specific purpose, and a gpdate to start when considering what to write is
to answer the following question: what are the eesicexpectations?

When you are a junior member of the team, you neagiben clerical tasks like filling in
forms, populating a database, or coordinating agp@nts. Or you may be assigned to do re-
search that involves reading, interviewing, ancertaking. Don’t underestimate these facets of
the writing process; instead, embrace the factwgiing for business often involves tasks that a
novelist might not even recognize as “writing.” Yawontribution is quite important and in itself
is an on-the-job learning opportunity that shouldr@ taken for granted.

When given a writing assignment, it is importanitake sure you understand what you
are being asked to do. You may read the directamstry to put them in your own words to
make sense of the assignment. Be careful, howawerto lose sight of what the directions say
versus what you think they say. Just as an aud&egpectations should be part of your consid-
eration of how, what, and why to write, the instioigs given by your instructor, or in a work
situation by your supervisor, establish expectatidust as you might ask a mentor more about a
business writing assignment at work, you need é&othis resources available to you to maximize
your learning opportunity. Ask the professor taifyeany points you find confusing, or perceive
more than one way to interpret, in order to betieet the expectations.

Before you write an opening paragraph, or everfiteesentence, it is important to con-
sider the overall goal of the assignment. The wassgignmentan apply equally to a written
product for class or for your employer. You mightka a list of the main points and see how
those points may become the topic sentences inessd paragraphs. You may also give con-
siderable thought to whether your word choice, ytoue, your language, and what you want to
say is in line with your understanding of your aamdie. We briefly introduced the writing proc-
ess previously, and will visit it in depth lateranr discussion, but for now writing should about
exploring your options. Authors rarely have a fired product in mind when they start, but once
you know what your goal is and how to reach it, yaiting process will become easier and
more effective.

Constructive Criticism and Targeted Practice

Mentors can also be important in your growth asriégew Your instructor can serve as a
mentor, offering constructive criticism, insights what he or she has written, and life lessons
about writing for a purpose. Never underestimagentientors that surround you in the workplace,
even if you are currently working in a position ellated to your desired career. They can read
your rough draft and spot errors, as well as p@wideful insights. Friends and family can also
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be helpful mentors—if your document’s meaning saclto someone not working in your busi-
ness, it will likely also be clear to your audience

The key is to be open to criticism, keeping in mihdt no one ever improved by repeat-
ing bad habits over and over. Only when you knovatwwour errors are—errors of grammar or
sentence structure, logic, format, and so on—cancygorect your document and do a better job
next time. Writing can be a solitary activity, babre often in business settings it is a collective,
group, or team effort. Keep your eyes and ears émeapportunities to seek outside assistance
before you finalize your document.

Learning to be a successful business writer conigspractice. Targeted practice, which
involves identifying your weak areas and specificalorking to improve them, is especially
valuable. In addition to reading, make it a habitwrite, even if it is not a specific assignment.
The more you practice writing the kinds of materidiat are used in your line of work, the more
writing will come naturally and become an easiektaeven on occasions when you need to
work under pressure.

Critical Thinking

Critical thinking means becoming aware of your kinig process. It's a human trait that
allows us to step outside what we read or write askl ourselves, “Does this really make
sense?” “Are there other, perhaps better, wayxptam this idea?” Sometimes our thinking is
very abstract and becomes clear only through tbegss of getting thoughts down in words. As
a character in E. M. ForsterAspects of the Novshid, “How can | tell what | think till | see
what | say?” Did you really write what you meant &md will it be easily understood by the
reader? Successful writing forms a relationshighwiite audience, reaching the reader on a deep
level that can be dynamic and motivating. In castiravhen writing fails to meet the audience’s
expectations, you already know the consequencegiltmove on.

Learning to write effectively involves reading, timg, critical thinking, and hard work.
You may have seefhe Wizard of Oand recall the scene when Dorothy discovers whieis
hind the curtain. Up until that moment, she beltetlee Wizard’s powers were needed to change
her situation, but now she discovers that the pasvéer own. Like Dorothy, you can discover
that the power to write successfully rests in yleamds. Excellent business writing can be inspir-
ing, and it is important to not lose that sensespiration as we deconstruct the process of writ-
ing to its elemental components.

You may be amazed by the performance of Tony Hawkacskateboard ramp, Mia
Hamm on the soccer field, or Michael Phelps inwlaer. Those who demonstrate excellence
often make it look easy, but nothing could be fartiiom the truth. Effort, targeted practice, and
persistence will win the day every time. When itn&gs to writing, you need to learn to recognize

102



clear and concise writing while looking behind thetain at how it is created. This is not to say
we are going to lose the magic associated wittb#se writers in the field. Instead, we’ll appre-
ciate what we are reading as we examine how itwvagen and how the writer achieved success.

5. STYLE IN WRITTEN COMMUNICATION

LEARNING OBJECTIVES

1. Describe and identify three styles of writing.
2. Demonstrate the appropriate use of colloquasual, and formal writing in at least one doc-
ument of each style.

One way to examine written communication is frostraictural perspective. Words are a
series of symbols that communicate meaning, sttaggther in specific patterns that are com-
bined to communicate complex and compound meaniNgsins, verbs, adjectives, adverbs,
prepositions, and articles are the building blogks will use when composing written docu-
ments. Misspellings of individual words or gramratierrors involving misplacement or incor-
rect word choices in a sentence, can create camfukise meaning, and have a negative impact
on the reception of your document. Errors themselre not inherently bad, but failure to rec-
ognize and fix them will reflect on you, your comgaand limit your success. Self-correction is
part of the writing process.

Another way to examine written communication isnfra goals perspective, where spe-
cific documents address stated (or unstated) goalshave rules, customs, and formats that are
anticipated and expected. Violations of these rudastoms, or formats—whether intentional or
unintentional—can also have a negative impact ety your document is received.

Colloquial, casual, and formal writing are threentoon styles that carry their own par-
ticular sets of expectations. Which style you udedepend on your audience, and often wheth-
er your communication is going to be read onlyhmyse in your company (internal communica-
tions) or by those outside the organization, suchemndors, customers or clients (external com-
munications). As a general rule, external commuiuna tend to be more formal, just as corpo-
rate letterhead and business cards—designed feemqaion to the “outside world’—are more
formal than the e-mail and text messages that sed tor everyday writing within the organiza-
tion.

Style also depends on the purpose of the docurmehite audience. If your writing as-

signment is for Web page content, clear and congseof the written word is essential. If your
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writing assignment is a feature interest articledn online magazine, you may have the luxury
of additional space and word count combined witlpbics, pictures, embedded video or audio
clips, and links to related topics. If your writiagsignment involves an introductory letter repre-
sented on a printed page delivered in an envelogepdotential customer, you won'’t have the
interactivity to enhance your writing, placing aid@ional burden on your writing and how you
represent it.

Colloquial

Colloquial language is an informal, conversatiostgle of writing. It differs from stan-
dard business English in that it often makes useobfrful expressions, slang, and regional
phrases. As a result, it can be difficult to untmrd for an English learner or a person from a
different region of the country. Sometimes collaiisim takes the form of a word difference; for
example, the difference between a “Coke,” a “tdn&c,'pop, and a “soda pop” primarily de-
pends on where you live. It can also take the fofra saying, as Roy Wilder Jr. discusses in his
bookYou All Spoken Here: Southern Talk at Its Down-H@west Colloquial sayings like: “He
could mess up a rainstorm” or “He couldn’t hit gr@und if he fell” communicate the person is
inept in a colorful, but not universal way. In tRacific Northwest someone might “mosey,” or
walk slowly, over to the “café,” or bakery, to picip a “maple bar’—a confection known as a
“Long John doughnut” to people in other parts @ thited States.

Colloquial language can be reflected in texting:

“ok fwiw i did my part n put it in where you askbdt my ? is if the group does not participate
do i still get credit for my part of what i did isa how much do we all have to do i mean i put in
my opinion of the items in order do i also havedply to the other team members or what?
Thxs”

We may be able to grasp the meaning of the mesaadgajnderstand some of the abbre-
viations and codes, but when it comes to busirtess style of colloquial text writing is gener-
ally suitable only for one-on-one internal commuaticns between coworkers who know each
other well (and those who do not judge each otimespelling or grammar). For external com-
munications, and even for group communicationsiwithe organization, it is not normally suit-
able, as some of the codes are not standard, aneéwvea be unfamiliar to the larger audience.

Colloquial writing may be permissible, and evenf@rable, in some business contexts.
For example, a marketing letter describing a folksgduct such as a wood stove or an old-
fashioned popcorn popper might use a colloquidedty create a feeling of relaxing at home
with loved ones. Still, it is important to considasw colloquial language will appear to the au-
dience. Will the meaning of your chosen words l@aicto a reader who is from a different part
of the country? Will a folksy tone sound like yow dtalking down” to your audience, assuming
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that they are not intelligent or educated enoughppreciate standard English? A final point to
remember is that colloquial style is not an excloseusing expressions that are sexist, racist,
profane, or otherwise offensive.

Casual

Casual language involves everyday words and expressn a familiar group context,
such as conversations with family or close frieridse emphasis is on the communication inter-
action itself, and less about the hierarchy, powentrol, or social rank of the individuals com-
municating. When you are at home, at times you gisbbdress in casual clothing that you
wouldn’t wear in public—pajamas or underwear, faample. Casual communication is the
written equivalent of this kind of casual attireat¢ you ever had a family member say some-
thing to you that a stranger or coworker would mesay? Or have you said something to a fam-
ily member that you would never say in front of yass? In both cases, casual language is be-
ing used. When you write for business, a casu# styusually out of place. Instead, a respectful,
professional tone represents you well in your absen
Formal

In business writing, the appropriate style will baa degree of formality. Formal lan-
guage is communication that focuses on professiexlession with attention to roles, protocol,
and appearance. It is characterized by its vocapalad syntax, or the grammatical arrangement
of words in a sentence. That is, writers usingrenfd style tend to use a more sophisticated vo-
cabulary—a greater variety of words, and more waevids multiple syllables—not for the pur-
pose of throwing big words around, but to enhaheeférmal mood of the document. They also
tend to use more complex syntax, resulting in s@@&e that are longer and contain more subor-
dinate clauses.

The appropriate style for a particular businessidwnt may be very formal, or less so. If
your supervisor writes you an e-mail and you reghg, exchange may be informal in that it is
fluid and relaxed, without much forethought or famef, but it will still reflect the formality of the
business environment. Chances are you will be gatefuse an informative subject line, a salu-
tation (“Hi [supervisor's name]” is typical in e-filg), a word of thanks for whatever information
or suggestion she provided you, and an indicatiah you stand ready to help further if need be.
You will probably also check your grammar and spglbefore you click “send.”

A formal document such as a proposal or an anremrt will involve a great deal of
planning and preparation, and its style may noflldd or relaxed. Instead, it may use distinct
language to emphasize the prestige and professonaf your company. Let's say you are go-
ing to write a marketing letter that will be pridten company letterhead and mailed to a hun-
dred sales prospects. Naturally you want to reptegmir company in a positive light. In a letter
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of this nature you might write a sentence like “TWealget 300 is our premium offering in the
line; we have designed it for ease of movementedficiency of use, with your success foremost
in our mind.” But in an e-mail or a tweet, you migise an informal sentence instead, reading
“W300—good stapler.”

Writing for business often involves choosing the@rapriate level of formality for the

company and industry, the particular document @uodtson, and the audience.

6. ETHICS, PLAGIARISM, AND RELIABLE SOURCES

LEARNING OBJECTIVE

1. Understand how to be ethical, avoid plagiariand use reputable sources in your writing.

Unlike writing for personal or academic purposesjrybusiness writing will help deter-
mine how well your performance is evaluated in y@mbr. Whether you are writing for col-
leagues within your workplace or outside vendorsustomers, you will want to build a solid,
well-earned favorable reputation for yourself wythur writing. Your goal is to maintain and en-
hance your credibility, and that of your organiaatiat all times.

Make sure as you start your investigation that gways question the credibility of the
information. Sources may have no reviews by peeeddor, and the information may be mis-

leading, biased, or even false. Be a wise inforomatonsumer.

Business Ethics

Many employers have a corporate code of ethic) éwour employer does not, it goes
without saying that there are laws governing hogv@bmpany can and cannot conduct business.
Some of these laws apply to business writing. Asxample, it would be not only unethical but
also illegal to send out a promotional letter ammaing a special sale on an item that ordinarily
costs $500, offering it for $100, if in fact youveaonly one of this item in inventory. When a
retailer does this, the unannounced purpose adetter is to draw customers into the store, apo-
logize for running out of the sale item, and urgent to buy a similar item for $400. Known as
“bait and switch,” this is a form of fraud and ispshable by law.

Let’s return to our previous newsletter scenari@tamine some less clear-cut issues of
business ethics. Suppose that, as you confer weitin gresident and continue your research on
newsletter vendors, you remember that you haveuaicavho recently graduated from college
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with a journalism degree. You decide to talk to &lkout your project. In the course of the con-
versation, you learn that she now has a job working newsletter vendor. She is very excited
to hear about your firm’s plans and asks you toertae company “look good” in your report.

You are now in a situation that involves at leasai ethical questions:

1. Did you breach your firm’s confidentiality byllieg your cousin about the plan to start
sending a monthly newsletter?

2. Is there any ethical way you can comply withryoousin’s request to show her com-
pany in an especially favorable light?

On the question of confidentiality, the answer ndapend on whether you signed a con-
fidentiality agreement as a condition of your enyplent at the accounting firm, or whether your
president specifically told you to keep the newsleplan confidential. If neither of these safe-
guards existed, then your conversation with yowsgowould be an innocent, unintentional and
coincidental sharing of information in which shented out to have a vested interest.

As for representing her company in an especialprable light—you are ethically obli-
gated to describe all the candidate vendors acugptdi whatever criteria your president asked to
see. The fact that your cousin works for a cen@ndor may be an asset or a liability in your
firm’s view, but it would probably be best to inforthem of it and let them make that judgment.

As another example of ethics in presenting matde#s return to the skydiving scenario
we mentioned earlier. Because you are writing anoteconal letter whose goal is to increase en-
rollment in your skydiving instruction, you may tempted to avoid mentioning information that
could be perceived as negative. If issues of patdugalth condition or accident rates in skydiv-
ing appear to discourage rather than encourageauadience to consider skydiving, you may be
tempted to omit them. But in so doing, you are prelsenting an accurate picture and may mis-
lead your audience.

Even if your purpose is to persuade, deleting ghgosing points presents a one-sided
presentation. The audience will naturally consiaaronly what you tell them but also what you
are not telling them, and will raise questionstéas, consider your responsibility as a writer to
present information you understand to be completeest, and ethical. Lying by omission can
also expose your organization to liability. Instedenaking a claim that skydiving is completely
safe, you may want to state that your school camsphith the safety guidelines of the United
States Parachute Association. You might also stae many jumps your school has completed

in the past year without an accident.

Giving Credit to Your Sources
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You have photos of yourself jumping but they arer'ty exciting. Since you are wearing
goggles to protect your eyes and the image igd&tance, who can really tell if the person in the
picture is you or not? Why not find a more excitptgpto on the Internet and use it as an illustra-
tion for your letter? You can download it from adrsite and the “fine print” at the bottom of the
Web page states that the photos can be copiectfeompal use.

Not so fast—do you realize that a company’s proamati letter does not qualify as per-
sonal use? The fact is that using the photo fammancercial purpose without permission from the
photographer constitutes an infringement of coghyrigw; your employer could be sued because
you decided to liven up your letter by taking a rétwat. Furthermore, falsely representing the
more exciting photo as being your parachute jumpumidermine your company’s credibility if
your readers happen to find the photo on the leteand realize it is not yours.

Just as you wouldn’t want to include an image nex&ting than yours and falsely state
that it is your jump, you wouldn’t want to take anmation from sources and fail to give them
credit. Whether the material is a photograph, taxthart or graph, or any other form of media,
taking someone else’s work and representing itoas gwn is plagiarism. Plagiarism is commit-
ted whether you copy material verbatim, paraphigseording, or even merely take its ideas—
if you do any of these things—without giving cretditthe source.

This does not mean you are forbidden to quote fyoar sources. It's entirely likely that
in the course of research you may find a perfett ¢t phrase or a way of communicating ideas
that fits your needs perfectly. Using it in yourtmg is fine, provided that you credit the source
fully enough that your readers can find it on thmwn. If you fail to take careful notes, or the
sentence is present in your writing but later feolget accurate attribution, it can have a negativ
impact on you and your organization. That is whig itmportant that when you find an element
you would like to incorporate in your documenttle same moment as you copy and paste or
make a note of it in your research file, you needdte the source in a complete enough form to
find it again.

Giving credit where credit is due will build youredlibility and enhance your document.
Moreover, when your writing is authentically youysur audience will catch your enthusiasm,
and you will feel more confident in the materialygroduce. Just as you have a responsibility in
business to be honest in selling your product ofise and avoid cheating your customers, so
you have a responsibility in business writing tohomest in presenting your idea, and the ideas

of others, and to avoid cheating your readers plélgiarized material.

Challenges of Online Research
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Earlier in the chapter we have touched on thetfeatt the Internet is an amazing source
of information, but for that very reason, it isiffidult place to get information you actually need
In the early years of the Internet, there was apshksstinction between a search engine and a
Web site. There were many search engines compeithgone another, and their home pages
were generally fairly blank except for a searchdfiezhere the user would enter the desired
search keywords or parameters. There are still maaych sites, but today, a few search engines
have come to dominate the field, including Googld &ahoo! Moreover, most search engines’
home pages offer a wide range of options beyondvamall Web search; buttons for options
such as news, maps, images, and videos are typicather type of search engine performs a
metasearch, returning search results from seveaatls engines at once.

When you are looking for a specific kind of infortioa, these relatively general searches
can still lead you far away from your desired resuh that case, you may be better served by an
online dictionary, encyclopedia, business directanyphone directory. There are also special-
ized online databases for almost every industrgfegsion, and area of scholarship; some are
available to anyone, others are free but requienimg an account, and some require paying a
subscription fee. For example, http://www.zillownc@llows for in-depth search and collation of
information concerning real estate and evaluatiocluding the integration of public databases
that feature tax assessments and ownership trandfable 6.1 "Some Examples of Internet

Search Sites" provides a few examples of diffekamds of search sites.

Table 6.1 Some Examples of Internet Search Sites

Description URL

General Web searches that can also be

customized according to categories likisttp://altavista.com

news, maps, images, video http://www.google.com
http://go.com
http://www.itools.com/research-it
http://www.live.com
http://www.yahoo.com

Metasearch engines
http://www.dogpile.com
http://www.info.com
http://www.metacrawler.com
http://www.search.com
http://www.webcrawler.com
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Dictionaries and encyclopedias
http://www.britannica.com
http://dictionary.reference.com
http://encarta.msn.com
http://www.encyclopedia.com
http://www.merriam-webster.com
http://en.wikipedia.org/wiki/Main_Pag
e

Very basic information on a wide range

of topics http://www.about.com
http://www.answers.com
http://wiki.answers.com

To find people or businesses in white
pages http://www.anywho.com

7. WRITING STYLE

LEARNING OBJECTIVE

1. Demonstrate your ability to prepare and presdgntmation using a writing style that will in-

crease understanding, retention, and motivati@acto

You are invited to a business dinner at an expensstaurant that has been the top-rated
dining establishment in your town for decades. Yae aware of the restaurant’s dress code,
which forbids casual attire such as jeans, T-shat&l sneakers. What will you wear? If you
want to fit in with the other guests and make aofable impression on your hosts, you will
choose a good quality suit or dress (and apprabyiairessy shoes and accessories). You will
avoid calling undue attention to yourself with dioig that is overly formal—an evening gown
or a tuxedo, for example—or that would distractrirthe business purpose of the occasion by
being overly revealing or provocative. You may fd®t your freedom to express yourself by
dressing as you please is being restricted, orngay appreciate the opportunity to look your
best. Either way, adhering to these style convastwill serve you well in a business context.

The same is true in business writing. Unlike sonmeiokinds of writing such as poetry or
fiction, business writing is not an opportunity self-expression. Instead it calls for a fairly eon
servative and unadorned style. Writing style, &sown as voice or tone, is the manner in which

a writer addresses the reader. It involves qualibiewriting such as vocabulary and figures of
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speech, phrasing, rhythm, sentence structure, aragmph length. Developing an appropriate

business writing style will reflect well on you aimtrease your success in any career.

Formal versus Informal

There was a time when many business documents wrten in third person to give
them the impression of objectivity. This formallstyas often passive and wordy. Today it has
given way to active, clear, concise writing, somets known as “Plain English.” As business
and industry increasingly trade across borderslanguages, writing techniques that obscure
meaning or impede understanding can cause seriobtems. Efficient writing styles have be-
come the norm. Still, you will experience in yowvrowriting efforts this “old school versus new
school” writing debate over abbreviations, coniaw, and the use of informal language in what
was once considered a formal business context.i@amthe following comparison of informal
versus formal and bureaucratic styles.

Bureaucratic: Attached is the latest delivery daf@esented in topographical forms pur-
suant to the directive ABC123 of the air transpartaguide supplied by the Federal Aviation
Administration in September of 2008.

* Formal — Please note the attached delivery aatauly 2009.

* Informal — Here’s the delivery data for last nfant

While it is generally agreed that bureaucratic fercan obscure meaning, there is a de-
bate on the use of formal versus informal stylesusiness communication. Formal styles often
require more detail, adhere to rules of etiquette] avoid shortcuts like contractions and folksy
expressions. Informal styles reflect everyday shpgmdterns and may include contractions and
colloquial expressions. Many managers prefer naew contractions in a formal business con-
text. Others will point out that a comma preceding last item in a series (known as the “serial
comma”) is the standard, not the exception. Sonllenvgike a general recommendation that you
should always “keep it professional.” Here lies lisart of the debate: whiatprofessional writ-
ing in a business context? If you answered “it aeise’ you are correct.

Keep in mind that audiences have expectations andjgb is to meet them. Some busi-
ness audiences prefer a fairly formal tone. If yozlude contractions or use a style that is too
casual, you may lose their interest and attentjon; may also give them a negative impression
of your level of expertise. If, however, you aratimg for an audience that expects informal lan-
guage, you may lose their interest and attentiombiyng too formally; your writing may also
come across as arrogant or pompous. It is notamhatstyle is better than the other, but simply
that styles of writing vary across a range of amioBusiness writing may need to meet legal
standards and include references, as we see butkaucratic example above, but that is gener-
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ally not the norm for communications within an argation. The skilled business writer will
know his or her audience and will adapt the messagest facilitate communication. Choosing
the right style can make a significant impact owlyour writing is received.

You may hear reference to a conversational toneriting as one option in business
communication. A conversational tone, as the nam@ies, resembles oral communication in
style, tone, and word choice. It can be appropf@tsome audiences, and may serve you well in
specific contexts, but it can easily come acrodssssthan professional.

If you use expressions that imply a relationshipacspecial awareness of information
such as “you know,” or “as we discussed,” withoxplaining the necessary background, your
writing may be seen as overly familiar, intimateggen secretive. Trust is the foundation for all
communication interactions and a careless worchoage can impair trust.

If you want to use humor, think carefully about hgaur audience will interpret it. Hu-
mor is a fragile form of communication that reqaie; awareness of irony, of juxtaposition, or a
shared sense of attitudes, beliefs, and valuegerBift people find humor in different situations,
and what is funny to one person may be dull, onduatful, to someone else.

Although there are business situations such asnt@rview or a performance self-
evaluation where you need to state your accompkstisn in general business writing it is best
to avoid self-referential comments that allude @aryprevious successes. These can come across
as selfish or arrogant. Instead, be generous iimgjieredit where credit is due. Take every op-
portunity to thank your colleagues for their effoeind to acknowledge those who contributed
good ideas.

Jargon is a vocabulary that has been develope@dyi@in a particular group, discipline,
or industry, and it can be a useful shorthand ag ks the audience knows its meaning. For ex-
ample, when writing for bank customers, you cowfir to “ATM transactions” and feel confi-
dent that your readers would know what you medmiould be unnecessary and inappropriate
to write “Automated Teller Machine transactions.”

Similarly, if you were working in a hospital, youowld probably use many medical terms
in your interactions with other medical professign&lowever, if you were a hospital employee
writing to a patient, using medical jargon wouldibappropriate, as it would not contribute to
the patient’s understanding.

Finally, in a business context, remember that csat®nal style is not an excuse to use
poor grammar, disrespectful or offensive slang,parfanity. Communication serves as the
bridge between minds and your written words wipressent you in your absence. One strategy
when trying to use a conversation tone is to asksalf, “Would | say it in this way to their
face?” A follow-up question to consider is, “Wodlday it in this way in front of everyone?”
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Your professional use of language is one the hakrskills in business, and the degree to which
you master its use will reflect itself in your sees. Take care, take time, and make sure what

you write communicates a professional tone thaitipel/ represents you and your organization.

Introductions: Direct and Indirect

Sometimes the first sentence is the hardest t@ wthen you know the two main open-
ing strategies it may not make it any easier, butll give a plan and form a framework. Busi-
ness documents often incorporate one of two opestiagegies regardless of their organizational
pattern. The direct pattern states the main purpasetly, at the beginning, and leaves little
room for misinterpretation. The indirect patterrhere you introduce your main idea after the
opening paragraph, can be useful if you need agtopening to get the attention of what you
perceive may be an uninterested audience. Normalpu expect a positive response from the
reader you will choose a direct opening, beingrcfean the first sentence about your purpose
and goal. If you do not expect a positive receptarhave to deliver bad news, you may want to
be less direct. Each style has its purpose andtiiseskilled business writer will learn to be di-
rect and be able to present bad news with a pesifening paragraph.

Adding Emphasis

There are times when you will want to add emphi@ses word, phrase, or statistic so that
it stands out from the surrounding text. The useisdal aids in your writing can be an excellent
option, and can reinforce the written discussioor. €&ample, if you write that sales are up 4
percent over this time last year, the number aloag not get the attention it deserves. If, how-
ever, near the text section you feature a bar gdgpmonstrating the sales growth figures, the re-
presentation of the information in textual and ¢iiapl way may reinforce its importance.

As you look across the top of your word procesgirggram you may noticeold, italics,
underline, highlights, your choice of colors, antiast of interesting fonts. Although it can be
entertaining to experiment with these visual effedb not use them just for the sake of decora-
tion. Consistency and branding are important festwf your firm’s public image, so you will
want the visual aspects of your writing to suppbédt image. Still, when you need to highlight
an important fact or emphasize a key questionnepart, your readers will appreciate your use
of visual effects to draw their attention. Consitlex following examples:

* Bullets can be effective when used with discretio

Take care when using the following:

i. Numbers

il. With subheadings

iii. In serial lists
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iv. As they can get

v. A bit overwhelming to the point where

vi. The reader loses his or her interest

Emphasis can be influenced by your choice of f8etif fonts, such as Times New Ro-
man and Garamond, have decorative ends that makienh easy to read. Sans serif fonts, like
Arial, lack these visual cues and often serve beieheaders.

You can also vary the emphasis according to whetepjace information within a sen-
tence:

* Maximum emphasisSales have increased across the United Statesiseof our
latest promotion efforts in our largest and mostesgsful market.

* Medium emphasisBecause of our latest promotion efforts in ougést and
most successful market, sales have increased gbmghited States.

* Minimum emphasisThe United States, which has experienced a satesase, is
our largest and most successful market.

The information at end of the sentence is what lgeofien recall, and is therefore nor-
mally considered the location of maximum emphaBie second best position for recall is the
beginning of the sentence, while the middle of $katence is the area with the least recall. If
you want to highlight a point, place it at the megng or end of the sentence, and if you want to

deemphasize a point, the middle is your best option

Active versus Passive Voice
You want your writing to be engaging. Which sentenould you rather read?
» A — All sales orders are processed daily by Mazie

* B — Mackenzie processes all sales orders daily.

Most readers prefer sentence B, but why? You'laliethat all sentences have a subject
and a verb, but you may not have paid much atteribaheir functions. Let’'s look at how the
subject and verb function in these two sentencesehtence A, the subject is “Mackenzie,” and
the subject is the doer of the action expresseithdyerb (processes). In sentence A, the subject
is “sales orders,” and the subject is the recedfethe action expressed by the verb (are proc-
essed). Sentence A is written in active voice—desge structure in which the subject carries
out the action. Sentence B is written in passivieess-a sentence structure in which the subject
receives the action.

Active sentences tend to be shorter, more prearse easier to understand. This is espe-

cially true because passive sentences can be nwiittevays that do not tell the reader who the
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doer of the action is. For example, “All sales osdare processed daily” is a complete and cor-
rect sentence in passive voice.

Active voice is the clear choice for a variety ohtexts, but not all. When you want to
deemphasize the doer of the action, you may wflten late arrivals were recorded this month”
and not even mention who was late. The passive tmesn’t place blame or credit, so it can be
more diplomatic in some contexts. Passive voicanallthe writer to avoid personal references
or personal pronouns (he, she, they) to create r@ wigective tone. There are also situations
where the doer of the action is unknown, as inffgravas painted on the side of our building
last night.”

Overall, business communication resources tene&d¢ommend active voice as the pre-
ferred style. Still, the styles themselves arethetproblem or challenge, but it is how we use
them that matters. A skilled business writer waksboth styles as options within a range of

choices and learn to distinguish when each styhedst appropriate to facilitate communication.

Commonly Confused Words
The sentences in Table 7.1 "Common Errors in Enmgliecus on some of the most
common errors in English.

Table 7.1 Common Errors in English

1. acceptor The office will accept Attendance is except
except ap- required for all
plications until employees
5 p.m. on the Su-
31st. pervisors.
2. affector To affect A lack of wa- effect
effect the growth of ter has a pre-
plants, we can dictable
regulate the on
water supply. most plants.
3.e.gori.e. Please order e.g. Charge them i.e.
2,000 im- to my account
printed give- ( , ac-
aways count #98765).
( :
pens or coffee
mugs)
4.its orit’s The depart- its my It's
ment sur- opinion that
passed we reached
pre- peak oil in
vious sales re- 2008.
cord this quar-
ter.
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5. lay or lie Please lay The doctor lie
the asked him to
report on the down
desk. on the exami-
nation table.
6. pressure or We need to pressurize It might be  pressure
pressurize the possible to
liquid nitrogen him
tanks. to resign.
7. principle or It's the basic  principle The principal
principal of reason for the
farming: no trip is to attend
water, no food. the sales meet-
ing.
8.regardless _ of Regardless ___of Regardless (Ir-
or irregardless what we do, your beliefs,  regardless is
gas prices are please tryto  not a standard
unlikely to go listen with an  word; see your
back down. open mind. dictionary)
9. than orthen Thisyears than If we can cut then
losses were our costs,
worse it
last might be pos-
year’s. sible to break
even.
10. that or type Which Karen mis- which
which of marketing placed the re-
data did you port,
need? caused a delay
in making a
decision.
There are that
several kinds
of data
could be use-
ful.
1l1lthere theif  The reportis there Their
orthey're , strategic advan-
in the top file tage depends on
drawer. a wide distribu-
tion network.
___planning tg They're
attend the
sales meetin

in Pittsburgh.
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12.to, too, or
two

Customers needto
drive

slower if they

want to save

gas.

After sales
meeting, you
should visit cus-
tomers in the
Pittsburgh area

too

In fact, the _ two
of you

should make

some custom-

mer Vvisits to-

gether.

13uninterested
or disinterested

He would be disinterested
the best person
to make a deci-
sion, since he
isn’'t biased and
is relatively
in the

outcome.

The sales man-uninterest

ager tried to
speak dynami-
cally, but the
sales reps were
simply

in what he had

to say.

ed

8. SPECIFIC REVISION POINTS TO CONSIDER

LEARNING OBJECTIVE

1. List six specific elements of every documentheck for revision.

When revising your document, it can be helpful douls on specific points. When you

consider each point in turn, you will be able tedi down the revision process into manageable

steps. When you have examined each point, you eatobfident that you have avoided many

possible areas for errors. Specific revision rezpiattention to the following:

e Format

e Facts

* Names

* Spelling

* Punctuation

e Grammar

Let’'s examine these characteristics one by one.

Format
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Format is an important part of the revision procéssmat involves the design expecta-
tions of author and audience. If a letter formatnmally designates a date at the top, or the send-
er's address on the left side of the page befages#iutation, the information should be in the
correct location. Formatting that is messy or failsconform to the company style will reflect
poorly on you before the reader even starts to ted&®y presenting a document that is properly
formatted according to the expectations of youanigation and your readers, you will start off
making a good impression.

Facts

Another key part of the revision process is cheghkiaur facts. Did you know that news
organizations and magazines employ professionéictfaeckers? These workers are responsible
for examining every article before it gets publdtad consulting original sources to make sure
the information in the article is accurate. Thia aavolve making phone calls to the people who
were interviewed for the article—for example, “MDiaz, our report states that you are thirty-
nine years old. Our article will be published oa fliteenth. Will that be your correct age on that
date?” Fact checking also involves looking factsimgncyclopedias, directories, atlases, and
other standard reference works; and, increasimglgnline sources.

While you can’t be expected to have the skills pfafessional fact-checker, you do need
to reread your writing with a critical eye to thddrmation in it. Inaccurate content can expose
you and your organization to liability, and willeate far more work than a simple revision of a
document. So, when you revise a document, ask glbuine following:

» Does my writing contain any statistics or refaemnthat need to be verified?

* Where can | get reliable information to verifg it

It is often useful to do independent verificatiohiat is, look up the fact in a different
source from the one where you first got it. Forregke, perhaps a colleague gave you a list of
closing averages for the Dow Jones Industrial otacedates. You still have the list, so you can
make sure your document agrees with the numbers galleague provided. But what if your
colleague made a mistake? The Web sites oitakk Street Journahnd other major newspapers
list closings for “the Dow,” so it is reasonablysgdor you to look up the numbers and verify
them independently.

Names

There is no more embarrassing error in businessngrithan to misspell someone’s
name. To the writer, and to some readers, spedlingme “Michelle” instead of “Michele” may
seem like a minor matter, but to Michele herselfiit make a big difference. Attribution is one
way we often involve a person’s name, and givirgditrwhere credit is due is essential. There
are many other reasons for including someone’s nanoteegardless of your reasons for choos-
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ing to focus on them, you need to make sure thiirgpés correct. Incorrect spelling of names is
a quick way to undermine your credibility; it cals@have a negative impact on your organiza-
tion’s reputation, and in some cases it may evee hegal ramifications.

Spelling

Correct spelling is another element essential arycredibility, and errors will be glar-
ingly obvious to many readers. The negative impacyour reputation as a writer, and its per-
ception that you lack attention to detail or do walue your work, will be hard to overcome. In
addition to the negative personal consequencedljngperrors can become factual errors and
destroy the value of content. This may lead youlitk the “spell check” button in your word
processing program, but computer spell-checkingoisenough. Spell checkers have improved
in the years since they were first invented, bay/thre not infallible. They can and do make mis-
takes.

Typically, your incorrect word may in fact be a wprand therefore, according to the
program, correct. For example, suppose you wrdtbe “major will attend the meeting” when
you meant to write “The mayor will attend the megtf The program would miss this error be-
cause “major” is a word, but your meaning wouldwisted beyond recognition.

Punctuation

Punctuation marks are the traffic signals, signsl, iadications that allow us to navigate
the written word. They serve to warn us in advanben a transition is coming or the complete
thought has come to an end. A period indicateghbeght is complete, while a comma signals
that additional elements or modifiers are comingrréct signals will help your reader follow the
thoughts through sentences and paragraphs, antegmabto communicate with maximum effi-
ciency while reducing the probability of error.

Table 8.1 "Punctuation Marks" lists twelve puncimatmarks that are commonly used in

English in alphabetical order along with an exangdleach.

Symbol Example
Apostrophe ’ Michele’s report is due to-
morrow.
Colon : This is what | think: you need
to revise your paper.
Comma , The report advised us when

to sell, what to sell, and
where to find buyers.

Dash — This is more difficult than it
seems—nbuyers are scarce
when credit is tight.

Ellipsis Lincoln spoke of “a new na-
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tion...dedicated to the propo-
sition that all men are created

equal.”

Exclamation Point ! How exciting!

Hyphen - The question is a many-
faceted one.

Parentheses () To answer it (or at least to

begin addressing it) we will
need more information.

Period ) The answer is no. Period. Full
stop.

Question Mark ? Can | talk you into changing
your mind?

Quotation Marks . The manager told him, “I will
make sure Renée is available
to help you.”

Semicolon : Theresa was late to the meet-

ing; her computer had frozen
and she was stuck at her desk
until a tech rep came to fix it.

It may be daunting to realize that the number afsgale punctuation errors is as exten-
sive as the number of symbols and constructiongadi@ to the author. Software program may
catch many punctuation errors, but again it isdbemitted writer that makes the difference.
Here we will provide details on how to avoid mistakvith the comma.

Commas

The comma is probably the most versatile of allghuation marks. This means you as a
writer can use your judgment in many cases as tetlveln you need a comma or not. It also
means that the possible errors involving commasramey. Commas are necessary some of the
time, but careless writers often place a commaseardence where it is simply not needed.
Commas are used to separate two independent clauses by a conjunction
like “but,” “and,” and “or.”

Example

The advertising department is effective, but demjpect miracles in this busi-

ness climate.

Commas are not used simply to join two independkises. This is known as the comma splice
error, and the way to correct it is to insert ajanation after the comma.
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Examples

The advertising department is effective, the sd&gsartment needs to produce more re-
sults.

The advertising department is effectibeif the sales department needs to produce more
results.

Commas are used for introductory phrases and setoffauses that are not essential to the sen-
tence. If the meaning would remain intact withdwe phrase, it is considered nonessential.
Examples

After the summary of this year’s salése sales department had good reason to celebrate
The sales departmemdst year’'s winner of the most productive awardlebrated their
stellar sales success this year.

Examples

The sales department celebrated their stellar sala=ess this year.

Commas are used to offset words that help creatg across a sentence like “however” and
“therefore.”

Examples

The sales department discovereoywevery that the forecast for next year is

challenging.

However the sales department discovered that the forémasext year is chal-

lenging.

Commas are often used to separate more than oagtimdjmodifying a noun.
Example

The sales department discoveredttbeblesome, challenginigrecast for
next year.

Commas are used to separate addresses, dateslegndhiey are also used in dialogue se-
quences.

Examples

John is from Ancud, Chile.

Katy was born on August 2, 2002.

Mackenzie McLean, D. V., is an excellent vet-

erinarian.

Lisa said, “When writing, omit needless
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words.”

9. RESUME
LEARNING OBJECTIVES

1. Describe the differences among functional, re¥@hronological, combination, targeted, and
scannable résumés.

2. Discuss what features are required in eachdfpésumé.

3. Prepare a one-page résumé.

A résumé is a document that summarizes your eduatkills, talents, employment his-
tory, and experiences in a clear and concise fofargbotential employers. The résumé serves
three distinct purposes that define its formatjgtesand presentation:

1. To represent your professional information intivwg

2. To demonstrate the relationship between youfepsional information and the prob-
lem or challenge the potential employer hopes teesor address, often represented in the form
of a job description or duties

3. To get you an interview by clearly demonstratng meet the minimum qualifications
and have the professional background help the ag@éon meet its goals

An online profile page is similar to a résumé iattkt represents you, your background
and qualifications, and adds participation to thbligation. People network, link, and connect in
new ways via online profiles or professional siiks LinkedIn. In many ways, your online pro-
file is an online version of your résumé with coctiens and friends on public display. Your
MySpace and Facebook pages are also often aceessithle public, so never post anything you
wouldn’t want your employer (current or future)remd, see, or hear. This chapter covers a tradi-
tional resumé, as well as the more popular scaen@bdltures, but the elements and tips could
equally apply to your online profile.

Main Parts of a Résumé

Regardless of the format, employers have expeowfimr your resumé. They expect it to
be clear, accurate, and up to date. [1] This dootmepresents you in your absence, and you
want it to do the best job possible. You don’'t wembe represented by spelling or grammatical
errors, as they may raise questions about youratidumcand attention to detail. Someone reading
your résumeé with errors will only wonder what kiatiwork you might produce that will poorly
reflect on their company. There is going to be gmocompetition that you don’t want to provide

an easy excuse to toss your résumé at the stimt grocess. Do your best work the first time.
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Résumeés have several basic elements that emplogdréor, including your contact in-
formation, objective or goal, education and worlperxence, and so on. Each résumé format
may organize the information in distinct ways basadhe overall design strategy, but all infor-
mation should be clear, concise, and accurate.

Contact Information

This section is often located at the top of theutloent. The first element of the contact
information is your name. You should use your fldal name even if you go by your middle
name or use a nickname. There will plenty of tirmed to clarify what you prefer to be called,
but all your application documents, including thakat relate to payroll, your social security
number, drug screenings, background checks, fingénmgcords, transcripts, certificates or de-
grees, should feature your legal name. Other napggsgormation includes your address, phone
number(s), and e-mail address. If you maintain addresses (e.g., a campus and a residential
address), make it clear where you can be contdmteddicating the primary address. For busi-
ness purposes, do not use an unprofessional eaddnéss like sexiluvro3@hotmale.com or tuti-
fruti@yafoo.com. Create a new e-mail account ifdeeewith an address suitable for profes-
sional use.

Figure 9.1 Sample Contact Information

Ima Jobseeker
Primary Address: Campus Home Address:
Northern Arizona University-Yuma 1234 Main Street
Keno Dorm, 2020 S. Avenue 8E, Yuma, AZ 85365 Phoenix, AZ 85001
(928) 344-7649 (555) 123-4568
E-mail; blackbord.blackhole@azwestern.edu Ima.jobseeker@gmail.com

Objective
This is one part of your résumé that is relativa@tgple to customize for an individual applica-
tion. Your objective should reflect the audienaséed to quickly understand how you will help

the organization achieve its goals.

Figure 9.2 Sample Objective
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Objective: To contribute to an increase in sales at ABC Corporation as a sales representative.

Education
You need to list your education in reverse chrogiial order, with your most recent de-

gree first. List the school, degree, and gradetmoiarage (GPA). If there is a difference be-
tween the GPA in your major courses and your oV&8A, you may want to list them sepa-
rately to demonstrate your success in your chaséh fYou may also want to highlight relevant
coursework that directly relate to the position.

Figure 9.3 Sample Education Field

EDUCATION

Northern Arizona University-Yuma, Arizona, May 2009
Bachelor in Business Administration, Minor in Communication
Major GPA: 3.9/4.0

Owverall GPA: 3.4/4.0

Related Course Work:

Business and Professional Speaking, Business English, Sales and Persuasion, Management

Work Experience

List in reverse chronological order your employmigistory, including the positions,
companies, locations, dates, duties and skills detnated or acquired. You may choose to use
active, descriptive sentences or bullet lists,daitonsistent. Emphasize responsibilities that in-
volved budgets, teamwork, supervision, and cust@aerrice when applying for positions in
business and industry, but don’t let emphasis becexaggeration. This document represents

you in your absence, and if information is falgeg aninimum you could lose your job.

Figure 9.4 Sample Work Experience
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WORK EXPERIENCE

Dolle Company, Yuma, AZ, August 2005-May 2009
Shift Manager, Lettuce Processing and Packaging
« Supervise 30 team members
+ Develop, coordinate, implement, and evaluate shift schedule
- Address quality-control improvements, including employee training

Saveway Grocery, Yuma, AZ, August 2004-August 2005

Assistant Produce Manager, Vegetables
- Stock, order, and manage display of vegetables in produce department
« Supervise part-time staff as needed

« Manage produce budget, including purchase orders

Figure 9.5 Type of résumé

Type Function Advantage Disadvantage

1. Reverse Reverse chronologi- Demonstrates a con- It may be difficult to

Chronological cal résumes (also sistent work history  highlight skills and
called reverse time experience.

order) focus on work
history.

2. Functional Functional résumés Demonstrates skills It is often associated
(also called compe- that can clearly link  with people who
tency-based résumeés}o job functions or ~ have gaps in their
focus on skills. duties employment history.

3. Combination A combination rés- Highlights the skills Some employers pre-
umé lists your skills  you have that are re- fer a reverse chrono-
and experience first, levant to the job logical order.

Then employment  And provides a re-
history and education verse chronological
work history

4. Targeted A targeted résumé idPoints out to the Custom documents
a custom document reader how your qua-take additional time,

that specifically lifications and ex- preparation, analysis
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highlights the experi- perience clearly of the job announce-

ence and skills that match the job duties ment, and may not fit

are relevant to the the established
job. guidelines.
5. Scannable A scannable résuméncreasingly used to Scanners may not
is specifically for- facilitate search and read the résumé cor-

matted to be read by retrieval, and to re-  rectly.
a scanner and con- duce physical storage
verted to digital in-  costs

formation.

You may choose to include references at the engoof résumé, though “references
upon request” is common. You may also be tempteelxtend your résumé to more than one
page, but don’t exceed that limit unless the addéi page will feature specific, relevant infor-
mation that represents several years of work tinatttly relates to the position. The person read-
ing your résumé may be sifting through many appligand will not spend time reading extra
pages. Use the one-page format to put your bestfdooard, remembering that you may never

get a second chance to make a good first impression

Maximize Scannable Résumé Content

Use Key Words

Just as there are common search terms, and comm@is ' relation to each position,
job description, or description of duties, yourrstable résumé needs to mirror these common
terms. Use of nonstandard terms may not standaot,your indication of “managed employ-

ees” may not get the same attention as the wongketsision” or “management.”

Follow Directions

If a job description uses specific terms, refergdamputer programs, skills, or previous
experience, make sure you incorporate that languageur scannable résumé. You know that
when given a class assignment, you are expectdidav directions; similarly, the employer is
looking for specific skills and experience. By roning the employer’s language and submitting
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your application documents in accord with theirtinstions, you convey a spirit of cooperation

and an understanding of how to follow instructions.

Insert a Key Word Section

Consider a brief section that lists common word®eisited with the position as a skills
summary: customer service, business communicagaas, or terms and acronyms common to

the business or industry.

Make It Easy to Read

You need to make sure your résumeé is easy to neaddomputer, including a character
recognition program. That means no italics, underj, shading, boxes, or lines. Choose a sans
serif (without serif, or decorative end) font likeial or Tahoma that won’t be misread. Simple,
clear fonts that demonstrate no points at whictedgtmay appear to overlap will increase the
probability of the computer getting it right thesti time. In order for the computer to do this, you
have to consider your audience—a computer proghamnwill not be able to interpret your un-
usual font or odd word choice. A font size of elewe twelve is easier to read for most people,
and while the computer doesn’t care about font, slze smaller your font, the more likely the

computer is to make the error of combining adjatettérs.

Printing, Packaging and Delivery

Use a laser printer to get crisp letter formatimkjet printers can have some “bleed” be-
tween characters that may make them overlap, ardftre be misunderstood. Folds can make
it hard to scan your document. E-mail your résuméra attachment if possible, but if a paper
version is required, don’t fold it. Use a clean,jt&lpiece of paper with black ink; colors will on-
ly confuse the computer. Deliver the document mree-by-twelve-inch envelope, stiffened with

a sheet of cardstock (heavy paper or cardboara@lfpprevent damage to the document.

Figure 9.6 Sample Format for Chronological Résumé
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Name
Street Address
City, State, Zip Code
Cell Phone
Home Phone/Office Phone
E-mail Address

Objective or Statement of Interest
Clear and concise statement of professional goal that may include Job or position and may also indicate 2 field (financial
services, human resources).

Employment Experience

+ List in reverse chronclogical order (i, put the most recent position first),

+ Note the job title, the company, and dates of employment.

+ Include clear statements of work performed as part of your job responsibilities, using language similar te the job
announcement.

« [fthe job announcement emphasizes supervisory experience, for example, this should be an area of emphasis in your
descriptions of tasks performed,

+ Indicate the most important or relevant job responsibilities or skills involved with those tasks first in pricrity order.

+ Include awards, citations, or commendations that relate to your objective or statement of interast.

Education
List earned degrees and incomplete education if applicable;
+ Undergraduate Studies, 86 credits, University of State
+ Associate of Applied Stience (AAS] in Computer Information Systems, Community College of
State, 2005
- High School Diploma, City High School, GPA or class rank
+ Include technical certificates and completed trainings if they directly refate to your objective or
statement of interest,

Community Service

List activities, your role, and, if applicable and space is available, your accomplishments:
+ Eagle Scout, Troop #12345, 1998-2001
+ Youth Choir Leader, Community Interfaith Church, 1995-2001
« Students in Free Enterprise Team, City High School, 1998-2001

References
List names of references, their positions, and their contact information or include *references upan request”

Figure 9.7 Sample Format for Functional Résumé
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Name
Street Address
City, State, Zip Code
Cell Phone
Home Phone/Office Phone
E-mail Address

Objective
Clear and concise statement of professional goal (job or position)

Qualification Highlights
Experience that directly relates to job description
« You may choose te highlight a specific skill that relates to the position (e.g,, bilingual, computer and
technology proficient, certified diesel technician).
+ Only highlight specific skills, certifications, or licenses) that indicate you meet or exceed) the
minimum gqualifications.
+ Only highlight personal traits if they clearly meet the position description (e.g, if a sales position
requires an outgoing personality, highlight theater experience and previous sales experience).

Professional Skills
+ You may want to list skills with clear "because” statements, demonstrating your mastery of a skill
because of your volunteer work, internship, previous employment, or similar accomplishment,

Sales
You may also want to use a key skill as the focal point (e.g, sales) and include a series of brief statements
that demonstrate range or depth of experience in that skill:

+ Fundraising for your youth group {name of organization, date)

« Customer service call experience

« Vioter recruitment initiative participation

« Census bureau work

Employment History
You may not need this category if you covered it in the skill summaries above,

Education
List earned degrees and incomplete education if applicable:
+ Undergraduate Studies, 86 credits, University of State

References
List names of references, their positions, and their contact infermation or Include "references upon request”

Figure 9.8 Sample Format for Scannable Résumé

129



Name
Street Address
City, State, Zip Code
Cell Phone
Home Phone/Office Phone
E-mail Address

Objective
Clear and concise statement of professional geal (job or position}

Education
List earned degrees and incomplete education if applicable:

Bachelor of Science (BS) in Computer Information Systems
City State University, Hometown, State, June 2007

Associates of Applied Science [AAS) in Computer Information Systems
Community College of State, Hometown

Employment
Customer Service Representative, Quickcare Computer Repair
Hometown, State, August 2007-December 2007

List skills and certifications clearly:

Diagnostic Assessment

Computer Repair

Onsite Custamer Service

Materials Handling

Computer Skills

Adobe Certified Associate ACA
Alcatel-Lucent Network Rauting Specialist | NRS |
Certified Technical Trainer CTT+

Digital Home Technology Integrator DHTI+
Linux+

Netwark+

PDI+

Praject+

Security+

Server+

Microsaft: MCTS, MCA

References
List names of references, their positions, and their contact information or include “references upon request.’

Figure 9.9 Sample CV for Legal Vacation Work with ecommendations
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LEE GALLIGLE

Home Address: Term Address:

10 London Road la Beech Court Setting out your address
Middlemarch Park Wood and other contact details in
Loamshire University of this formatsaves space
MM2 6AZ Kent and makes a good head-
Canterbury, Kent ing.
CT27SZ

Tel: 01789 12345 Email: [102999@kent.ac.uk

EDUCATION AND QUALIFICATIONS

2011 to
date

First year:

Second
year:

2004 -
2011

2011
2010
2009

The University of Kent
LL.B. Law - expect to graduate June 2014

Introduction to Law (Distinction); LalgProcess
(Merit); Constitutional and Administrative Law
(Merit); Obligations | (Distinction)
Company Law; Obligations IlI; Property Law; Crim-
inal Law Firms will expect a&om-
prehensive list of your
academic achievementto
date, so include all subjects
and grades

Casubon High School, Middlemarch

A-levels: English (A); French (B); History (C)
AS levels:Music (B); Media Studies (B)

GCSEs: English Language (A); English Literature
(A); French (A); German (B); Mathematics (C);
History (A); Geography (C); Biology (B); Music
(A)

WORK EXPERIENCE

Summer
2012

Summer
2011

Bulstrode Insurance Ltd, Lowick

Highlight relevant skills
gained from non-law em-
ployment

Clerical Assistantdata inputting, liaison with cli-
ents; general office duties

This developed my skills in dealing with business
customers, chiefly over the telephone, and in worl
ing accurately under pressure.

Hawleys, Middlemarch

Say what you did in any
law-related placements
and in what type of firm

Two-week work placemewith a partner in the
property department of a general practice solisitor
firm. I carried out research in relation to a bound Even casual, part-time
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ary dispute, attended Court and observed inter- work can help you to
views with clients. demonstrate skillsthat will

2009 - 2011Flora Motley Ltd, High Street, Middlemarch be useful in law firms (but

Saturday Sales Assistant in fashion store: custom
service, stock control, cash handling

please use your own words
to summarize them!)

This involved me in advising and assisting custon
ers, coping with problems and unexpected situa-

tions (such as a fire alarm) and taking responsibil
ity for counting up and banking money

PAGE 2

SKILLS

Languages
Computing

Driving

Can be useful to mention a
Good command of French and German driving licence if you are

Familiarity with Windows packages including  applying to firms in small
MS Word, MS Access and Internet Explorer; extowns or rural areas, but be

perience of Westlaw and Lexis sure to spell it correctly
Full, clean driving licence (with a C not an S in this
context)

INTERESTS AND ACTIVITIES

Music

Sport

Car
Maintenance

Travel

| play the violin in the University orchestra and
was leader of the school orchestra.

Badminton: member of the University badmin-

ton club

Tennis: played for the school team

Swimming and trampolining.

| own and maintain a twenty-year-old Mini and Something a bit “differ-
enjoy meeting other Mini owners at rallies ent” can help your CV to

Summer 2012 - two-week voluntary workcamp Stand out and be remem-
in Spain bered.

Summer 2011 - One month independent travel

through France and Italy i

Tours with school orchestra to France, Belgiumr

and Norway.

REFEREES
Dr T. Lydgate Miss R. Vincy
Eliot College Flora Motley Ltd If you are short of space on
University of Kent High Street the CV, you can just put
Canterbury Middlemarch “Referencesavailable on
Kent CT2 7NS Loamshire MM1 request”
01227 828282 OFF
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T.P.R.Lydgate@kent.ac.uKl199 123456

r.vincy@flora-
motley.co.uk

10. BUSINESS LETTERS
LEARNING OBJECTIVES

1. Look through the recommendations and samples angrite down your cover letter.

Lawyer’s Cover Letter

Lawyer’'s Cover Letter is a brief document that pde¢ an outline of the professional
abilities of a lawyer. Practice of the legal praies is a cumbersome business, to say the least.
The candidate has to have the ability to work ounute details and then connect these details to
form one complete fabric of information. Doing thss easier said than done. It requires the
candidate to possess comprehensive knowledge stihigliscipline under the law. Furthermore,
he should be aware of the changes in laws and haedicts that can affect the interpretation of
laws.

Lawyer’s Cover Letter has to mention the area eicslization in the first paragraph of
the letter. This will prevent confusion and asgteerecruiter that he is reading the right resume.
Such a mention will also convey the impression that applicant has a specific and relevant
approach - another positive quality for a lawydnre Bpplicant can further fine tune his letter by
specifying the activity he is used to - researabgumnentation, or presentation of arguments.

Here is an example of lawyer’s cover letter:

Sample of Lawyer Cover Letter

December 12, 2011

Harold Lincoln 2000 Elliot Avenue,
Seattle, WA 98121

206-448-4628
harold.lincoln@gmail.com

Fenton Walsh
Junior Partner,
Colt & Wesson Lawyers,
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800 Terry Avenue,
Seattle, WA 98104

Dear Mr. Walsh,

This is with reference to your advertisement in éTheattle Times", dated December 5, 2011,
inviting applications for the position of a junioivil lawyer in your reputed institution. | hereby
submit my application for the said post. | am diedi for the position in accordance with the
conditions of eligibility mentioned in your advesgiment. | have three years of experience as a
civil lawyer and | specialize in dealing with defanion cases. | am seeking employment with
your organization as it is one of the best knowmes in the legal discipline with specialized
departments for every sub field of law.

During the three years of experience, | have bepartiof numerous law suits. | have acted as
the chief assistant lawyer in three defamation £as&l as the main lawyer in one defamation
case. During my career, | have devoted most ofimg for research. This has strengthened my
grasp over all the laws related to defamation aaohlconversant with the latest legislation and
verdicts related to this sub discipline. | have etbent interpersonal abilities that help me to
understand the clients and act accordingly. | arth aveare of the fact that this job has no fixed
office hours and, therefore, | routinely work ovee.

In the past six months, | have had greater expegiemth the presentation of arguments in
courtrooms. This has honed my skills of persuagmesentation, and communication. | hold a
bachelor's degree in law and | am a member of @rei the state of Washington. | am
impressed with the degree of specialization in yfum that is the reason for making this
application.

| have attached my resume with this letter. You camntact me on the telephone number or the
email address mentioned above.

Yours sincerely

(Harold Lincoln)

Enclosure: Resume

Table 10.1 Elements of a Business Letter
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Content Guidelines

. Return Address This is your address where sneneould

send a reply. If your letter includes a letter-
head with this information, either in the head-
er (across the top of the page) or the footer
(along the bottom of the page), you do not
need to include it before the date.

. Date The date should be placed at the topt oigh
left justified, five lines from the top of the
page or letterhead logo.

. Reference (Re:) Like a subject line in an ekntiais is where
you indicate what the letter is in reference to,
the subject or purpose of the document.

. Delivery (Optional) Sometimes you want to irdecon the letter
itself how it was delivered. This can make it
clear to a third party that the letter was deliv-
ered via a specific method, such as certified
mail (a legal requirement for some types of
documents).

. Recipient Note (Optional) This is where you gaticate if the letter is
personal or confidential.

. Salutation A common salutation may be “Dear (sl
name).” But if you are unsure about titles
(i.e., Mrs., Ms., Dr.), you may simply write
the recipient’'s name (e.g., “Dear Cameron
Rai”) followed by a colon. A comma after the
salutation is correct for personal letters, but a
colon should be used in business. The saluta-
tion “To whom it may concern” is appropriate
for letters of recommendation or other letters
that are intended to be read by any and all in-
dividuals. If this is not the case with your let-

ter, but you are unsure of how to address your
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7. Introduction

8. Body

recipient, make every effort to find out to
whom the letter should be specifically ad-
dressed. For many, there is no sweeter sound
than that of their name, and to spell it incor-
rectly runs the risk of alienating the reader
before your letter has even been read. Avoid
the use of impersonal salutations like “Dear
Prospective Customer,” as the lack of person-

alization can alienate a future client.

This is your opening paragraptd aray in-
clude an attention statement, a reference to
the purpose of the document, or an introduc-
tion of the person or topic depending on the
type of letter. An emphatic opening involves
using the most significant or important ele-
ment of the letter in the introduction. Readers
tend to pay attention to openings, and it
makes sense to outline the expectations for
the reader up front. Just as you would pre-
view your topic in a speech, the clear opening
in your introductions establishes context and
facilitates comprehension.

If you have a list of points, a seriegaufts,
or a number of questions, they belong in the
body of your letter. You may choose organ-
izational devices to draw attention, such as a
bullet list, or simply number them. Readers
may skip over information in the body of
your letter, so make sure you emphasize the
key points clearly. This is your core content,
where you can outline and support several
key points. Brevity is important, but so is
clear support for main point(s). Specific,

meaningful information needs to be clear,
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9. Conclusion

10. Close

11. Signature

12. Preparation Line

concise, and accurate.

An emphatic closing mirrors youraaiuc-
tion with the added element of tying the main
points together, clearly demonstrating their
relationship. The conclusion can serve to re-
mind the reader, but should not introduce new
information. A clear summary sentence will
strengthen your writing and enhance your ef-
fectiveness. If your letter requests or implies
action, the conclusion needs to make clear
what you expect to happen. It is usually cour-
teous to conclude by thanking the recipient
for his or her attention, and to invite them to
contact you if you can be of help or if they
have questions. This paragraph reiterates the
main points and their relationship to each
other, reinforcing the main point or purpose.

“Sincerely” or “Cordially” are standdrdsi-
ness closing statements. (“Love,” “Yours
Truly,” and “BFF” are closing statements
suitable for personal correspondence, but not
for business.) Closing statements are nor-
mally placed one or two lines under the con-
clusion and include a hanging comma, as in
Sincerely,

Five lines after the close, you khtype
your name (required) and, on the line below
it, your title (optional).

If the letter was preparedyard-processed,
by someone other than the signatory (you),
then inclusion of initials is common, as in
MJD or abc.
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13. Enclosures/Attachments

14. Courtesy Copies or “CC”

15. Logo/Contact Information

Just like an e-mal ait attachment, the
letter sometimes has additional documents
that are delivered with it. This line indicates
what the reader can look for in terms of doc-
uments included with the letter, such as bro-
chures, reports, or related business docu-
ments.

The abbreviation “GfEice stood for carbon
copies but now refers to courtesy copies. Just
like a “CC” option in an e-mail, it indicates
the relevant parties that will also receive a
copy of the document.

A formal businessdenormally includes a
logo or contact information for the organiza-
tion in the header (top of page) or footer (bot-

tom of page).
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Table 10.2 Sample Business Letter

(1 inch margins on all sides of the letter)

1. Return Address: (if not in letterhead logo)
2. Date: 01/01/201X

3. Reference—Re: How to write a letter
4. Delivery (optional): USPS Certified Mall #123456789
5. Recipient Note (optional): Confidential

6. Salutation: Dear Student X:

7. Introduction: This letter is to inform you that the myth of a paperless office, where you will not be
required to produce hard copy letters on letterhead, is a myth,

8. Body: While e-mail has largely replaced letter writing for many applications, there remain several
reasons for producing a hard capy letter. The first reason is that you are required to write it for this class;

as many employers still produce lettersas a normal part of business communication, including
documentation, Next, we must consider that paper sales in business have increased across the last decade,
showing no signs of the decrease we would associate with the transition to the paperless office. Finally,
business letters serve many functions, and your proficiency in their efficient and effective production will
contribute to your persenal and prafessional success

9. Conclusion: Letter writing is a skill that will continue to be required in the business environment of today
and tomarrow,

10. Close: Sinceraly,

11, Signature Line: Scott McLean
12. Preparation Line: G5M/ep

13. Enclosures: (optional, if needed)
14, Courtesy Copies: cc: Jenn Yee

15. Logo/Contact Information: {,I_Q 13 M. Mill Street
fliztworld  Nyack, NY 10960

Table 10.3 Sample Emaill
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To: {Potential Customer)
Fram: Your friendly auto service provider
Subject: Time for an oil change? Save 510

Dear (potential customer’s name spelled correctlyl:

We noticed it has been over three months since your last oil change with us. This is a friendly
reminder that when you take care of your car, it takes care of you. We'd like to offer you $10 off
yaur next oil and filter change this month, Please e-mail, call, or stop by, and we'll help you keep
your car in excellent health.

Sincerely,

Molly Mechanic, General Manager
Auto Dactors, 555 5. Main Street, City, ST 12345

555-123-4567

Table 10.4 Sample Memo 1

Welcome to The [our name] Store

Dear [customer’s name]

Thank you for registering with The [our name] Store.

You can manage your personal information from the “My Account” section of the
site when you sign in to The [our name] Store.

You can change your contact details and password, track recent orders, add
alternate shipping addresses, and manage your preferences and customer profile all in this one
convenient location.

Thank you for your interest in The [our name] Store.

We look forward to your next visit.
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Table 10.5 Sample Memo 2

To: All Employees

From: Larry Ogawa, President, University of State

Date: February 14, 2009

Subject: Future Expenditure Guidelines

After careful deliberation, | have determined it is necessary to begin the inftial steps of a financial
stewardship pregram that carries UState through what appears to be a two-year cycle of a severe state
shortfall in revenue and subsequent necessary legislative budget reductions.

Beginning February 9, 2009, the following actions are being implemented for the General Fund, Auxiliary
Fund, and Capital Fund in order to address the projected reductions in our state aid for the remainder of

this year 2008-09 and for next year 2009-10.

1. Only purchases needed to operate the university should be made so that we can begin saving to
reduce the impact of 2009-10 budget reductions.

2. Requests forout-of-state travel will require approval from the Executive Commitiee to ensure that
only necessary institutional travel accurs,

3. Purchases, including in-state travel and budget transfers, will require the appropriate vice president’s
approval.

Please understand that we are taking these prudent steps to create savings that will allow UState to reduce

the impact of projected cuts in expected 2009-10 legislative reductions, Thank you for your cooperation,
and please direct any questions to my office.

11. JOB ADVERTS WRITING TIPS

Use one simple headline, and make the job advedline relevant and clear. Normally
the logical headline is the job title itself - thesafter all what people will be looking for.

If the job title does not implicitly describe thahj function, then use a strap line to do so.
Better still, if you find yourself writing a job adrt for a truly obscure job title which in no way
conveys what the job function is, then considemngag the job title.

An effective alternative main headline - especidlly strategic roles with a lot of
freedom - is to describe (very succinctly - andaminspirational manner) the main purpose of
the role, which can then be used with the job ttté organization's name serving as secondary
headings.

If the organization is known and has a good reprtaamong the targeted readers then

show the organization or brand name prominentlya atrap line or main heading with the job
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title, or incorporated in the job advert frame desior in one of the corners of the space, in
proper logo-style format.

N.B. Some organizations prefer not to tell the wehalorld that they are recruiting, in
which case, if this is your policy, obviously dotrieature your organization's name in the job
advert. On which point - if you use a recruitmeomhsultancy, examine the extent to which your
job advert is promoting the recruitment agencys@aand if you think they are over-egging
things perhaps suggest they contribute to the abshe advert, or reduce the size tokir
corporate branding oyour advert.

Make the advert easy to read. Use simple languaggid complicated words unless
absolutely necessary (for example if recruiting gad of Rocket Science), and keep enough
space around the text to attract attention to essLis more. Giving text some space is a very
powerful way of attracting the eye, and also a wagnsuring you write efficiently. Efficient
writing enables efficient reading.

Use language that your reader uses. If you wamscas to what this might be imagine
the newspaper they read, and limit your vocabuiatiat found in the newspaper.

Use short sentences. More than fifteen words irrdesice reduces the clarity of the
meaning. After drafting your communication, seek @mmas and 'and'’s, and replace with full-
stops.

Use bullet points and short bite-sized paragraphst of words in one big paragraph is
very off-putting to the reader and will probablyt he read.

Use simple type-styles: Arial, Tahoma, Times, etc)your house-style equivalents or
variations. Serif fonts (like Times) are more ttahal and more readable. Sans serif (like Arial
and Tahoma) are more modern-looking, but are lasg ® read especially for a lot of text. It's
your choice.

Use 12-20ish point-size for headings and subheadifty to avoid upper-case (capitals)
even in headings - it's very much slower to readrdase prominence by use of a larger point-
size, and to an extent emboldening, not by usingitala. CAPITALS HAVE NO
WORDSHAPES - SEE WHAT | MEAN?)

Use ten, eleven or twelve point-size for the maixt;tsmaller or larger are actually more
difficult to read and therefore less likely to lead. Definitely avoid upper-case (capitals) in the
'‘body copy' (main text).

For the same reason avoid italics, shadows, ligltues reversed out of dark, weird and
wonderful colours. None of these improve readahilihey all reduce it. Use simple black (or

dark coloured) text on a white (or light colourédckground for maximum readability.
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Get the reader involved. Refer to the reader ag’ ‘god use the second person (‘you’,
‘your’ and ‘yours’ etc) in the description of thequirements and expectations of the candidate
and the job role. This helps people to visualiztkelves in the role. It involves them.

Try to incorporate something new, innovative, érgit challenging - people are attracted
to new things - either in the company or the role.

Stress what is unique. You must try to emphasizatwiakes your job and organization
special. People want to work for special employerd are generally not motivated to seek work
with boring, run-of-the-mill, ordinary, unadventuiorganizations.

Job advert statements and descriptions must bétxeBmployers or jobs that sound too
good to be true will only attract the gullible atfé dreamers.

Remember AIDA: ThéAttention part is the banner or headline that makes an isspe
benefit promiselnterest builds information in an interesting way, usuatheaning that this
must relate closely to the way that the readerkthiabout the issues concerned. Since job
advertisements aim to produce a response you imeistdreatdesire, which relates job appeal
and rewards to the reader so that they will asmréhem and want them. Finally you must
prompt anAction, which may be to call a telephone number or ta9ex, or to download an
application form from a website address. Your jdieat should follow this step by step format
to be effective.

Your main heading, strap line and main message brigrominent. Do not be tempted
to devote 75% of the space to a diagram of yowstaiechnology or photograph of your new
manufacturing plant in Neasden.

Headlines do not have to be at the top of the frarpeur eye is naturally drawn to a
point between two-thirds and three-quarters ugéftamed area, which means you have room
above the headline for some subtle branding, eavén forefend - for some blank space.

The best position for adverts on a job page isitrigumbnail’. That is, top right corner.
Right-side sheet is better than the left because gge is naturally drawn right on turning over
the page, which reveals the left-side sheet lagp-fight corner is the first part of a double page
spread to be revealed. Top of page is better tio#tiorh - obviously - we read from top down,
not the other way around.

Resist the temptation to buy a half-page or agatie (unless the page size is very small)
- you do not need it. A quarter of a page is adegaad optimal in most publications, indeed
arguably even unnecessatrily large in broadsheespegvers.

People assume that big adverts produce a big respaimey don't unless they are good.
A good moderately sized advert will produce jusgaed a response as a good massive advert.
Added to which you can run more insertions of d@gsized adverts than big ones.
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JOB ADVERTS CHECKLIST
Having seen the layout and design rules above, herethe items to include in an

effective job advert. The bold items are those Whiould normally be essential; the others are
optional depending on local policy and circumstandéne list is loosely in order but this is in no
way prescriptive - use a sequence that works best.

> job title

» employer or recruitment agency/consultancy
> job base location
>

succinct description of business/organization/divmsactivity and market position

and aims

» to whom the position reports - or other indicatiohwhere the role is in the
structure

> outline of job role and purpose - expressed irigbeond-person’ (you, your, etc)

» indication of scale, size, responsibility, timesgalnd territory of role

» outline of ideal candidate profile - expressedatbnd-person'

» indicate qualifications and experience required i¢vhcould be incorporated
within candidate profile)

» salary or salary guide

» whether the role is full-time or permanent or a rsterm contract (if not
implicitly clear from elsewhere in the advert)

» other package details or guide (pension, car etc)

» explanation of recruitment process

» response and application instructions

» contact details as necessary, for example, addreesg, fax, email, etc.

> job and or advert reference (advert references kelp analyse results from
different adverts for the same job)

> website address

» corporate branding

» quality accreditations, for example in the UK, Ista in People

» equal opportunities statement

12. EMPLOYMENT CONTRACT

This agreement is made and takes effect on MM/DDYYYoetween (company), a (State) cor-
poration, hereafter called "Company" and (employkejeafter called "Employee”.

Witnesseth:
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1. The Company hereby employs Employee for a tenmngencing on the date of this agree-
ment and Employee hereby accepts such employment.

2. During the Employee's employment he/she will:

A. Devote such time and effort as may be reasonajyired by the Company to perform
his/her duties.

B. Not engage in any other employment or businessity without the Company's written con-
sent.

C. Perform such duties as may reasonably be rexjoirieim/her by the Company.
3. For services rendered by the Employee, the Coynglaall pay him/her as follows:
A. The annual sum of $X, calculated as follows émgsompensation formula)

B (Optional) A bonus of ($X, Y% of sales, etc.) phle (monthly, quarterly, annually) based
upon (performance goals)

C. (Optional) Non-payroll benefits to include héahisurance, travel and business entertainment
expenses, and other items specified in Attachment A

4. Employee agrees that during his/her term of egmpént by the Company and for a period of
one year after termination of such employment,Heigill not act as an employee, agent, broker,
shareholder, or otherwise engage in any busindlgsggeroducts similar to those customarily

sold by the Company within the States of (specify).

5. Employee understands that he/she will acquindéidential information of business value to
the Company during the course of his/her employntemiployee hereby agrees not to divulge
such confidential information to any other partyf@use such information for his/her own prof-
it except in performance of employment activitieséficial to the Company.

6. This agreement is an employment-at-will agreeamime Company may, at any time, with or
without cause, discharge the Employee by giving/lenwritten notice of such discharge.

7. Employee's employment shall terminate upon érsdleath; inability or failure to perform the
duties required by his/her employment; or his/hgtt@n notice of resignation given to the
Company.

8. Following termination of employment, all obligats under this agreement shall end except
for the provisions of items 4 and 5, and any cao$@stion which may arise from the circum-
stances of the termination.

9. This agreement constitutes the entire agreebemteen Company and Employee.

10. This agreement shall be interpreted and, iéssary, adjudicated in accordance with the
laws of (State, County).
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11. Until written notice of other address(es) atehanged between the parties, all notices le-
gally required shall be deemed delivered by thelisgnof registered mail to the following ad-
dresses:

Company address

Employee address

In witness to their agreement to these terms, Cogipaepresentative and Employee affix their
signatures below: ......

Simple Contract

{Name} , known as "First Party," agrees to enter into this contract with {Name}, known as
"Second Party" on {date}.

This agreement is based on the following provisions:

1. {provision}

2. {provision}

3. {provision}

Furthermore, the First Party agrees:

{other items applicable to the First Party}

and the Second Party agrees:

{other items applicable to the Second Party} .

Invalidity or unenforceability of one or more provisions of this agreement shall not affect
any other provision of this agreement.

This agreement is subject to the laws and regulations of the state of {State}.

Signed:
{First Party Name} {First Party Signhature}
{Second Party Name} {Second Party Signature}
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