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1 The Meaning of 
Communication 

The Chapter Covers : 

■ Human communication 

■ Nonverbal communication 

■ Visual communication 

■ Oral communication 

■ Communication cyde 

■ Communication as academic discipline 

■ The Role of Communication 

■ The Role of Communication in an Organization 

■ Importance of Communication 

■ lmfX)rtance of Communication in an Organization 

■ Characteristics of Communications 

■ Successful Communication 

Communication is the activity of conveying mf"J3niugfu1 iofunmtion. Conmmication 
requires a sender, a ~age, and an intended recipient, although the receiver need 
not be present or aware of the sender's intent to communicate at the time of 
communication; thus communication can occur across vast distances in time and 
space. Communication requires that the communicating parties share an area of 
cotnmlmi<';u:ive commonality. The COtnmlmication pro~ is complete once the re-­
ceiver has understood the sender. 
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HUMAN COMMUNICATION 

Human spoken and picture languages can be described as 
a system of symbols (sometimes known as lexemes) and the grammars (rules) by 
which the symbo]s are manipulated. The word "language" also refers to common 
properties of languages. Language learning normally occurs most intensively during 
hwnan childhood. Most of the thousands of human languages use patterns 
of sound or gesture for symbo]s which enable corrmnmication with others around 
them. Languages seem to share certain properties, although many of these include 
exceptions. There is no defined line between a language and a dialect. Constructed 
languages such as Esperanto,programming languages, and various mathematical fur­
malisms are not necessarily restricted to the properties shared by human languages. 

A variety of verbal and non-verbal means of communicating exists such as body 
language, eye contact, sign language, paralanguage, baptic comrn.mication, chronemic.5, 

1 
and media such as pictures, graphics, sound, and writing. 

Convention on the Rights of l>ersons with Disabilities also defines the communica­
tion to include the display of text, Braille, tactile cororounic.ation, large print, 
accessible multimedia, as well as written and plain language, human reader, and 
accessible information and coTDIDJmication technology. 

NONVERBAL COMMUNICATION 

Nonverbal coIDIDJmication descnbes the process of conveying meaning in the furm 
of non-word messages. Research shows that the majority of our comrmmication is 
non verbal, aJso known as body language. some of non verbal communication 
includes gesture, body language or posture; facial expression and eye contact, ob-­
ject comrrnmication such as clothing, hairstyles, architecture, symbols infugraphics, 
and tone of voice as well as through an aggregate of the above. Non-verbal com­
munication is also called silent language and plays a key role in human day to day 
life from employment relations to romantic engagements. 

Speech also contains nonverbal elements known as para-language. These include 
voice quality, emotion and sp~g style as well as prosodic features such 
as rhythm, intonation and stress. Likewise, written texts include nonverbal elements 
such as handwriting style, spatial arrangement of words and the use of emoticons to 
convey emotional expressions in pictorial form 

VISUAL COMMUNICATION 

VJSUal communjcation is the conveyance of ideas and information through creation 
of visual representations. Primarily associated with two dimensional images, it in­
cludes: signs, typography, drawing, graphic design, illustration, colours, and elec­
tronic resources, video and TV. Recent research in the field has focused on web 
design and graphically oriented usability.Graphic designers use methods of visual 
communication ~ their professional practice. 

ORAL COMMUNICATION 



Oral comrmmication, while primarily referring to spoken verbal communication, 
typically relies on both words, visual aids and non-verbal elements to support the 
conveyance of the meaning. Oral communication :includes discussion, speeches, 
presentations, interpersonal comrmu:rication and many other varieties. In race to _race 
communication the body language and voice tonality pJays a significant role and may 
have a greater impact on the listener than the intended content of the spoken words. 

A great presenter must capture the attention of the audience and connect with them 
For example, out of two persons telling the same joke one may greatly amuse the 
audience due to bis body language and tone of voice while the second person, using 
exactly the same words, bores and irritates the audience. V1Sual aid can help to 
fucilitate effective comnnmication and is almost always used in presentations fur an 
audience. 

A widely cited and widely misinterpreted figure used to emphasize the importance 
of delivery states that "communication comprise 5 5% body language, 3 8% tone of 
voice, 7% content of words", the so-called ''7%-38%-55% rule". This is not how­
ever what the cited research shows - rather, when conveying emotion, if body 
language, tone of voice, and words disagree, then body language and tone of voice 
will be believed more than words. For example, a person saying ''I'm delighted to 
meet you" while mumbling, hunched over, and looking away will be inteipreted as 
insincere. 

WRI'ITEN COMMUNICATION AND ITS IDSTORICAL DEVELOP­

MENT 

Over time the forms of and ideas about communication have evolved through pro­
gression of technology. Advances include communications psychology and media 
psychology; an emerging field of study. Researchers divides the progression of 

-- written coronmnication into~ revolutionary stages called ''Information Connrru­
nication Revolutions" (Source needed). 

During the 1st stage written conmnmication first emerged through the use ofpicto- I 

graphs. The picto~ were made in stone, hence written conmnmication was not 
yet mobile. · 

During the 2nd stage writing began to appear on paper, papyrus, clay, wax, etc. 
Common alphabets were :introduced and allowed for the uniformity of language 
across large distances. A leap in technology occurred when the Gutenberg printing­
press was .invented in the 15th century. 

The 3rd stage is characterised by the transfer of ~ormation throAgh controlled 
waves and electronic signals. ./_ 

Communication is thus a process by which meaning is assigned arui conveyed in an 
attempt to create shared understanding. 1bis process, which requires a vast reper­
toire of skills in interpersonal processing, listening, observing, speaking, questioning, 
analyzing, gestures, and evaluating enables collaboration and cooperation. 
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Barriers to successful comnnmication include mess~ge overload (when a person 
receives too many messages at the same time), and message complexity.CSJ 

Misunderstandings can be anticipated and solved through formulations, questions 
and answers, paraphra.mg, examples, and stories of strategic talk. Written commu­
nication can be clear by planning follow-up talk on critical written commnnic-.ation 
as part of the normal way of doing business. Minutes spent talking now will save 
time later having to clear up misunderstandings later on Then, take what was heard 
and reiterate in your own words, and ask them if that's what they meant. 

COMMUNICATION CYCLE 

•-~ ~---• •Tree? 
'>.-- ._.,,..... -,. 

Communication code scheme 

1 -+ 

-~ ,r.ee..,., 
' , ...... --1 

i-----i►al R~iver I ► I Source j ► I Receiver I ___ .... Source 



Source I ►I ReceMlr I 

I Receiver I ► I ~"~ I 
Interactional Mode) of Communication 

s R -~ -... - --.... - --.... -· '"""- ---
Berle's Sender-Message-Channel-Receiver Model of Commu­
nication 

The first major model for communication came in l 949 by Claude Shannon and 
Warren Weaver for Ben Laboratories oo The original modet was designed t~ mirror 
the functioning of radio and telephone tedmologies. Their ini11a1 mode] consisted of 
three primary parts: sender, cbanne~ and receiver. The sender was the part of a 
telephone a pel'S(>ll spoke into, tile cha:rme.l was die telephone itseit: and the receiver 
was the part of the phone where one could hear the other person. Shannon and 
Weaver also recogruzed that often there is static that intaferes with one mtening to 
a telephone conversation, which they deemed noise. 

In a simple mode~ often refurred to as the transmission nx>del or standard view of 
communication, infurmation or content ( e.g. a message in natural language) is sent 
in some form (as spoken language) from an emisor/ sender/ encoder to a destina­
tion/ receiver/decoder. This common conception of communication simply views 
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comrnnnic.ation as a means of sending and receiving information. The strengths of 
tlm tmdel are simplicity, generality, and qnantifiability. Social scientists Claude Shannon 
and Warren Weaver structured this model based on the following elements: 

1. An information somce, which produces a message. 

2. A transmitter, which encodes the message into signals 

3. A channel, to which signals are adapted for transmission 

4. A receiver, which 'decodes' (reconstructs) the message from the signal. 

5. A destination, where the message arrives. 

Shannon and Weaver argued that there were three levels of problems for commu­
nication within this theory. 

The technical problem: how accurately can the message be transmitted? 

The semantic problem: how precisely is the meaning 'conveyed'? 

The effectiveness problem: how effectively does the received meaning affect behav­
ior? 

Daniel Chandler critiques the transmission model by stating: 

It assumes communicators are isolated individuals. 

No allowance for differing pwposes. 

No allowance for differing interpretations. 

No allowance for unequal power relations. 

No allowance for situational contexts. 

In 1960, David Berlo expanded on Shannon and Weaver's (1949) linear model of 
communication and created the SMCR Model of Communication. [9) The Sender­
Message-Channel-Receiver Model of communication separated the model into clear 
parts and has been expanded upon by other scholars. 

Communication is usually described along a few major dimensions: Message (what 
type of things are communicated), source / emisor I sender / encoder (by whom), 
form (in which fonn), channel (through which medium), destination / receiver / target 
/ decoder (to whom), and Receiver. Wilbm Schram (1954) also indicated that we 
should also examine the impact that a message has (both desired and undesired) on 
the target of the message.c101 Bejween parties, communication includes acts that 
oonfer knowledge and experiences, give advice and commands, and ask questions. 
These acts may take many funm, in one of the various manners of communication. 
The form depends on the abilities of the group communicating. Together, commu­
nication content and form make messages that are sent towards a destination. The 
target can be oneself: another personor being, another entity (such as a corporation 
or group of beings). 



Communication can be seen as processes of infmmation tnmsrnissiou governed by 
three levels of semiotic rules: 

1. Syntactic (formal properties of signs and symbols), 

2. Pragmatic ( concerned with the relatiom between signs/expressions and their 
users) and 

3. Semantic (study ofrelationships bern1een signs and symbols and what they 
represent). 

Therefore, communication is social interaction where at ~ two interacting agents 
share a common set of signs and a coIIDnOn set of semiotic rules. This commonly 
held rules in some sense ignores autocomtn11n:ication, including intrapersonal 
communication via diaries. or self-talk, both secoodmy phenomena that followed the 
primary acquisition of cmmmmic:ative competences wit.bin social interactions. 

In light of these weaknesses, Bamhmd (2008) proposed a t:ramactional model of 
communication.c111 The basic premise of the transactional m>del of commnnication 
is that individuals are simultaneously engaging in the sending and receiving of mes-­
sages. 

In a slightly more complex form a sender and a receiver are linked reciprocally. This 
second attitude of communication, referred to as the coMtitutive model or construe,. 
tionist view, focuses on how an ind.Mdual comnnmicates as the determining factor 1 

of the way the message will be interpreted. Commmication is viewed as a conduit; 
a passage in which info~tion travels from one individual to another and this 
information becomes separate from the communication itself A particular imta:nce 
of communication is called a speech act.· The sender's personal filters and the 
receiver's personal filters may vary depending upon difrerent regional traditions, 
cultures, or gender; which may alter the intended me.aning of message contents. In 
the presence of"comumnication noise" on the transr:nisoon channel (air, m this case), 
reception and decoding of content may be faulty, and thus the speech act may not 
achieve the desired effect. ~e problem with this encode-transmit-receive-decode 
model is that the pro~es of encoding and decoding imply that the sender and 
receiver each possess something that functions as a codebook, and that these two 
code books are, at the very least, similar if not identical Although something like 
code books is implied by the modei they are nowhere represented in the mode~ 
which creates many conceptual difficulties. 

Theories of coregulation descnbe communication as a creative and dynamic con­
tinuous process, rather than a discrete exchange of information. Canadian media 
scholar Harold Innis had the theory that peop1e use c:lifferent-type.s of media to 
communicate and which one they choose to use will offer different possibilities for 
the shape and durability of society (Wark, McKenzie 1997). His fumous examp]e 
of this is using ancient Egypt and looking at the ways they built thexmelves out of 
media with very different properties stone and papyrus. Papyrus ~ what be called 
'Space Binding'. it made possible the transmiss:ion of written orders across space, 
empi!es and enables the waging of distant military campaigns and colonial admiJl.. 
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istration. The other v; stone am 'Time Binding'. through the comtruction of terqJles 

and the pyramids can sustain their authority generatioJl to generation, through this 
media they can change and shape communication in their society (Wark, McKenzie 
1997). 

Bernard Luskin,. UCLA, 1970, advanced computer assisted instruction and began 
to connect media and ~ho logy into what is now the field of media. psycho logy. 
In 1998, the American Association of Psychology, Media Psychology Division 46 
Task Force report on psychology and new LeClmologies combined media and com­
munication as pictures, graphics and soUDd ~ dominate modem conmm­
nication. 

COMMUNICATION AS ACADEMIC DISCIPLINE 

Communication as an academic discipline, sometimes called 
"00Jl1111]micology,"f13J relates to all the ways we commnnicate, so it embraces a large 
body of study and knowledge. The comrrnmim:ion discipline includes both verbal 
and nonverbal messages. A body of scholarship all about communication is pre­
sented and expJained in textbooks, electronic publications, and academic journals. 
In the journals, researchers report the results of studies that are the basis for an 
ever-expanding understanding of how we all ('.l)mm.micJl.te. 

Comrmnication happens at many levels (even for one single action), in many differ­

ent ways, and tbr most beings, as well as certain machines. Several, if not all, fields 
of study dedicate a portion of attention to communication, so when speaking about 
communication it is very important to be sure about what aspects of commwrication 
one i~ speaking about. Defmitions of oommmncation range widely, some recognizing 
that animals Gan communicate with each other as well as human beings, and some 
are more narrow, only including human beings within the different parameters of 
human symbolic interaction. 

THE ROLE OF COMMUNICATION 

Communication plays a key role m the sucocss of any workplace program or policy 
and serves as the foundation for all five types of psycbologicaly healthy workplace 
practices. Communication about workplace practices helps achieve the desired 
outcomes fur the employee and the orgamzation in a variety of ways: 

• Bottom-up communication (from eq,loyees to management) provides in­
formation about employee needs, values, perceptions and opinions. This 
helps organi7Jl1iol16 select and tailor thcir programs and policies to meet the 
specific needs of their emp)Qyees. 

• Top-down cnmrmmicatic>,i ( from management to employees) can increase 
utili:zation of specific workplace programs by making employees aware of 
their availability, clearly explaining how to access and use the services, and 
demonstrating that management supports and values the programs. 



Examples of communication strategies that can help make }\'.)tlr workplace programs 
SUCCCS$11include: 

• Providing regular, on-going opportunities for employees to provide feed­
back to management. Coom,unieatron vehicles may include e~loyee sur­
veys, suggestion boxes, town hall meetings, individual or small group meet­
ing with managers, and an orgamational culture that supports open, two­
way coIDlll1lDication. 

• Making the goals and actions of the organinttion and senior leadership clear 
to workers by communicating key activities, issues and developments to 
employees and developing policies that facilitate transparency and open­
ness. 

• Assessing the needs of emplo~ and involving them in the development 
and impJrmentation of ~ho logically healthy workplace practices. 

• Usmg multiple channels (fur exalll)le, print and electronic communications, 
orientation and trainings, staifmietings and public addresses) to comrruni­
cate the importance of a p~ho.logically healthy workpJace to employees. 

• Ie.ading by example. by encowaging key organi:zationaJ leaders to regularly 

partictpate in psychologically healthy workplace activities in ways t!-~, are 
visib1e to employees. 

·• Communicating information about the outcomes and success of specific 
psycbol.ogically healthy workplace practices to all members of the organi­
zation. 

THE ROLE OF COMMUNICATION IN AN ORGANI­
ZATION 

Comn:mnication plays a very important role in an organization. Jn fact, it i, said to 
be the life wire of the organization. Nothing in the universe, humm or o~, that 
does not comrmmicate; though the means of comrmmication may be very diffi.Tent. 
Comnnmication is very crucial and unavoidable since we have intentions which we 
want to pas across to another person. group or even to the outside world. 

Cnmmmication in an organvation is inevitable. Dq>artimots cnmmuoirate from time 
to time in respect to daily activities and the organization's relationship with the 
external world. It says what it intended via written and unwritten means. either 
p1anned or impromptu. It couJd be hierarchical, that is1 from top to bottom or vice 

versa. It could be formal or informal; vert:ica1, horizoota.1 or diagonal Whichever 
· meam, m:>des or types of con:nmm:ication, what nm.tters is that communication takes 
place. 

However, what is being communicated may be well understood and tlms .feedback 
or .o:riffimderstood or insufliciflnt and thus coo1oonication breakdown. In fact, CODr 

munic:ation within an oigamza.tion could be grapevine or numur. In all, eommmica.-
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tion in an organization is very complex and it needs to be correctly handled and 
monitored to avoid chaos, crisis or conflict. 

The basic functions and roles of the management could not be performed without 
communication. Planning, organizing, coordinating, budgeting, monitoring, control­
ling, staffing, delegation; and ilx:luding marketing, production, financing, staffing (lru­
man resource managing), research and development, purchasing, selling. etc could 
not be well coordinated, harnessed and their goals achieved without communication. 

At meetings, annual general meeting, ordinmy meeting, urgent ~ting, etc, commu­
nication plays a key role. The ,eflectiveness of an organization also depends on the 
success of its meetings where goals to be achieved, targets to be met, and activities 
to be carried out are ironed out and discussed. If the ideas are not well understood 
st the meeting, then one need to be sure that the workers will mess up everything. 
Thus, the chairman of the meeting nrust be an effective speaker or communication 
capable of ensuring that everyone got what bas been discussed correctly. 

This will help eradicate rumor and grapevine and likewise help achieve set stan­
dards, goals and/or objectives. 

In conchision, everyone in an organimtion needs to have good comrmmica.tion skill, 
1 not the boss only, but imo the subordinates. It is what all ofus (workers) need to 

jointly strive to achieve the set goals. Remove cornrramication in an organization, we 
are going to have dead entity, good for nothing and worth been shut down. Com­
munication is the backbone for organization's success. 

IMPORTANCE OF COMMUNICATION 

Communication is easily overlooked, but the ability to communicate effectively is 
necessary to carry out the thoughts and visions of an organization to the people. The 
importance of speech and words whether through a paper or a voice is a commu­
nication ~ to convey directions and provide synchronization. Without commu­
nication, there is no way to express thoughts, ideas and feelings. 

There are many ways to provide colillilLlllication from the organization to the people 
of your community. Whether through a phone, fax, email, letter, website, instant 
message softwares, social networking websites (facebook, twitter, myspace) and 
etc . . . you are able to cnmn:umicate your organization to the world. Things can be 

' expressed, ideas can be shared, and thoughts can be joined. 

The ability and the importance .of communication become much more crucial when 
you are on a mission or need to fulfi]f a goal. WJthout a means to commnoicate, your 
organ.iz.ation will become isolated.: The ability to effectively communicate is very 
important when it is usually underestimated and ·overlooked. .. , 
Commmrication is a nece.9Sity as we use it to network, spread ideas, and promote 
Communicate effectively through ~ell known mediums and convey it simply a, 
preciseJy. The importance of communication is crucial to the succe.55 of your orga­
nization because you need to reach out in order to fulfill your mission. 



IMPORTANCE OF COMMUNICATION IN AN 
ORGANIZATION 

Effective Communication is significant for managers in the organizations so as to 
perform the basic functions of management, i.e., Planning, Organizing, Leadmg and 
Controlling. Communication helps managers to perform their jobs and responsibili­
ties. Communication serves as a foundation for planning, A.Il the essential infurmation 
IIlllS1: be communicated to the managers who in-turn IIlllS1: cormnunicate the plans so 
as to implement them. Organizing also requires effective communication with others 
about their job task. Similarly leaders as managers must communicate effectively 
with their subordinates so as to achieve the te.am goals. Controlling is not possible 
without written and oral communication. 

Managers devote a great part of their time in colillil.lDication. They generally devote 
approximately 6 hours per day in communicating. They spend great time on race to 
face or telephonic communication with their superiors, subordinates, colleagues, 
customers or suppliers. Managers also use Written Communication in form oflet­
ters, reports or memos wherever oral comnnmication is not feasible. 

Thus, we can say that "effective communication is a building block of success­
ful organizations". In other words, communication acts as organizational blood. 

The importance of communication in an organimtion can be summaru.ed as 
follows: 

1. Communication promotes motivation by infurming and clarifying the em­
ployees about the task to be done, the manner they are performing the task, 
and how to improve their performance if it is not up to the mark. 

2. Communication is a soun::e of information to the organizational members 
fur decision-making process as it helps identifying and assessing ahemative 
course of actions. 

3. Communication also plays a crucial role in altering individual's attitudes, 
i.e., a well informed individual will have better attitude than a l~-infurmed 
individual Organizational magazines, journals, meetings and various other 
forms of oral and written communication help in moulding employee's atti­
tudes. 

4. Communication also helps in sociaUzing, In todays life the only presence 
of another individual fosters coII1IDIJllicatio1:1- It is also said that one cannot 
survive without conmunication. 

5. As discussed earlier, communication also assists in controlling process. It 
helps controlling organiz.ational member.'s behaviour in various ways. Th.ere 
are various levels of hierarchy and certain principles and guidelines that 
employees must follow in an organization. They must comply with organi­
z.ational policies, perform their job role efficiently and communicate any 
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work problem and grievance to their superiors. Thus, communication helps 
in controlling function of mmagement. 

An effective and efficient conmnmication system reqwres managerial proficiency in 
delivering and receiving messages. A manager must discover various barriers to 
communication, analyze the reasons for their occurrence and take preventive steps 
to avoid those barriers. Thus, the primaiy respomibility of a manager is to develop 
and maintain an effective eo1lJD112!1ir:ation system in the organization. 

CHARACTERISTICS OF COMMUNICATIONS 
Communication 15 a process by which infomiation is excllanged between or among 
individuals through a common system of symbols, signs, and behavior. As a process. 
communication bas synonyms such as expressin,g feelings, conversing, speaking, 
corresponding, writing, listening and exchanging, It's funny how we know so much 
about communication, but we rarely give a second thought. We should create a 
whole day for communication. People communicate to satisfy needs in both their 
work and non-work lives. People want to be heard, to be appreciated and to be 
wanted. They also want to accomplish tasks and to achieve goals Obviously, then, 
a major pwpose of CoDJD111aation is to help people feel good about themselves and 
about their friends, groups, and organmitiom. For true comn:nmication, there must 
be a transmitting of thoughts, ideas and feelings from one mind to another. lf love 
maybe called the heart ofhappymmilyliving, then communication could be called 
its lifeblood whatever they want 

Communication as Information 

Communication can be seen as processes of the transmission of information gov­
erned by three levels of semiotic rules: Syntactic, pragmatic and sm:,aotic. There­
fore, communication is a kind of social interaction where at least two interacting 
agents share a common set of signs and a common set of semiotic rules. {n a 
simplistic mode~ information is sent from a sender or encoder to a receiver or 
decoder. In a slightly more complex form feedback links a sender to a receiver. This 
requires that a symbolic activity, sometimes via a language. Couununiaition devel­
opment is the development of processes enabling one to understand what others 
say( or sign. or write) and speak( or sign, or write), tramlate souads and symbols into 
meaning and learn the syntax of the language. Comm.unic:ation is often formed 
around the principles of respect, promises and the want for social improvement. 
Specialised fields focus on various aspecis of communication and include the follow-

~ 

Non-verbal communication, the act of imparting or intercbangiog thoughts, opinions 
or information without the use of words; symbolic conn:mmication, the exc-hange o 
messages that change a priori e.){l)ectation of events~ animal communication, tl 
discipline of animal behavior that focuses on the reception and use of signals. 

Since the "beginning of time, the need to communicate eJDMgcs from a set of uru 
versal questions: Who am I? Who needs to know? Why do they need to know? 



How win they find out? How do 1 want them to respond? Individuals, oomrnmrities, 
and organi2ations express their iodividuality through their identity. On the continuum 
from the cave paintings at Lascaux to digitaJ messages transmitted via satellite, 
humanity oontinues to create an infinite sensmy pa.Jette of~ and verbal cxpres-­
sion. 

Mass commnaication 
Developimn conmruoiratiao 
Comonmication studies 
Interpersonal Con:m.mic:uion 
Organi1.ational conxnunication 
Sociolinguistics 
Conversation analysis 
Cognitive linguistics 
Llnguista 
Pragimtics 
Semjo~ 

Discourse analysis 
andk>logy 
speech therapy 

forensics (debate) and courtroom communication 

Communication as a named and unified disdpline ~ a history of contestation that 
goes back to the Socratjc dialogues, in many ways making it the first and most 
contestatory of all early sciences and philosophies. Seeking to define "conn:111:mica­
tion" as a static word or unified discipline may not be as irrp)rtant as understanding 
communication as a fiunily of resemblances with a plurality of definitiJm as Ludwig 
Wittgenstein had put forth. Some de~ are broad, recognizing that animals can 
communicate with each other as well as human beings, and some are more narrow, 
only including hmnan beings within the parameters ofhurnan symbolic interaction. 

Nonetheless, connmmication is usually described along ~e major dimensions~ 

Content 
Form 
Destioatx>n 

With the presence of"oommunicarion noise" these three components of eonmnmi­
cation often become skewed and inaccurate. Between parties, commo.nication con-­
tent include acts that declare knowledge and experiences, give advice and com­
mands, and ask questions. These acts may take many forms, including gestures 
(nonverbal co~cation. sign language and body language), writing, and speech. 
The form depends on the symbol systems used. Together, communication content 
and form make messages that are sent towards a destination. The target can be 
oneself: another person (in interpersonal coll)Q]lmication), or another entity (such as 
a corporation or group). 

A particular instance of communication is caDed a speech act A speech act t}picaDy 
follows a variation of logical meam of delivery. The most coIIDDOn of these, and 
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perhaps the best, is the dlalogue. The dialogue is a form of comrmmication where 
both the parties are involved in sending information. There are many other forms of 
communication but the reason the dlalogue is good is because the dialogue lends 
itself to clearer cqromunication due to feedback. (Feedback being encoded infor­
mation, either verbal or nonverbal, sent back to tbe original sender (now the re­
ceiver) and then decoded.) 

There are many theories of coIDUDmication, and a connnonly held asswnption is that 
communic-.ation must be directed towards another person or entity. This essentially 
ignores intra personal counmmication (note intra-, not inter-) via diaries or self-talk. 

There are many different areas of communication.A few are: nonverbal 
comrrnmication, verbal communication, and symbolic comnnmication. Nonverbal 
communication deals with fucial expressions and body motions. Much of the "emo­
tional meaning" we take from other people is found in the person's facial expres­
sions and tone of voice, comparatively little is taken from what the person actually 
says (More Than Talk). Verbal communication is when we communicate our mes­
sage verbally to whoever is receiving the message. Symbolic communications are 
the things that we have given meaning to and that represent a certain idea we have 
in place, for example, the American flag is a symbol that represent freedom for the 
Americans themselves, or imperialism and evil for some other countries. 

Communication media 

The following model of cororrnmication bas been criticized and revised. 

The begirming of human communication through artificial channels, ie. not vocaliz.a­
tion or gestures, goes back to ancient cave pain.tings, drawn maps, and writing. 

Our indebtedness to the Ancient Romans in the field of eornrmmication does not end 
with the Latin root "comonmic.are". They devised what might be described as the 
first real mail or postal system in order to centralize control of the empire from 
Rome. This allowed for personal letters and for Rome to gather knowledge about 
events in its many widespread provinces. 

In the last century, a revolution in telecommunications bas greatly altered commu­
nication by providing new media for long distance communication. The first trans­
atlantic two-way radio broadcast occurred on July 25, 1920 and led to connnon 
communication via analogue and digital media: 

Analog teleeomrrnmications include traditional telephony, radio, and TV broadc;:i.sts. 
Digital telecomnnmications allow fur computer-medmted communication, telegraphy, 

· and computer networks. 

Communications media impact more than the reach of messages. They impact 
content and customs; for example,· Thomas Edison bad to discover that hello was 
the least ambiguous greeting by voice over a distance; previous greetings such as 
bail tended to be garbled in the transmission. Similarly, the terseness of e-mail and 
chat rooms produced the need for the emoticon. 



~m communication media now allow fur intense long-distance exchanges be-
en larger nwnbers of people (many-to-many communication via e-mail, Internet 

1.urums ). On the other hand, many traditional broadcam: media and mass media favor 
one-to-many communication (television, cinema, radio, newspaper, magazines). 

The adoption of a dominant coOJDDmic.ation medium is important enough that his­
torians have folded civilization into "ages" according to the medium most widely 
used. A book titled ' 'Five Epochs of Civil:iz.ation" by WilliamMruaugbey (Thistlerose, 

2000) divides history into the following stages: Ideographic writing produced the 
first civiliz.ation; alphabetic writing, the second; printing, the third; electronic record­
ing and broadcasting, the fourth; and conputer comrrnmication, the fifth. The media 
effects what people ·think about themselves and how they precive people as well. 
What we think about self image and what others should look like comes from the 
media. 

While it could be argued that these "Epochs" are just a historian's construction, 
digital and computer communication shows concrete evidence of changing the way 
l:mmans organize. The latest trend in comrnunication, tenred smartmobbing, involves 
ad-hoc organization through mobile devices, allowing for effective many-to-many 
communication and social networking. 

SUCCESSFUL COMMUNICATION 

Regardless of the type of relationship you have with another person, it is essential 
that you be able to communicate effectively. This means you need to know how to 
deliver a message and how to listen to someone else's message. 

When Doing the Talking 

• Be aware of your motivation. Know why you are beginning the conversation 
and what you want to accomplish. 

• Use 'T' language. 

• Limit your conversation to one concern at a time. Discussions are often a 
form of criticism so be careful not to overwhehn your listener. 

• Choose the right time and place. Select a time and location (neutral turf) 
where there will not be interruptions, as well as, one in which you feel 
emotionally calm. 

• Temper criticism with praise. Always begin the conversation on a positive 
note and then move into the issue at hand. 

• Nurture small steps towards change. Change takes time so be patient. When 
you notice a change praise the other person. 

• Make specific requests. Share with the listener exactly what you want and/ 
or expect. 
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• Avoid "why" questions. ''Why'' puts people on the defense and is pen 
as negative criticism. Rewording the question can be tricky but also ~ 
lot of unnecessary arguing. 

• Express anger appropriately. Make certain you direct your anger toward the 
behavior or issue, not the person. 

• Listen. Pay close attention to the response( s) you receive. Then, think about 
what you want to say next before you actually open your mouth. 

When Doing the Listening 

• Empathize with the communicator. You don't have to agree but exp~ you 
care. 

• Paraphrase. Repeat back to the comrrnmicator what you heard in your own 
words. 

• Acknowledge the concern and find something to agree with. This does not 
mean you are saying the other person is right but rather that you understand 
the concern. 

• Ask clarifying questions. If you are confused, ask questions. 

• Express your feelings. Let the other person know bow you feel about what 
has been shared. 

• Focus on future changes. You will both likely need to make some changes 
so discuss them and come to an agreement. 

Remember, in conversation to aJways ..• 

• Maintain eye contact. 

• Be aware of non-verbal messages. If you find someone looking away, fidg­
eting, avoiding feedback, yawning, or behaving in any way that clearly says, 
''I'm not listening," end the conversation and arrange a better time to meet 
and try again. 

• Prpvide feedback Express you are listening by paraphrasing or sharing your 
feelings. 

• Support the other's effort. Give them a smile, a nod or perhaps some words 
of encouragement like ''I'm listening, continue." 

• Express unconditional positive regard. Explain that know matter what is 
said, you will respect the other for their honesty and willingness to connnu­
nute. 



2 Types of Communication 

The Chapter Covers : 

■ Types of Communication 

■ Verbal Communication 

■ Clarification And Understanding 

■ Nonverbal Communication 

■ Effective Verbal Communication 

■ Informal Communication 

■ Types of Listening Communication 

■ Oral Communication 

■ Oral Presentations 

■ Six Types of Oral Communication Activities 

■ Written Communication 

■ Effective Writing Tips 

■ Writing Effective Proposals 

TYPESOFC01\1MUNICATION 

Most animals communicate with each other in some way. Dogs bark at those they 
perceive as a threat in order to communicate their hostility and in some cases the 
threat that they will attack if provoked; bees have a pouch in which they carry the 
scent of their hive so as to identify themselves as members of the community. 
However, it is only in humans that comonmication breaks off into different types of 
comn:nmication: verbal and non-verbal, and furmal and informal 
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Verbal communication is just what one would expect from the name: communication 
using words, and in some cases written characters. There are subcategories for 
verbal communication, depending on who is at the receiving end of the corrmruni-:­
cation. The main division is between interpersonal communication, in which one 
person speaks directly to another person, and public or group spetiking, in which 
one person speaks to a large group. From here, the intention of the person speaking 
breaks it down into still further categories depending on whether they are trying to 
persuade the listener or listeners to think or act in a certain way, to convey infor­
mation in the clearest manner possible, or even to entertain. However, in many 
cases, the intentions of the speaker will overlap: speakers may want to persuade, 
inform, and entertain their audiences all at the same time. Sometimes, they may even 
be unaware of what their true intentions are themselves. 

Non-verbal communication is the type that is more similar to what the dogs and 
bees mentioned above do. Non-verbal communication includes all the information 
we convey to others, whether consciously or subconsciously, without actually using 

any words. Probably the most ubiquitous example of non verbal communication is 
that of facial expressions. For example, when a person rolls their eyes at someone, 
they are expressing skepticism about what the speaker said. They are not using any 
words to convey this message, but using their understanding oft.he non-verbal cues 
they can send tl1at message without having to explicitly say, ''I really find what you 
are saying unbelievable". Not all fucia1 expressions are so calcuJated though: there 
are those like smiles that come naturally when someone is happy, and indicate this 
to others. 

Beyond these more explicit examples, there are more subtle instances of non-verbal 
communication. For example, clothing: just as the male peacock uses a vibrant 
display of his colorful feathers to signal to a potential mate that he is a desirable 
choice, people use clothing in order to send messages about themselves (whether 
they are true or not). In this vein, a man going to a job interview will usually wear 
a suit aad tie in order to convey the idea that he is a very professional person. 
Unlike fucial ~os, this kind of non-verbal cormmmication is more like verbal 
coroIDJmication because it is arbitrary- there is no intrinsic reason why a suit and 
tie should convey the idea of professionalism any more than a Japanese kimono 
would. It is simply that it has become a cultural norm that a suit and tie is what a 
professional person wears, and as such it becomes a symbol and a means of non­
verbal communication. 

Formal co1IE11Dication is IlX)re strongly associated with Jarge and small group speaking. 
It is more rule bound, and is more centered on the speaker getting some kind of 
result. For example, speaking to a board room full of business executives in order 
to convince th.em to accept a marketing strategy is an example of formal commu­
nication: what is said and how it is sa1d is rule-bound to what is considered appro­
priate for the setting, and it is directed toward the specific end of getting the 
executives to accept the ad campaign. Furthermore, their are instances of symbolic 



non-verbal communication, such as the wearing ofbusiness attire in order to appear 

professional 

Infurmal comrrrunication is associated with interpersonal conmnmication. While it is 
still rule bound by the social norms of the those communicating, there is much more 

room for the speaker to be free in what he or she says. Informal connnunication ~ 

also much less tied to specific ends: in many cases, it talces place simply for the 

spealcer to express what they think and feel about anything in particular, and the 

speaking is undertaken as an end it itself It is a much more emotionally involved 

form of communication, in large part because there is less emphasis on symbolic 
non-verbal communication and more emphasis on saying what one really feels. 

Although these various types of comrmmication are very different, they are all indis­
pensable tools for communicating with and understanding others. In order to be able 
to look at others and truly appreciate what they are trying to convey and whether 

what they are saying has any value, one needs to have a thorough understanding of 

all types. 

VERBAL COMMUNICATION 
Communication is at the heart of any re1ationsbip, be it familial, busine~, romantic, 

or friendly. While there has been significant advances in how we understand body 

language and other fonns of comnrooication, verbal coIIlIIlll.Dication continues to be 

the most important aspect of our interaction with other people. It's important to 

understand both the benefits and shortcomings ofthis most basic comunmication. 

Advantages Of Verbal Commnication 

In a world flooded with E-mail and other text-based communication, verbal com­

munication bas several advantages over other forms of communication. For ex­
ample, we can slow down and present points one-by-one and make sure that each 

point is clearly comrrnmicated and understood before moving on to the next point 
This can greatly increase both the speed and accuracy of communication. 

Verbal communication is far more precise than non-verbal cues. No matter how 
clear we believe we are being, different gestures have different interpretations be­

tween different cultures and even between two members of the same culture. One 

famous example is Richard Nixon's use of the victory finger salute in Australia, as 
he was unaware that the gesture was a vulgarity there. However, verbal comrrnmi­
cation is most effective when combined with other forms of communication like 

body language and gestures to help cue the intensity of the verqiage. 

Verbal communication is also the most effective way of explaining intangible con­

cepts, as problem areas can be readily addressed and explained. Verbal connnu­

nication also does not use natural resources in the way that technological methods 

or printing can. 
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Disadvantages or Verbal Communication 

Of course, this does not mean that verbal communication is the best option in every 
circumstance. From a legal point of view, verbal coIIlll.1Ullicatin is sometimes prob­
lematic because there is a much smaller chance of an objective record. Verbal 
communication can u;o be quickly forgotten, especially iftbere are multiple points 
to consider. Additionally, there ~ always the possibility of miscommunications lead­
ing to angry respo~ or quick escalation. of a situation that could be less intense 
in written furm. 

FoUJ" Plll'poses Of Communication 

There are fuur basic purposes for communication. Almost all of these purposes are 
better served through verbal comrmmication than other options like E-Mail or print. 

' First, commu.nication can be used to convey infonnation. Of all tbe purposes of 
conmwnication, this is the one that can be adequately accomplished through text­
based media as well as vetbally. Many businesses use E-mail or interoffice mctms 
in this way. It is used simply to pass infunnation such as meeting times or new 

policies from administration to employees. 

Second, comumoication can be used to ask for help. Asking verbally for help has 
been shown to trigger natural eq,athy in the l.$tener more than text-based connnu­
nication. Often seeing the person asking for help increases the likelihood that a 
request will be granted Like other verbal communication, verbal requests also mean 
that a request can be stated clearly and any miscomon.micatin can be immediately . 
m:tified. 

The third purposes of communication is to m:t1uence a listener or audience. This is 
the type of communication used by politiciam. While this inctodes non-verbal cues 
like appearance and ~. the most important aspect is what words and syntax they 
cboo~ to use. This is the most ~ ortant component of influencing an audience. 

The fomth and final form is entertainment. Once again there is a clear advantage to 
vetbal communication over text-based communications. For exan:;,le, most of the 
top comedims in the country make their living in live sho_ws where they can readily 
interact with an audience rather than in text-based comnwnication like books or 
websites. 

CLARIFICATION AND UNDERSTANDING 

There are over three thousand languages and dialects that are in use in the world. 
This variety meara that commmication can be a difkult problem to overcome. Even 
with.in the same language, people have different concepbons of the same word. 
Words do not have a meaning of their own, but are like placeho.lders or envelopes 
into wbiob each 1ndividual puts their own particu1ar meaning. Verbal cnnmmication 
allows for the most immediate feedback and clarification of words. Frequently, the 



same word has different meanings for different people depending on their own 
history, upbringing or social status. Direct verbal comnmoication allows for clarifi­
cation of these :misunden;tandings as quickly as possible. 

NONVERBAL COMMUNICATION 

Nonverbal communication is any kind of communication not involviQg words. When 
the tenn is used, most people think of racial expressions and gestures, but while 
these are important elements of nonverbal communication, they are not the only 

1 

ones. Nonverbal communication can inclade vocal sounds that are not words such 
as grunts, sighs, and whimpers. Even when actual words are being used, there are 
nonverbal sound elements such as voice tone, pacing of speech and so forth. 

Nonverbal cnmmunica.tion can be .incorporated in a person's dress. In our society, 
a person wearing a police uniform is already coumnmicating an important message 
before they say a word. Another e:xample is a man's business suit, which is per­
ceived by some as communicating an air of efficiency and professionalism. 

While each of these cues conveys a messag~ so does it.s absence. In some settings, 
railing to express a nonverbal cue also coomnmicates meaning. A policeman out of 
uniform is called "p1ainclo~ " and ~ seen as deliberately trying to conceal his role. 
To som; this may make him seem smart or efficient, while others may consider him 
sneaky or untrustworthy. In the saim way, a businessnmi who does not wear a suit 
is conveying an air of casualness which some would consider slightly less profes­
sional. In the modem world, "dressing down" implies a relaxation of professional 
standards that is much more than just a change of clothes. 

Many cues are based on learned cultural standards, but there are some elements of 
nonverbal communication that are universal. Paul Eckman's landmark research on 
fucia.l expressions in the 1960's found that the expressions for emotions such as 
anger, fear, sadness and surprise are the same across all cultural barriers. 

The setting where communication takes place also lend.9 a meaning to words apart 
from their literal definition, and constitutes nonverbal comrmmication. For instance, 
the word "tradition" means one thing when it is spoken in City Hall, and quite 
another when it is spoken in a church. The sign of a cross takes on great cultural 

meaning when used in a religious context, but on a road sign it just means that an 
mtersection is coming up. 

Some nonverbal communication accof1')anies words and modifies their meanings. 
For instance, our speed of speaking and the pauses we place between our words 
form a nonverbal element to our speech. A slight pause be-fore a word can imply 
uncertamty or be interpreted as a request fur confirmation from the listener, whereas 
a lack of pauses can be taken as a sign of confidence or the encouragement of a 
fast reply from the listener. If someone Mks you a question in a .lnmied manner, you 
will probably get the feeling that they want a similarly quick reply. 
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The use of personal space constitutes a form of nonverbal communication. If some­
one leans toward their listener as they speak, it implies that they are comnnmicating 
something personal or secret. Depending on the social nuances of the situation, this 
may be taken as a sign of friendship or an unwanted invasion of space. 

The use of touching as an element of conm:nmication is called haptic commmication, 
and its meanings are very cuhure-<iependent. In American society, a handshake, a 
pat on the shoulder or a "high five" have certain definite meanings understood by 
practically everybody. In other societies, these might be enigmatic acts or an em­
barrassing invasion of personal space. 

The use of the eyes as an element of nonverbal comrrrunication is an area of study 
in itself: and is called "oculesics." Researchers have divided eye movements into 
separate elements such as the number and Jength of eye contacts, blink rate, dilation 
of the pupils and so forth. Here again, the interpretation of these cues is highly 
dependent on the culture of the participants. A prolonged ~ may establish a bond 
of trust, or destroy it. It may elicit a reply from the person being stared at, or it may 
make them become uncommunicative from embarrassm.mt. 

This is how most of our conmnmication takes place. When we consider the amount 
of nonverbal communication that passes between us and compare it with the mere 

words we say, it is obvious that the nonverbal part is by far the largest. 

EFFECTIVE VERBAL COMMUNICATION 

Eflective verm1 comrnnreation has more to do with listening than it does with speaking 
~ you are always dealing with an audience. Um is true no matter whether you 
are speaking to a crowd of thousands or to a party of one. Listening is key because 
when you address an audience, no matter the size, you have to meet its needs to 
communicate effectively, and to know the needs of your audience, you have to 
listen. There are a few basic rules you should keep in mind when aiming for effective 
verbal communication. These are described in this article. 

The first tip to keep in mind is to know your audience. This is perhaps the most 
important piece of effectively comrmmicating verbally, you have to listen. For ex­
ample, if you are speaking to a small gathering of people in some kind of infonnal 
setting or discussion, the best tool in your kit is the ability and willingness to listen 
to what the other people m your group are saying, as well as what they are not 
saying. Similarly, if you plan to ·speak to a much larger group of people, it will be 

to your advantage to find out beforehand as much as you possibly can about the 
audience you inte.nd to speak to. In such.situations, it pays to do your homework. 
Try to find out the burning questjons yovr audience might have. Find out how much 
they know about the subject you plan to talk about. Find out if they hold any 
opinions about the topic and if so, which ways those opinions lean. Learn how the 
audience is likely to oommnnicate; some audiences will listen to everything you say 
no matter whether they agree with it or not. Other audiences will be full of inter­
rupters and challengers. 



The second tip to keep iq mind is to know your topic. It might sound like a tip so 
obvious it would seem unnecessary to inchlde it in a discussion on effective verbal 
communication. However, you would be surprised if you knew just how many 
people are willing to stand in front of audiences and deliver unprepared or poorly 
prepared presentations or performances each day. Fortunately, you don't have to 
be one of these people as long as you are willing to prepare. Today, the internet 
offers more information than has previously been available at any other time in ' 
human history; take advantage of it. DQ your reading; do your listening. Find out as 
much as you.can about your topic so you can become an expert in it. Think about 
how you feel about the issue you plan to discuss. Think about why you hold the 
opinions you do. Think of all the potential questions people might ask you about 
your topic, and think about ways to effectively answer them. If you do not follow 
many more tips for effective verbal communication, you should follow this one, 
along with the recommendation to know your audience. Preparing for the people 
you plan to speak to will help you deliver a m<:>re prepared, competent, and con­
fident presentation. 

INFORMAL COMMUNICATION 

If formal commimication is viewed like dressing for a black tie affitir, informal com­
munication is like dressing casually and wearing slippers around the house. Much 
informal com:mror.ation occurs on a person-to-person ~is, in a fuce..to-fuce manner, 
without ceremony or f.anfure. Other ways to comtn1micate in an informal manner 
may include texting, post-it notes, an informal drop in visit to another person, or a 

quick and spontaneous meeting. 

Informal communication includes all the various methods of relaying information or 
messages between people. It often is called "the grapevine" as messages weave 
back and forth and around people. There are none of the trappings of formal 
messages, such as company letterhead, planned meetings or specific introductions 
of guests. Everyone is relaxed and casual, eager to chat about many things, as there 
is no specific agen~ to follow. 

This type of communication frequently is ora~ and works easily for small groups. 
The scope of the conversation may be broader than a formal presentation, and 
include topics that are diverse in nature, free flowing and loose rather than scripted 
carefully. Unfortunately, informal coIDJD1roication is subj~ to creating mrs and 
misinfunnation due to its loose nature and lack of substantiating evidence. 

This is the type of interaction that occurs in the workplace as banter between 
employees, or idJe chatting. It is seen as b1og entries on the 1ntemet. At colleges, 
students are encouraged to drop by their professots' offices as needed, informally. 
Other informal web cormmmication is seen in diaries, personal email letters, instant 
messaging, emoticons, online chat rooms and cyberspace bulletin boards. 

Informal comnnmication also tm.y take a non-verbal form as fucia1 expressions, sign 
language, or manner of dress. In spoken language, the informal cormnnnicative style 
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incorporak3 the use of the second and first voices. This is in contrast to the use of 
the third person voice in formal communications. 

One of the visible signs of informal communication is its natural and easy style, as 
opposed to being formally regimented. There may be the use of colloquialisms and 
local slang in the course of ~b. It is unconventional and without rules, which is 
just the opposite of formal 

Informal communication is used to help pat people at ease. This can be seen in an 
interview situation where an interviewer such as a paralegal needs to make a little 
small talk to help get clienis to relax, feel welcome and open up verbally. The use 
of informal language is far more prevalent in society than the use of formal language. 

Formal Communication 

Fonnal commw:rication can be considered as communication efforts that are "dressed 
up" to :fit customary rules and ceremony For example, in a written letter, the formal 

. communication style will demand that the layout of the piece of written corrnnuni­
cation follow a specific fonnat that .iocJudes the date, header, salutation, body of the 
letter, close, signature ho.es and any indicators of enclosures all placed neatly upon 

, company letterhead or personal stationery. By contrast, an infum:Jal piece of written 
communication can be as simple as a jotted note to a friend on a tom slip of paper 

Formal comnnmications are mostly written, although they may now also include 
formal presentations that are on coi:qnrter disk, video tape or DVDs, MP3 presen­
tations and other similar eb:ttonic reproductions of written conmn.mications. Other 
fonm offunnal c:,ommunications include newsletters, legal advisories, invitations, 
awards, and letters of congratulations. Non-written formal com!}Juoication devices 
are in-person comxmmications in the forms of departmental meetings, telephone 
calls, con:fi=rences and special interviews. Some publications that are devoted to a 
spe~ pwpos~ such as a company's wmual report, are formal con:mnm.ications. 

There is a non-verbal component to formal communication as well. The style and 
manners of the presenter dictate the fonnalness of a meeting, and this can be 
irrnnediately seen at the time of introduction of a speaker. Some elements of non­
verbal formal conumrok,ation include maintaining a certain distance from others, 
standing above the crowd, speaking in formal tones and using formal means of 
address to others, su.ch as ''Mister11 or "Doctor" when calling upon others. 

Colloqo:ialisrm, whl hare freely used in informal conmrunication, are not present in 
formal communications. Proper English or another language is spoken. Formal 
corrnmmications will fullow a chain of command in the flow of the communication, 
either up~ds to or down from managers. 

The use of fonnal oommimication is more prevalent in highly technical areas where 
a message must be exact and specific, leaving no room for misinterpretation. The 
written communication io; carefully thought out, and planned for a certain effect or 
result. It often is written in a third person non-personal v·oice of "he, she, it, and 
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Communication through Body Language 

Communication is how human beings interact with the world that surrounds , 
There are many fonm of.communication, some being more efrective at collWYIDb 
the intent or feelings of the individual expres.mg than others. Many people have a 
bard time wtth C01IDillI1licat and can find it difficult to tell others what tbt:)' th 
or to give them bad news. Sometimes, they can't find the right words to e s 
the things they want to say. There are also those peopJc who are not to be be · 
due to a ~ ry of dishonesty or embeltisbing the truth. One futm of comnUIJt:atQ 
however, is always honest and can always be counted on. 

Body language is a form of communication that is performed subconscious~. 
occurs almo,st constantly, and will ahmst always give the correct · _ · n that a 
person bas of someone else, the environment, or the situation at hand. Body lan­
guage makes it easy to know if someone is nervous, scared, interested, or IDal:!led.. 

among many other feelings that could be happening. 

Leaming to read body language can be as simple as paying attention to your own 
body when feeling specific emotions. For example, if you are able to notice the 
unconscious things that your body does when you are nervous, then uld be 
simple for you to be able to see when another person is nervous in a ~ 
situation Often, reading the body Jangaage of anolhcr person will tell rmre 
having an actual conversation would, ~ if the conversation bas tbe potential 
to be uncomfortable or is something that no one wants to acknowledge. 

On the lighter side ofbody language communication, it can be a vecy helpful tool 
in determining how interested another person is in you. When single people meet for 
the first time, reading the signs of body language can h.elp you to determine if this 
person has any interest in you beyond friendship. If on a date, the person leans 
towards you when you are speaking or has the.ii- arms at their sides with the front 
of their body facing towards you, that is a sign that signifies a true interest in the 
things you are saying. I( on the other bmi, they have their m::rm crossed. ate leaning 
back in their chair with ·their back turned towards yo~ and are avoiding contact, 
they probably are not interested. These are some good physical indicators that you 
could be wasting your time. 
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TYPES OF LISTENING COMMUNICATION 

Listening is an important aspect of communication, and the role is played by the 
receiverof the iressage. Cormmmication is successfully completed with listening and 

understanding with the use of any of the types of listening communication. Under­
standing the different types of listening communication is important to be able to 
apply the right one in the right situation. Ahhough listening is not romrmmication in 
itself; it is still an integral part in communicating, thereby giving it roore focus in the 
classification of the types of listening comrmmication. 

People are taught to read, to speak, and to write, but are not taught to listen, not 
to mention analyze the types of listening communication. In fact, 45% of all com­
munication activities are made up of listening, which is a big enough to have room 
for the thorough discussion of the types of listening comn:n1nication. This way, people 
can become better listeners and have a better understanding of the various types of 
listening comrm.mication, but also the utter need for it. Besides, the fact that any of 
the types of listening communication uncontrollably coming, may it be at home, the 
workplace, or any gathering, further stresses the need to become better listeners. 

As mentioned earlier, the types of listening communication are used for certain 
scenarios. Wrth the use of certain sk!Tu, the types of listening comrmmication can be 
beneficial by rewarding the person with new information, better relationship, appre­
ciation of things, and more. With that, the types of listening communication are 
infutmative listening, relationship listening, appreciative listening, evaluative listening, 
and discriminative listening. 

One of the types of listening communication that seek to understand a message is 

infonmtive listening. Listening to teachers in school. to reporters in televisio~ shows, 
to speakers of seminars, and to anyone in particu1ar who might give you infonmtion 
all need informative listening. In addition, three variables come into play when 
engaging in this, which are vocabulary, concentration, and memory 

Moving on with the types of listening communication, there is a type which calls a 
person to build heahhier relationships with others through deeper understanding of 
other people. This is known as relationship listening, which has further specific 
types. Although information is needed to understand, the stress is placed on the 
person rather than the information about the person alone. The behaviors involved 
in this type are-attending, ~rting, and empathizing. 

The types of listening eommunication are not only about understanding things, be-­
cause another type known as agpreciative listening involves enjoyment, such as 
listening to your favorite music, watching roovies or television programs, or simple 
hearing out nature's sounds. It is" afreete.d by presentation, perception, and previous 

experiences. 

Another one of the types of listening communication involves roore attention than the 

others. This is critical l&eoing, which plays an important role in shaping opiniom and 



--A~ uwuL \iruuJg~. l 00 ~ that eoco~ critical listening and thinking are 

the credibility of the speaker, the logic of the arguments, and the psychological 
appeals. 

The last of the types of listening comrmmication is discriminative listening. This is 
perhaps the most important among the others .since it is inherent to the rest of them 
This is because it is usually used in conjunction with the other types of listening 

communication. Your hearing ability, awareness of structures in sound, and nonver­
bal cue integration must be considered when keeping up with this type. 

Having a good command of the types of listening communication can tremendously 
improve the way you communicate and receive messages. The types offutening 
communication are used in daily living, so making a conscious effort in improving 
your own listening skills to make the most out of your ears. 

Job Communication 

For every person who is employed in any kind of business establislnnent, commu­
nication is very important. Often times, ~e comomnication must be practiced 
to provide a disciplined atmosphere. But every day in the workplace, various kinds 
of communication happen, and it is very important to know what the most effective 
forms of job conmrunication are. 

Job communication takes place in different fonm. There is a communication be­
tween a superior and an employee, or vice versa There is job communication ' 
between departments within the same establishment. There also exists conmrunica­
tion between separate business entities. 

Along with the directions of different type.5 of job communication, there are those 
which could also be classified according to tone such as friendly, command, rep­
rimand, or warning. Job eomrrnmication is so vast ~ form and structure that it i<; very 
important to understand these fonns. 

Persons with superb job communication skills make valuable employees as they 
become skilled at working with others, befitting the corq>any, and contributing to the 
objectives of the company. Improving job comn:maication is simple, and with a little 
bit of practice, one would be able to develop his verbal and non-verbal commu­
nication skills necessary for workplace success. 

All types of communication in a work area are essential, be it verbal or nonverbal. 
Job communication skills also involve .... 

Written communication. 

Instructions, peer conmrunication, que.5tions, and answers are often given through 
verbaljob communication. Letters, memos, and other documents within the work 
area intended to convey a message are also considered as written job collDllunica­
fun. 
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Nonverbal job cemmunication 

It, on the other band, involves gestures, facial expression, actuations, and signals. 
This type of conmmnication often happens in infunnal work settings wherein there 
is no need for formal use of words to relay a message. 

In a work area nonverbal job communication also includes eye contact, body 
language, facial expre~ioos, and posture. At work, people often practice nooveibal 
job connmmication more than verool job comrmnication. &peciaily considering that 
you can't always talk in the workplace. But every movement conveys a message. 

Effective job counmroica.tion in the workplace could be achieved in several ways. 
In the workplace, make others feel the sincerity in what you say. Good job -om­
munication does not require you to open your mouth all the time, rather opening 
one's mouth when it is needed. This should onlybappen when you know the topic 
being discussed 

Job communication also re.quires a clear delivery of message as well as knowing 
when to speak and when to listen. Sharing worthwhile infurmation to others in the 
work area also provides a good way to establish rapport with co-workers. A good 
job communication means a direct and definite goal to conve-y to another. 

In rmk:ing sure that good job cotJJIDmication is maintained tbrougtxnJt the office, one 
must always think before speaking. The words you sp_eak will build harmonious 
relationships with others, and will gain their trust. This way you will improve or betp 
the company. Thus, good job communication skills are essential for anyone who is 
in a work setting. 

ORAL COMMUNICATION 

Oral communication describes any type of inter-action that makes use of spoken 
words, and it is a vital, integral part of the modem business world. "The ability to 
communicate efmctively through speaking as well as in writing is highly valued, and 
demanded, in business, " Herta A Murphy and Herbert W. Hildebrandt wrote in 
their book Effective Business Communications. " Knowing the content of the 
:functional areas of business is important, but to give life to those ideas-in meetings 
or in solo presentations-demands an effective oral presentation." The types of oral 
comnmnication commonly used within an organization inc1nde staff meetings, per­
sonal discussions, presentations, telephone discourse, and infotmal oonversation. 
Oral co1T1TTTllDication with those outside of the organization might take the furm of 
face-to-face meetings, telephone calls, speeches, teleconferences, or 
videoconferences. 

Conversation management skills are essential for small business owners aod man­
agers, who often shoulder much of the burden in such areas as client/customer 
presentations, employee interviews, and conducting meetings. For oral conmrunica­
tion to be effective, it should be clear, relevant, tactful in phrasology and tone, 



~um,ise, ana mronnatIVe. Presentations or conversations that bear these hallmarks 
can be an invaluable tool in ensuring business health and growth. Unclear, inaccu­
rate, or inconsiderate business communication, on the other hand, can waste valu­
able time, alienate employees or custorrers, and destroy goodwilltoward manage­
ment or the overall business. 

ORAL PRESENTATIONS 

The public presentation is generally recognized as the most uq:,ortant of the various 
gemes of oral business connnunication. As is true of all kinm of connmmication, the 

first step in preparing a public speech or remarks is to determine the essential 
purpose/goal of the communication. As Hildebrandt and Murphy note, business 
presentations tend to have one of three general purposes: to persuade, to infurm or 
instruct, or to entertain. Out of the purpose will come the main ideas to be included 
in the presentation. These ideas should be researched thoroughly and adapted to the 
.needs of the audience. 

The ideas should then be organized to include an introduction, a main body or text, 
and a ~nmmary or conclusion. Or, as the old adage about giving speeches goes, 
"Tell them what you're going to tell them, tell them, and tell them what you told 
them." The introduction shouJd grab the listener's .interest and establish the theme of 
the remainder of the presentation. The main body should concentrate on points of 
emphasis. The conclusion should restate the key points 
and surrnnarize the overarching m~e that is being conveyed 

V1SUal aids are an important component of many oral presentations. Whether they 
are displayed on chalkboards, dry-erase boards, flip charts, or presented using 
a slide projector, overhead projector, or computer program, visual aids should 
be meaning:fu]. creativ~, and interesting in order to help the speaker get a message 
across. VtSUal aids should also be .adapted to the size of the audience. 

Once the presentation bas been organized and the visual aids have been selected, 
the speaker shouJd rehearse out loud andievise as needed to fit time constraints, 
cover points of emphasis, etc. It may he)p to practice in front of a mirror or in front 
of a friend in order to gain confidence. A good oral presentation will include tran­
sitional phrases to help listeners IDJve through the matmal, and wiD not be overly long 
or technical. It is also important for the speaker to anticipate questions the audience 
might have and either include that information in the ~ ation or be prepared to 
answer afterward Professional andgracious presentation is another key to efrective 
communication, whether the setting is a conference, a banquet, a holiday luncheon, 
or a management retreat. "Recognire that when you speak at a business event, you 
represent your company and your office inihat company," stated Steve Kaye inll.E 
Solutions. "Use the event as an opportunity to promote good will Avoid com­
plaints, criticism, or controversy. These will alienate the audience and destroy 
your credibility quickly. Instead, talk about what the audience wants to hear. Praise 
your host, honor the occasion, and compliment the attendees. Radiate success and 
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way to determine the depth and range of student knowledge and to stimu­
late high levels of preparation. 

WRITTEN COMMUNICATION 

The Recruitment and EI11Jloyment Corrnnission (REC) says that around half of all 
CV s received by recruitment consultants contain spelling or grammatical 
errors. Candidates aged between 21 and 25 are most likely to make these mis­
takes and graduates in this age group are, surprisingly, twice as likely to make 
mistakes as those who did not go on to university. Even something as basic as the 
name of an employer, or an individual recruiter, is often spelled incorrectly. The 
funmr Graduate .Recnritmeat Manager at City law firm Mayer Brown fuund that 20% 

of applicants got the firm's name wrong ( one hopes that these people did not 
also apply to another law firm called Skadden, Arps, Slate, Meagher & Flom (UK) 
LLP!). 

Your covering letter is an important part of your job application, as it demon­
strates your writing style better than your CV (which is usually more brief and 
factual). VvTitten Communication involves expressing yourself clearly, using language 
with precooon; constructing a logical argument; note taking, editing and summarising; 
and writing reports. 

There are three main ekments to written communication 

• structure (the way the content is laid out) 

• style (the way it is written) 

• content (what you are writing about) 

Structure and layout can be relatively quickly learnt but learnmg how to write good 
quality content takes much longer. 

Structuring 

A good structure will help you to express yourself more clearly, whether in a 

dissertation, an essay, a job application letter or a CV. The following tactics may 
help you to structw-e your writing: 

• Oarify your thoughts and the purpose of your communication before 
you start writing 

• Identify the key points, facts and themes' 

• Decide on a logical order for what you have to say 

• Compose a strong introduction and ending. The first will make an im­
mediate and positive impression on th~-reader; the second will remain in 

their mind after they have finished reading 

• Use short paragraphs and sentences rather than long, rambling ones 



• Help key points to stand out by the use of headings, sub-beadings and 
bullet points 

Writing in a style appropriate to the audience 

All good connmmicators should think about their readers: 

• How much information and detail will they need? 

• Should you use specialist terms or should you "translate" these to make 
yourself understood by a generalist reader? 

• How formal or informal should your writing be? 

For example: 

• A scientific paper aimoo at an audience of non-scientists would have to be 
written in simpler and less technical language. 

• A report in the Financial Times would be written in a very different style 
from one covering the SaIJX issue in the Sun 

• A lawyer giving advice to a client would not go mto the same amount of 
details as to legal precedents and arguments as a Jaw student would when 
writing an a~emic essay. 

• Emails sent with job applications should be treated more formally than 
emails to friends and fumily! 

"Bad writers, and especially scientific, political, and sociological writers, a-re 
nearly always haunted by the notion that Latin or G-reek words are grander 
than Saxon ones, and (use) unnecessary wonls like expedite, ameliorate, pre­
dict, extraneous, deracinated, clandestine, subaqueous. " 

George Orwell 

Checklist 

Look at a piece of writing you have had to do (i.e. an essay, report or job 
application) and check it against the following points. 

Structure (the way the content is laid out) 

• Is the layout clear and easy to follow? 

• Do headings stand out ( e.g. are they in a larger font size)? 

• Is the information arranged in a Jogical sequence with a beginning (intro­
duction), middle, and end ( conclusion)? 

• Does the introduction clearly state the subject and purpose? 

• Does it briefly summarise the content? 
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Style (the way it is written) 

• Does it look neat, and elegant? 

• Is it concise, with an exact use 
of words and economy of style? 

"If in doubt, cut it out!" 

• Is is simple, direct and lucid? 
(See table on right) 
For example a bureaucrat would 

write: 
Political organisation adminis­
tered dfrectly via the populace, 
intended for the employment of 
the general community, on 
behalf of each and every one 
of the citizens of the nation. 
Abraham Lincoln wrote: 
Government of the people, by 
the people, for the people. 

• Are paragraphs too long? 
Paragraphs of less than 10 lines 
are easier to read. 

• Is a blank line left between 
paragravhs to aid clarity? 

,' I 

• The four basfc p~mises. of writ- ·1 

ing are clarity, b~ s'impli"c;. ·: 

ity, and humanity. William Z~sei . · 

• Beauty of style and harmony . 
and grace an,{ good rhythm 
depen4 on simplicity. l>\~to 

• Simplicity is the final achieve­
ment. After 011e bas playe,d a ·, 

. vast quantity of notes. @d .more. 
notes, · it is simplicity that 
emerges as the crowning reward ~ 
of art__ Chopin 

• , , . 
•• Hard writing .makes easy rea4- · 

. ing. Easy writing· makes hard· 
reading. WillianiZinMer . . . . 

, ' ·(,' 

In other words wri;ting improves t 
· in proportioij to the am<>lUlt-of ' 
effort put in. . _ · . .• , _ 

AB a careers· adviser, I can fell . 
within. 30 seconds if a CV bas 
been worked:onfut 1-houror 10 • 
hours! Seeourpagepn simplicity ·• 
inCVs .... ,.,_ 

• Are sentences too long? A sentence 

should contain just one idea. 

. ' ., 

Use si,-gle words rathert 
' titan cliches: 

• Sentences with more than 30 words shoukl 
normally be split. 

• Is the fint sentence interesting/ Does 

it draw the reader in? 

• Have you avoided unnecessary jargon? 

• Is tbe·style suitable for the intended au­
dience? A scientific report aimed. at aI!j 
audience of non-scientists would have to 
be written in simpler and ~re jargon fr~ 
language. 

• Are bulleted lists used where appropri­

ate? 

• Have you used short, concrete, familiar 
words rather than Jong, obscure, complex 
words? 

· Let us have an end io such 
· phrases as thes-e: ''it is•· 

, also important to bear in;: 
mind tne fQllQwing co,isid) 

'"' · ,, i f •oiJ l era/ions .. .. . ,or CO,&t> __ : 

. eraff on should be given 10 . 

;_ the. possibility of carrying 
' into effect". •Most of these 

' -~ 
wool'y- p hrases are · mer~\ 
padding, which can be left'. 
out altogether. or replaced 

. by . a single . word,· 
; Omrobill 



• Use the active words where posstble rather than the passive voice? "It is 
recommended .... " should be replaced by "We recommend" as this is sim­
pler and more direct 

• Have you kept wordy phrases to a minimum? 

• Have you avoided repetition? 

• The PJain English~ recommends sans serif fonts ( e.g. Arial, Verdana) 
such as this, as clearer and easier to read than serif fonts (e.g. Times New 
Roman, Garamond) such as this. 

Content (what you are writing about) 

• Have you carefully checked the spelling and punctuation? 

• Have you thought through in advance what you want to say? 

• Have you a clear objective? 

• Have you listed the essential points you wish to make? 

• Have you made these points clearly? 

• Have you developed your argument in a logical way? 

• Have you allowed detail to obscure the main issues? 

• Is the content positive and 
constructive? 

• Have you shown an interest 
in the reader by writing with 

.t · .,.. ... -. \. - • • -..<. ' "> • · i ' ,.,, 

:; Using •1-nguage with precision 
: Correct. ~elling, grammar and pun~ · 
.· tuation. \ 

warmth, sensitivity and friend- Use your spell checker but don't rely•; 
liness? on it completely: a spell-checker miled · 

• Have you edited it through to p.ick up the following errors: 
several revisions, honing the . • administrator in a busty office. 

text until it is just right? • • I have all the right qua1iies to make 
an excellent manger 

• Have you left it overnight if 
possible: your mind will as.wn- • I have a long-standing interest in 

1ate it better and you will come pubic relations 
back with a fresh view. • I attended a fist aid course with_ St 

The writing ruks of George Orwell 
John Ambulance 

;.. • 
• Never use a long word where !, 

Studied for an A-level in Art & 
'De~ at Canterbury Collage 

a short one will do. 

• If it is possible to cut a word 
out, always cut it out. 

• Never use the passive voice 
(e.g. "Bones are _liked by 
dogs") where you can use the 
active voice ( "Dogs like 
bones'). 

• li:nny spare time I enjoy biding my 1 

• horse ·. 

• I was responsible for sock control : 

. • I _hope to hear from you shorty 
l 

: "We receive standardised letters from 
, graduates which show no thought . .. 
/4 They use text sp~ak in· covering 
:; letters •. /' Graduate Recruiter 

. . ' . 
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• Never use jargon if you can think of an everyday equivalent. 

How will employers assess your written communication skills? 

Your very first contact :with a prospective employer is likely to be in writing. When 
employers read applicationfurms, CVs and covering letters, they are not just look­
ing at WHAT you have to say about yourself; your skills and your experience but 
also at BOW you say it 

Application Forms 

Application forms often ask you to write a piece of text in response to questions 
such as the following: 

• "Please write about yourself in no more than 4000 characters [approx. 
750 words]. 

• You may wish to mention any posts of responsibility held at school or 
subsequently. any regular employment or other -work experience, any 
sporting or other achievements and any particular interests and per­
sonal quaUues which are rnlevant). Please also state briefly why you 

are making this application " 

• Describe a time you wern faced with a particularly difficult situation or 
problem. Whq_t.dtdyou do? (200 words) 

• What are your inte,-ests and hobbies? What have you contributed and 
what do you get out of them? ( no word limit, but this is the only question 
on one A4 page of a paper form!) 

Structuring your answers, and choosing your words, carefully will help you to 
aJl$Wer these questions.,.effectively. 

_;>__..- , 

Where you have a· very°tight word limit, it is essential to be very concise in your 
answers and to avoid any non-relevant information. 

Where you have a lot of space to fill, avoid the temptation to go into a lot of 
unnecessary detail simply in order to :fill the page! Select what you are going to say, 
break down your answer into shorter paragraphs to make it easier for the recruiter 
to read and structure it into a coherent narrative. 

Where written communication is the most important part of the job, fur example 
in journalism, public relations ortechnical writing, you may also be asked to submit 
a piece of written work along with your application. Always send something that is 
relevant in styte and content to the employer - ·academic essays and dissertations 
are unlikely to be the best example of your writing style in this situation! 

At the interview or assessment centre stage · 

There may be further tests of your wntten comnrunication skills such as: 



In-traylln-box exercises. 

These are a form of role play in which you will be given a selection ofletters, emails 
and reports which somebody doing the job might find in their in-tray or email inbox 
first thing in the morning. Items may need a response such as drafting a reply to a 
customer complaint, writing a report, delegating tasks to colleagues or recommend­
ing action to superiors. 

Case studies 

"We like to include a written test as it gives candidates an opportunity to 
demonstrate their knowledge and understanding of the work by giving them 
a case study and then asking them to pull out the main issues, such as risk, 
analysis and plann_ing ideas, legislative framework etc. You should never be 
tested on anything that is not included in the person specification for the 
job". (Social work recruiter) 

"You will be presented with a file of papers which provide information from 
different sources on three fictitious projects, each of which is being considered 
by the government as a solution to a specific problem. Your task is to analyse 
the papers and prepare a note which builds a balanced and convincing case 
for one of the three projects. To do this you will ,reed t-0 compare and contrast 
the options, using the stated criteria, and explain convincingly the reasons for 
your recommendation". (Civil Service Fast Stream) 

'1 was given 15 minutes to read through what the employer described as "the 
worlds worst-written press release" (a fictitious example!). mark it up and 
note the mistakes. " (Marketing candidate) 

"You will have 30 minutes to read the exercise briefing materials and prepare 
a written reporl on the given subject. This exercise is designed to assess your 
ability to produce written reports to an appropriate standard. Your reporl will 
be assessed on the basis of your application of structure; use of clear, _concise 
language; and logical and coherent presentation". 

EFFECTIVE WRITING TIPS 

Effective written communication takes time and skill since such a small portion of 
our communication is contained in the words themselves. 

For business purposes, managers must. deliver their message clearly, succinctly and 

effectively if they want. to be successful P_oorly written messages create confusion 
or fail to achieve their intended purpose. 

How to write something depends on the goal to be achieved. In this month's article, 
we cover several types of written comrmmication: 

l. ~ mail messages 
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2. Business letters 

3. Proposals 

All of these have a rew things in collllOOn to be effective. 

Summary of the 1ij,s 

1. Be clear about your goal and connmmic.ate it 

2. Explain what you want the person receiving it to do 

3. Explain the benefits for responding as requeste.d 

4. Establish credibility and show respect for the reader 

5. Choose an appropriate coxmmmication method 

Each is explained in more detail. 

1ip 1: Be clear about your goal and communicate it 

First, you must know your goal in writing to someone. What are you trying to 
achieve by the communication? 

• Do you want someone to do something for you? 

• Do you want them to take a specific action in response to your message? 

• Do you want to pass aJong infurmation where the receiving person does not 
need to reply? 

• Do you want to discuss a subject and exchange views with someone else? 

State your goal clearly in your message. 

Example: Writing to a stranger when you want them to do something for 
you. 

Bad Example 

Here's a bad example. We received this e-mail recently (we have not correcte.d the 
spelling or change.d the_original pmictuation): 

Hi I 'm looking for some information about managing change. What this?How it 
works?Could you also give me some ~les a~ut that topis and a small texr 
dealing about that? Thanks in advance . 

... .,, -
Does that message inspire someone to help? 

We did not respond to that one at all 

Good Example 

Here's a good example - someone who explained clearly what they wanted and 
their reasons for asking us fur something: 



Dear Barbara and Michael, 

I was looking at your website and thought you might be interested in submitting an 
article, 500-700 words, fur our new online newsletter, Working Spirit: fur those of 
us who are unwilling to "leave our souls in the parking lot" during the work week. 

The first issue of Working Spirit is slated to be delivered to over 10,000 CEOs, 
managers and HR people in corporations all over the cmmtry in early September. 
We intend to introduce principals of spirituality and values-based management tech­
niques to CEOs, HR people, and other corporate professionals. Suze Orman is the 
featured interview fur the first issue. 

Working Spirit is produced by Brush Dance, Inc. We are a leading publisher of 
greeting cards, journals, calendars, and gift items fur the Mind, Body, Spirit com­
munity. Currently, Brush Dance products are sold in 2,000 stores throughout the 
United States, including national outl~ such as Barnes & Noble ( our cards are the 
number one seller in Barnes and Noble nationwide), Bed Bath & Beyond, Whole 
Foods, Papyrus and Borders. 

I hope to bear from you soon regarding the newsletter and article possibilities. 
Perhaps you'd like to exchange links as well 

Sincerely, 

RmidyPeyser Editorial Director, Brush Dance, Inc. 

'lip 2: Explain what you want the person to do 

In the bad example, the writer stated what they wanted However, the topic '<man­
aging change" is so large and the message so poorly written that it did not inspire 
us to take any action at all It is similar to many requests we get that go unan­
swered 

In the good example, the writer clearly states what they would like us to do - write 
an article and respond to the e-mail message. 

In addition, they specified the size ofan article, the intended audience and gave 
information about the timing of their first issue. That provides IDOre detailed infor­
mation so we can better evaluate wheth~-)We can do what. th~y ask. 

'lip 3: Explain the benefits for responding as requested 
. . 

In the bad example, no explanation was given about any benefits to us for respond-
,, • • 4 ~ 

ing. ' 

~ the good example, the writer provided information about the intended audience 
of their newsletter and how many people it would reach. In addition, the subject 
matter is one that we are interested in, which the writer clearly referenced. The 
benefit to us was implied - a larger· audience for a subject we support. 
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'lip 4: Establish credibility and show respect for the reader 

In the bad example, no credibility was attempted. Because it was so poorly written, 
the writer has no credibility with us. Nor did they respect our time by sending a 
message that was already answered by our website's Frequently Asked Questions 
page. 

In the good example, the writer provided information about their job function, the 
company behind the newsletter, their other products and services, their audience 
and their distribution outlets. He showed respect by taking the time to make sure 
we were interested in his subject. 

In any business commuoiration, be careful about spelling, grammar and punctua­
tion. Errors in typing are much more tolerated in e-mail messages than in business 
letters, because people usually understand they are written quickly. However, be 
aware that many people are offended by sloppiness so always re-read your mes­
sage before sending it. 

If you have an e-mail system with automatic spell--checking, it may be wise to use 
that feature. 

T,p 5: Choose an appropriate communication method 

E-mail is quickly replacing fomial business letters in many situations because of the 
faster tum-around time. The majority of major corporations now have e-mail sys­
tems and a growing percentage of small business also have e-mail 

When writing to strangers, the techniques descnbed above apply equally to e-mail 
or to formal business letters. 

E-mail may be very informal between people who already have an established 
relationship. However, when writing to someone you don't know, we suggest 
taking the time to compose your me~e as you would a formal business letter for 
greater effectiveness. 

WRITING EFFECTIVE PROPOSALS 

Writing effective proposals requires much more time and effort than writing a busi­
ness letter. However, the similarities inchlde: 

1. Being clear about your goal 

2. Respecting the reader 

3. Identifying the benefits of your corrnnunication to the reader 

4. Demoru,trating credibility 

5. Using an appropriate communication method. 

Responding to a formal Request for Proposal (RFP) 

If the proposal is in response to a formal RFP, the issuer will often provide some 
guidance about specific points that must be included in the proposal submitted. If 
they do, follow their suggestions and guidelines strictly. 



- -· ......... .....w.). u. 1.11cy say tney want spe.cific sections. do exactly what is requested. 
Submit your proposal organized in the same was as the RFP and address every 
single item requested in the RFP. 

Your goal is to make the proposal evaluators comfortable with your proposal. 
When it is orgaruzed the same way as the RFP, you have aJready connected with 
the way they have orgaruzed the project. That makes their job easier. 

The last thing you want is for the proposal evaluator to throw up their hands 

because they cannot understand your proposal or because they don' t understand 
how it meets their requirements. 

If you cannot respond to a particular item, include a statement to that effect rather , 
than just ignoring it. 

Include any additional information in an appendix, if that is allowed. 

Many proposals are rejected because the writer does not fullow specified guidelines 
or does not present information in a clearly organized way. 

Other Business Proposals 

If the proposal is in response to an RFP without specific guidelines or simply a 
request to "submit a proposal," the proposal writer must be careful to include all the 
information needed to make their proposal a winner. 

General topics to be included.: 

Project Overview I Executive Summary 

This section provides an executive su.mmary of the proposal The overview dem­
onstrates an understanding of the scope oftbe project and summarizes the details 
of the_ proposal succinctly. 

The overview should be short - usually no more than 2 pages. 

Experience with Similar Projects, Qients and/or Industry 

This section descnbes experience that is relevant to the proposed project. 

Proposed Project Tasks 

This section descnbes the tasks that are to be accomplished in the project. Large 
project proposals include a time line or Gantt chart. 

Proposed Staffing and Schedules 

This section describes the people involved and the timing of their proposed work 
on the project. 

Background of Company 

The background section descnbes the company making the proposal, their history 

and other similar projects. 
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'vueni M..eJerences 

References may be letters or contact information to other clients who can affirm that 
you are who you say you are. 

Proposed Qient Responsibilities 

This section describes any specific responsibilities that nrust be met by the proposed 
client. 

Billing Rates and Estimated Project Costs 

Billing rates and project costs are included in this section. 

Confidentiality and Non-Disclosure 

Most proposals include a section on confidentiality and non-disclosure of the con­
tents, since business proposals are usually consider proprietary infurmation. 

When making proposaJs to govermnent agencies, this section will prevent company 
proprietary information from becoming public infunnation. 

If you are concerned about this, you should check with the client about their 
requirements for maintaining confidentiality of proposals. Some public agencles will 
not honor confidentiality provisions and require complete disclosure of proposals. 

Proposal Effective Date 

This section provides the expected starting date .and any restrictions on the term of 
the proposal For example, if you can only guarantee the price and terms for 60 
days, you must specify that clearly. 

Compllance and/or Certificatwn Information 

Include any legal compliance or certification. 

Attachments and Enclosures 

Include any attachments that do not fit the other sections. 

Packaging and Presentanon of Your Proposal 

Your proposal should be packaged attractively with a cover letter and table of 
contents. 

The inclusion of color charts or color text in proposals is becoming more conunon. 
If you do use color or funcy ~Josures, make sure they support the roam purpose 
of your proposal. ' • A ' a -.:-• . :, 

If the client is a governm~ agency w9rlpp,g on a very low budget, submitting a 
proposal that is gold-foil stamped tnaY,~wpijte.that you do not understand their 
needs or corporate culture. , , 

Remember your goal is to have your proposal understood clearly by the client and 
to make them choose you over others. Whatever it takes to do that is what you 
want to do, without overwhehning or confusing the client. 



3 . Effective writing for 
Communication 

The Chapter Covers : 
■ · Audience and Format 

■ Composition and Style 

■ Structure 

■ Grammatical Errors 
■ Proofing 

■ Key Points 
■ Purposes in Effective Writing 

■ Clarity in Effective Writing 

■ Three Obstacles to Clear and Concise Writing 

■ Writing Clarity 

■ Principles of Effective Writing 

■ Unnecessary words 

■ Personal versus impersonal 

■ Writing Process 

A colleague bas just sent you an email reJating to a meeting you're having in one 
hour's time. The email is supposed to contain key information that you need to 
present, as part of the business case for an important project. 

But there's a problem The email is -~ bilaly written that ·you can't find the data 
you need. There are misspellings and'

1
incomplete sentences. and the paragraphs 

are so long and confusing that it takes you three times roore than it should to 
find the infurmatioti you want. 

As a result, you're under-prepared for the meeting, and it doesn't go as well 
as you want it to. 
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ttave you ever faced a situation similar to this? In today's information overload 
world, it's vital to comonmicate clearly, concisely and effectively. People don't 
have time to read book-length emails, and they don't have the patience to scour 
badly-constructed emails for "buried" po:ints. 

Th~ better your writing skills are, the better the impression you 'Il make on the 
people around you - includmg your boss, your colleagues, and your clients. You 
never know how far these good impressions will take you! . 

In this article, we'll look at how you can improve your writing skills and avoid 
common mistakes. 

AUDIENCE AND FORMAT 

The first step to writing clearJy is choosing the appropriate format. Do you need 
to send an informal emall? Write a detailed report? Create advertising copy? 
Or write a formal letter? 

The format, as well as your audience, will define your "writing voice" - that is, · 
how formal or relaxed the tone should be. For instance, if you write an email 
to a prospective client, should it have the same tone as an email to a friend? 

Definitely not. 

Start by identifying who will read your message. Is it targeted at senior man­
agers, the entire human resources team, or a small group of engineers? With 
everything you write, your readers, or recipients, should define your tone as well 
as aspects of the content. 

COMPOSITION AND STYLE 

Once you know what you're writing, and for -whom you're writing, you actually 
have to start writing. 

A blank, white computer screen is often intimidating. And it's easy to get stuck 
because you don't know how to start. Try these tips for composing and styling 
your docummt: 

• Start with your audience - Remember, your readers may know nothing 
about what you're telling them. What do they need to know first? 

• Create an outline - This is especially helpful if you're writing a longer 
document such as a report, presentation, or speech. Outlines help you 
identify which steps to take in ~ order, and they be)p you break the 
task up into manageable pieces· of.information. 

• Use AIDA - If you're writing something that must inspire action in the 
reader, follow the Attentiou-lo.terest-Desire-Action (AIDA) formula. 
These fuur steps can help guide you through the writing process. 

• Try some empathy - For instance, if you're writing a sales letter for 
prospective clients, why should they care about your product or sales 



pitch? What's the benefit for them? Remember your audience's needs at 
all times. 

• Use the Rhetorical Triangle - If you're trying to persuade someone 
to do something, make sure that you communicate why people should 
listen to you, pitch your message in a way that engages your audience, 
and present information rationally and coherently. Our article on 
the Rhetorical Triangle can help you make your case in the most ef­
fective way. 

• Identify your main theme - If you're having trouble defining the main 
theme of your message, pretend that you have 15 seconds to explain 
your position. What do you say? This is likely to be your main theme. 

• Use simple language- Unless you're writing a scholarly article, it 's 
usually best to use simple, direct language. Don't use long words just to 
impress people.· 

STRUCTURE 

Your docummt should be as ')"eader friendly'' as possible. Use headings, sub­
headings, bullet points, and numbering whenever posSible to break up the text. 

After all, what's easier to read - a page full of long paragraphs, or a page 
that's broken up into short paragraphs, with section headings and bullet points? 
A document that's easy to scan will get read more often than a document with 
long, dense paragraphs of text. 

Headers should grab the reader's attention. Using questions is often a good 
idea, especially in advertising copy or reports, because questions help keq> the 
reader engaged and curious. 

In emails and proposals, use short, fuctual headings and subheadings, like the 
ones in this article. 

Adding graphs and charts is also a smart way to break up your text. The.&e ' 
visual aids not only keep the reader's eye engaged, but they can communicate 
important information much more quickly than text. 

GRAMMATICAL ERRORS 

You probably don't need us to tell you that errors in your document. will make 
you look unprofessional. It's essential to learn grannnar properly. and to avoid 
common mistakes that your spell checker won't find. 

Here are some examples of commonly misuse<! words: 

• Affect/effect 

• "Affect" is a verb meaning to influence. (Example: The economic fore­
cast will affect our projected income.) 
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• "Effect" ~ a noun meaning the result or outcome. (Example: What is the 
effect of the proposal?) 

• Theo/than 

• "Then" is typically an adverb indicating a sequence in time. (Example: 

We went to dinner, then we saw a movie.) 

• "Than" is a conjunction used for comparison. (Example: The dinner was 

more expensive than the movie.) 

• Your/you're 

• "Your'' is a possessive. (Example: Is that your file?) 

• "You're" is~ contraction of ''you are." (Example: You're the new man­
ager.) 

• Note: A1so watch out for other common hotoophones (words that sound 

alike but have different spellings and meanings) - such as their/they're/ 

there, to/too/two, and so on. 

• Its/it's 

• "Its" is a possessive. (Example: Is that its motot1) 

• "It's" is a contraction of "It is." (Example: It's often that heavy.) (Yes, 
it is this way around!) 

• Company's/companies (and other possessives versus plurals) 

• "Company's" indicates possession. (Ex.ample: The corq>any's trucks hadn't 
been maintained properly.) 

• "Companies" is plural. (Example: The companies in this industry are 
suflering.) 

To learn more about commonly misused words, misused apostrophes, and other 

grammatical errors, take our Bite-Sized Training session on Written Communi­

cation. 

TIP: 

Some of your readers - arguably an increasing number - won't be perfect at 
spelling and grammar. They may not _notice if you make these errors. But don't 

use this as an excuse: there will usually be people, senior managers in particular, 
who WILL notice! 

Because of this, everything you write should be of a quality that every reader 

will find acceptable. " 



PROOFING 

The enemy of good proofreading is speed. Many people rush through their 

documents, but this is how you miss mistakes. Follow these guidelines to check 
what you've written; 

• Proof your headers and subheaders - People often skip these and 
focus on the text alone. Just because headers are big and bold doesn't 
mean they're error free! 

• Read the document out loud - This forces you to go more slowly, so 
that you're more likely to catch mistakes. 

• Use your finger to follow text as you read - This is another trick , 
that helps you slow down. 

• Start at the end of your document - Proofread one sentence at a 
time, working your way from the end to the beginning. Th.is helps you 
focus on errors, not on content. 

KEY POINTS 

More than ever, it's important to know how to communicate your point quickly 
and professionally. Many people spend a lot of time writing and reading, so the 
better you are at this form of comnnmication, the more successful you're likely 
to be. 

Identify your audience before you start creating your document. And if you feel 
that there's too much information to include, create an outline to help organize 
your thoughts. Learning grammatical and stylistic techniques will also help you 
write more clearly; and be sure to proof the final document. Like most things, 
the more you write, the better you're going to be! 

PURPOSES IN EFFECTIVE WRITING 

When a person writes something, he or she bas pmposes for writing. The writer 
may have motivations of which he or she is unaware. The writer may a1so have 
mixed, and even contradictory, motivations for writing. 

For instance, a student writing an essay for a class may wish to please the 
teacher and to amuse his or her classmates. Unfortunately, what might amuse 
classmates the teacher could find unacceptable. 

In generai people write either because they are required to or because they 
choose to write for their own reasons. 

Required writing happens_ on the job arid in.school. Self-chosen writing happens 
in many circumstances. Both required and self-chosen writing can be of many 
kinds. In either case, reflection on different purposes for writing can help one 
produce the most effective piece of writing. 
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Roman Jakobson's model of the comrmmlcation situation provides a good frame.. 
work fur classifying the varied purposes of writing. 

Adapted to written conmrunication, Jakobson's model has these parts: 

1. Writer 

2. Reader 

3. Context 

4. Message 

5. Contact 
ll-

6. Code 

Writing can be seen as baving six general types of purpose, each type of 
purpose focusing on one of the parts of the comrmmication model 

1. Writer: Expressive purposes. One may write simply to express one's 
feelings, attitudes, ideas, and so on. This type of writing doesn't take the 
reader into consideration; instead, it fucuses on the writer's feelings, 
experience, and needs. Expressive writing, may take the form of poetry, 
journals, letters, and, especially, free writing. Often, a person will do 
expressive writing and then be disappointed when readers don't respond 
to it. 

2. Reader: Conative purposes. C.Onative writing seeks to affect the reader. 
Persuasive writing is conative; so is writing intended to entertain the 
reader. Writing intended to arouse the reader's feelings is conative. 
Conative writing may take about any furm, so long as its intention to 
persuade the reader or affect the reader emotionally. 

3. Context: lnfonnatfve purposes. Informative writing refers to something 
external to the writing itself: with the purpose of informing the reader. 
For instance, this page is informative, as are the other components of 
this ¥ap. In our times, informative writing is usually prose, although in 
earlier periods poetry was used for informative purposes. 

4. Message: Poetic purposes. Poetic (or literary or stylistic) purposes focus 
on the message itself-on its language, on the way ~e elements of 
language are used, on structure and pattern both on the level of phrase 
and of the -overall composition. Poetic writing can be in prose as well 
as in verse. Fiction has poetic-purposes. Anytime one writes with an 
emphasis on the way the language is used, one has a poetic purpose. 

5. Contact Phatic purposes. Phatic language (and nonverbal communica­
tion) establishes and maintains contacts between speakers or between 
writer and reader. In speaking, for instance, we may greet someone by 
saying, ''Howya doin?" or Hozit goin?" These questions are not requests 
fur information. They are intended to establish and maintain friendly 
contact. Phatic purposes are not significant in most writing. The use of 



greetings and closings in letters is one example of pbatic purpose in 
writing. 

6. Code: Metalinguistic purposes. Comments on a piece of writing .are 
metalinguistic. If a student attaches a note to an essay to exp1ain why 
the essay is late, the note is metalinguistic iD relation to the essay. An 
author's preface to a book is another example of metalinguistic purpose 
in writing. 

If you think about it, you will realize that many pieces of writing have more than 
one purpose. A poem may be intended to arouse the feeling of sadness in the 
reader (conative), express the poet's feelings (expressive), and use the lan­
guage imaginatively and forcefully (poetic). 

When you write, define the purposes of your writing. Decide what your primary 
purpose is and subordinate the other purposes to it. If you have conflicting 
purposes, be aware of that, and try to resolve the conflict or exploit it to make 
the writing more intense. 

I have discussed the purposes of writing from the writer's point of view, not the 
reader's. The reader's pwposes are discussed with interpretation. But for now, 
consider that the reader's purposes may be quite different from, and may con­
flict with, the writer's purposes. A poet may have written a poem to experiment 
with the language. A reader may read the poem seeking biographical information 
on the poet. Such conflicts and tensions produce much of the energy and 
excitement of literature. 

CLARITY IN EFFECTIVE WRITING 

Have you ever read an email from someone that was too wordy, lacked focus, 
and left you confused? How can we leam from reading such emails to improve 
our own comm1mication? How do we compose emails and writings that others 
will actually want to read? 

The ability to write clearly is crucial to getting your message across no matter 
what you're writing, whether it's an email, a blog post, a magazine article, or 
a letter to a friend Clear and concise writing is vital to having your words read 
and understood 

The whole purpose of most writing is to inform 'readers of something or to 
persuade people to do something. The more clear and concise your language, 
the easier your message will be understood, and the more likely your readers 
will respond to that message. 

Before you can write clearly, you have to be able to think clearly. A big reason 
many writers don't see desired success in conveying their message is that they 
were not focused on a clear message. Good writing usually stems directly from 
clear thinking. 

In this post, we'll first look at some connnon obstacles to clear thinking and 
~ then offer son:c suggestiom to develop the mental state fur dear writing, 

Business Communication 

NOTES 

53 



Business Communjcation 

NOTES 

54 

and finally give some specific writing tips that, if implemented, will immecliately 
add that magic touch of clarity to your writing. 

THREE OBSTACLES TO CLEAR AND CONCISE 
WRITING 

Obstacle 1: False ideas about what good writing is. 

Many writers try to write more intelligently and attractively than they need to. 
Their writing can come across as trying too bard and that isn't intelligent or 
attractive. There's no cosmic law dictating that as soon as you start putting 
words on paper, you have to jazz it up and make it sound more intelligent than 
it really is. 

Even writers with more knowledge and experience make this mistake. They 
want to impress readers with their grandiose grasp of the language, tossing 
about little-known, large words and trying to write in a clever way that ends up 
diminishing the clarity of their message. They've forgotten the most important 
piece of good writing:your fint priority is to inform your readers, not to 
impress them. 

If you seek first to impress, you probably won't; nor will ~u often tru1y infurm, 
as your message gets lost in the jungle of your arcane vocabulary. Seek first to 
inform, as clearly as you can. If you do that, you stand a better chance of also 
impressing your readers because you expressed your points clearly. 

Obstacle 2: Not being clear about one's message. 

Many writers have a general idea of what they want to say, but they don't 
crystalliz.e it in one short, snappy sentence. Thus, they start out writing, touching 
on their topic from different angles, and inchlding every bit of information they 
think is relevant. 

The writing may end up readable and professional sounding, but the readers will 
come away thinking that, while they understood the gist of the author's intent, 
they can't precisely say what the take-home point was. This is usually because 
the writer never really knew what it was either. 

Obstacle 3.: Distractions. 

Your mind has to be clear for your writing to be precise. If you've got the TV 
on in the back.ground, if other people are coming in and out of your writing 
space, if you've got Twitter updates and email updates continually popping up 
on your screen, etc. - your focus will be eradicated. 

How to Develop the Clear Mental State for Writing 

1. Read, Read, . Read 

Reading broadly can accomplish two things: one, broaden your vocabulary so 
you more naturally use the right words instead of searching about fur intelligent­
sounding words. which might not be a good fit; and two, ~u can get a much 



better, natural feel for what makes up good, clear, and fluid writing. 

Additionally, you expose yourself to more ideas and perspectives, forcing your­
self to think more critically in general, which will enable you to think more 
critically about the subjects on which you're writing. 

Respected magazines and newspapers which regularly include in-depth articles 
and essays have been extremely helpful to me in demonstrating how to write 
clear, engaging, intelligent prose which convey both a clear message and a 
colorful style. Two of my favorites are GQ Magazine and the Wall Street 
Journal newspaper. 

2. Read Books and Biogs on Writing 

3. Clear Your Writing Space 

When it's time to write, clear everything off your writing table except for what's 
absolutely necessary to write the piece. There might be all kinds of unrelated 
notes, books, magazines, loose change, several pens, notepads, etc. Simply take 
a minute to rid the table of all the excess. Only keep resomces directly related 
.to the current project and set everything else aside. For example, a pen or 
notes might be good resources to keep close. Clarity and simplicity in your 
workspace lends itself to cJarity and simplicity in your th.inking, and so on down 
to your writing. 

4. Block-Off Time 

Determine how much time you realistICally think you'll need to write the piece 
and schedule that time period for writing only. Say it'll take you maybe three 
hours. Block off that time and do nothing but work on the project fur the full 
three hours, taking a five-minute break at the end of each hour to walk around 
and stretch. · 

S. Eliminate Distractions 

Tum off the television, tum off your cell phone, tum off instant ~. tum 
off Twitter and email updates, and anything else that's likely to interrupt you, 
thus diminishing your focus. You might also consider turning off your Internet 
connection so you don't surf the web. 

AD of that distracting infotainment will still be there in droves once you finish 
your project. Then infu-binge all you want. But, fur the time being, do nothing 
but write. Simple. Clear. Focused. 

8 Keys to Clarity When Writing 

1. Visualize Road Signs 

Think about the street and highway signs you see aroun_d your city. People who 
write road signs have very little space within which to get their message across. 
In that very limited space, the fewer and larger the words, the more likely 
drivers are to see the words and process the conveyed message. 
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Enmples: 

• Do Not Enter 

• Speed Limit 50: Next 400 Miles. 

• Stop 

Notice the concise prose. The me~ is very clear. Do the sarre in your own 
writing. Choose the right words, the most descriptive words, and keep your 
words to a minimum Say exactly what you have to say and be done with it. 
Don't muddy up your meaning by writing more than is nece.5S3IY to make your 
poinl 

2. Write a One-Liner Summary 

You may .remember writing a thesis statement in high school or college. Similar 
to a thesis statement, consider putting together a one sentence summary text 
describing the main purpose prior to writing. 

Whenever you have something to write, take a few minutes to think your 
subject through, and then write out, in one or two short sentences, the main 

· idea you 're trying to get across. Think about your purpose with this piece of 
writing and your expected outcome. 

Do this for yourself, as a guiding structure fur your writing, and refer back to 
it regularly to stay on track toward your primary argument. 

A purposeful summary or thesis statement is like a company's mission statemm.t; 
it sets out our clear mission in whatever we're writing. 

3. Do Your Headline First 

A headline is a one-sentence encapsulation of your subject and will act as a 
guiding force for your entire piece. While the thesis statement is a promise you 
make to yow-sel.t: your writing will reflect the thesis statement - a headline "is 
a promise to prospective readers. Its job is to clearly communicate the 
benefit that you will deliver to the reader in exchange for their valuable 
time," says Brian Clark. 

Figure out what you really want your piece to say, and after putting together a 
good thesis statement, write up a good, snappy, eye-catching, bold, informative, 
and short headline. 

Once you have a good title, it functions as a reference point fur your piece. As 
you 're writing, imagine yourself in the place of your readers; continually ask 
yourself if the arguments you're making, the prose you're writing, truly fulfills the 
promise made to your readers. Combining a good thesis statement with a good 
headline "before you begin writing can have a powerful. laser-like effect on your 
focus, enabling you to write with more clarity and purpose. 

· 4. Write Like You Talk 

Instead of reaching about for soaring words and phrases, simply write like 
nonnal people speak. Of course, you'll have to adjust for legitimate differences 



between spoken and written words, but you should use the language your 
readers will clearly understand and i:elate to. Don't confuse your prose's clarity 
by using jargon or stihed, ''intelligent" words. 

An example of what you shouldn' t write: 

"I do believe that the most important action that could be taken to im­
prove customer satisfaction is to truly engage customers by establishing a 
significant relationship with them through extended attention to ·what mo­
tivates them to take a particular stance in C<Jrrelalion to the company." 

Most normal people don't speak like that. Change it to: 

"Lets really pay attention to what our customers say they --want from us." 

Remember, simple, short, and clear. 

Another benefit to writing like you speak is that you retain your own voice and 
can express yourself authentically. You don't need to search for unfamiliar lan­
guage to sound more professional. Simply be yourself and write the way you 
speak Your prose will become clearer and your own voice will shine through. 

5. Use Simple Words to Evoke Vivid Images . 

Often the simple short word will do rrmch better than any Jarge word, to convey 
your idea, and be more clearly understood. Try to create concrete images in 
your writing by using real. earthy words; words that describe actual things. Here 
are some related quotes from respected authors: 

• "Never use a long word where a short one will do. "-George Otwell. 

• "Always prefer the clean direct word to the long, vague one. Don 1 
implement promises, but keep them. "-C.S. Lewis. 

• "Poor Faulkner. Does he really think big emotions come from big 
words? He thinks I don 1 know the ten-dollar words. I know them 
all right. But there are older and ·simpler and better words, and 
those are the ones I use. "-Ernest Hemingway. 

6. Eliminate Redundant Words and Phrases 

Some redundancy is necessary to stress your main points, but too much indi­
cates that you don't really have much to say or know how to say it well An 
easy way of reducing redundancy is to not use two or more words· which mean 
the same thing. 

Examples, 

• Past history - if something is history, it clearly happened in the past; 

• Armed gunman - if someone has a gun, they're clearly armed; 

• Foreign imports- if something is imported, it's clearly foreign; 

• Screaming loudly - if someone is screaming, they're clearly being loud. 

Business Communication 

NOTES 

57 



Business Communication 

NOTES 

58 

Only use the words you need to use and eliminate excess. After writing, go 
back to each paragraph and sentence with a fine toothed comb and see how 
you can rephrase the same meaning using fewer words. Do this several times. 
Don't be afraid to cut text out, if it means a more effective piece of writing. 

7. Minimi~ Cliches. 

A clicbe is a phrase, expression, or idea that has been overo.sed to the point 
of losing its intended force or novelty, especially when at some time it MZS 

considered distinctively forceful or 110vel. Dulling your writing or speaking with 
cliches is lazy thinking. It shows you don't value your subject enough to invest 
the energy and time to really descnbe it in more colorful, unique, and accurate 
language. 

George Orwell called cliches dying metaphors and ready-made phrases that do 
your thinking for you. Instead of using clicbes to fill in space, aim to think 
critically about meaning and choose words that accurately and freshly conjure 
the image and meaning you are trying to· convey. 

Examples of long-sraoding cliches: · 

• Light at the end of the tunnel 

• Keeping up with the Joneses 

• Put it on the back burner 

Examples of popular clicbes today: 

• Size does matter 

• Perfect storm 

• Watergate, Spygate, Nipplegate, Ashleygate. (anything that's a scandal)-gate 

Orwell offers this advice for using more colorful language without resorting to 
coolies: 

"A scrupulous writer, in every sentence that he writes, will ask himself at 
least four questions, thus: What am I trying to say? What words will 
express it? What image or idiom will make it clearer? Is this image fresh 
enough to have an effect? And he will probably ask himself too more: Could 
I put It more shortly ?Have I said anything that is avoidably ugly? 

But you are not obliged to go to all this trouble. You can shirk it by simply 
throwing your mind open and· 1eiting the ready-made phrases come crowd­
ing in. They will consfr.!'<;t y.qur sentences for you - even think your 
thoughts for you, to a certain extent - and at need they will perform the 
important service of partially concealing your meaning even from your­
self" 

8. Cut Out Most Metadiscourse. 

Metadiscourse-is simply writing about writing. It occurs when a writer rornments 
on what he is saying. Examples are: I believe, I think, In my opinion. These 



are unnecessary because it is clear that you are the one expressing your opinion, 
and excessive usage can make your writing sound extra verbose. 

An example of especially verbose metadiscourse: 

"I Yt10uld like to take this opportunity to offer a hearty congratulations to 
you." 

No need to say you would like to take this opportunity; just take it. Don't 
tell him that you would like to, or are about to, offer congratulations - just 
congratulate him. 

Here's an ahemative version projecting the same meaning: 

"Congratulations!' 

There are times when metadiscourse is helpful Particularly, when the. top1c is 
controversial, it is wise to be clear that a statement is our opinion. 

The point here is to become aware of when we add extra words to justify 
ourselves. Constantly adding metadiscourse adds unnecessary words and buries 
the main point. 

WRITING CLARITY 

As writers, our words are our tools. Therefore, with every word, phrase, clause 
and sentence we write, we should be asking, "Is this the right tool fur the job?" 
Is the way we have written a sentence the clearest, most concise way to 
express what we are trying to say? 

There are several danger zones to be mindful of as we are writing for clarity, 
conciseness and coherence. 

WORD CHOICE: 

The words we choose should communicate just what we mean to connnuni­
cate--nothing more; nothing less. As noted in "When Words Collide," choosing 
the correct verb is a matter of grammar; but choosing the right verb is a matter 
of conciseness and clarity. 

Avoid UP 

o Bob appointed 1m uncle to head up the committee. 
• '\. • > • 

o Bob appointed 1m W1Cle to head the coqmrittee. 

o The negligent father finally faced up to liis responsibilities. 

o The negligent father finally faced ·bja responsibilities. 

o His inceMaD.t questions only served to slow up the meeting. 

o His incessant questions only served to slow the meeting. 
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Avoid those verbs requiring "up" to complete their meaning. These verbs are not 
wrong; but they are weak. 

o She suspected the student was making up the excuse. 

o She suspected the student was fabricating the excuse. 

o Business bas been picking up since the street opened 

o Business has improved since the street opened 

"VERBIZING NOUNS" 

Adding th~ suffix "-ize" to any nm.m is usually uno.eces.sary, and it often serves 
to confuse the reader. Nonetheless, some "-ize" words are useful and provide 
a particular meaning. 

Before tacking "-ize" onto a noun, subject it to these three tests. 

o Is it listed in the dictionruy as an acceptable word? 

o Does it have a unique meaning? (e.g. pasteurize) 

o Does it have a sound that it not displeasing? 

THAT 

That serves a range of grammatical functiom. 

o Adjective: That man is going to fall off of bis bike. 

o Demonstrative pronoun: That is the last thing be will do. 

o Relative pronoun: Harvard is the university that he wants to attend 

o Conjunction: My brother admitted that he is always wrong. 

Ai; a pronoun & conjunction, that can often be eliminated. 

o My brother admitted he is always wrong. 

o Harvard is the university he wants to attend. 

Other times removing that requires a sentence be re-written. 

o She treasured the boat that was built by her father. 

o She treasured the boat her father built. 

To determine ·if that is necessary, ask these two questiom: 

o 1. Can that be eliminated with no change in the meaning of the sen­
tence? 

o 2. Can the clause introduced by that be expressed m01:e concisely? 



MISPLACED WORDS 

A rmdifier must point dirwly and clearly to what it Jmdifies. Place the rmdifier 
next to or as close as possible to what it is modifying. 

Problem modifiers: only, nearly, almost, just, scarcely, even, hardly and 
merely. 

ONLY 

o Only the coach lead the team to victory. 

o No one else can lead them. 

o The coach can only lead the team to victory. 

o The coach can 1 do anything more than lead them. 

o The coach can lead only the team to victory. 

o The coach can 1 lead anyone else. 

o Just the swimmer missed her chance to compete in the race. 

·o No one else missed a chance. 

JUST 

o The swimmer just missed her chance to compete in the race. 

o The swimmer barely or recently missed her chance 

o The swimmer missed her chance just to compete in the race. 

o The swimmer missed her chance simply to compete. 

o The swimmer missed her chance to compete in just the race. 

o The swimmer missed only once chance to compete: the race. Or she 
missed the chance to limit her competing to one event: the race. 

MISPLACED MODIFIERS 

Phrases and clauses should also be placed next to or near what they modify. 

o Several of the children were confused by math in the class. 

o Rising to their feet, the fight song roar~d from the ~ ; 

o Joe found a twenty-dollar bill walking home. 

DANGLING MODIFIERS 

A modifier "dangles" when what it is supposed to modify is not part of the 
sentence. 

o Before going on vacation, the bills need to be paid. 

o After cutting the grass, the garden was weeded. 
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SPLITfING AUXILIARY AND MAIN VERBS AND SPUITING IN­
FINTilVES 

Split verbs lead to incoherence. In most cases, it is best to keep auxiliary verbs 
next to the main verb and to avoid splitting infinitives. 

o The students who have been, for more than a week, waiting for tickets 
were disappointed with the news. 

o The burglar was, as far as the detectives could determine, hiding some­
where in the building. 

o Splitting infinitives, though connnon practice is grammatically incorrect 
and makes for sloppy writing. 

o For the information to truly be valuable, he will need to verify the 
source. 

o Sally intended to fully explain the proposal, but she missed the meeting. 

SUBJUNCTIVE MOOD 

A mood of the verb (to be) that expresses a condition or supposition that is 
contrary to fact or highly improbable ( a wish). 

It is also used to express: DOUBTS, UNCERTAINTIES, REGRETS, DE­
SIRES. 

With subjunctive mood, use WERE instead of WAS. 

o · If I were rich, I would still teach grammar 

o The students looked at me as if I were insane. 

o She wishes she were home in bed instead of in class. 

PRINCIPLES OF EFFECTIVE WRITING 

Five golden rules . f,. 

1. Always have in mind a specific reader and assume that reader is intel­
ligent but uninformed. It ~y be useful to state up front what the reader 
profile is. · 

2. Before writing decide what the exact purpose of the report is. Make 
~ure th~t every ~e,n!e~c~ makes a contribution to that purpose, and 
· makes it at the riglit' tiµle. 

3. Use language that. is simple, concrete, and fumiliar. 

4. At the beginning ano end. of every section check your writing according 
to this principle: first tell yout, readers what you 're going to tell them, 
then tell them it, and finally tell them what you told them. 

5. Make your report attractive to look at, but do not add meaning}~ frills. 



Other General tips 

• Keep a good dictionary beside you when you are writing. Befure using 
a word that 'sounds good', but whose meaning you are not sure ot: 
check it in the dictionary. 

. • Once you have finished the first draft of your report read it through 
carefully, trying to put yourself in the shoes of your potential readers. 

• Once you are reasonably confident about the state of your report, ask 
a friend or colleague to read it before you submit it formally 

Sentence and paragraph length 

The English school system produces students who feel ashamed to write short 
sentences. In my view this is a great failing of our education system. There is 
nothing clever about writing long, complex sentences. For technical Writing it is 
simply WRONG You must get .used to the idea of writing sentence.s that are 
reasonably short and simple. In many cases shorter sentences can be achieved 
by adhering to the following principles: 

1. A sentence should contain a single unit of information. Therefore, avoid 
compound sentences wherever possible - be on the lookout fur words 
like AND, OR, WHILE which are often· used unnecessarily to build a 
compound sentence. 

2. Check your sentences for faulty construction. Incorrect use of commas 
is a comm.on cause of poorly constructed and excessively long sen­
tences. 

Example (this example also fixes some other problems that are dealt 
with below) 

Bad: "Time division multiplexed systems are basically much simpler, the 
combination and separation of channels being affected by timing circuits 
rather than by fl.hers and inter-charm.el interference is less dependent on 
system non-linearities, due to the fact that only one channel is using the 
common communication medium at any instant." 

Good: "Systems nrultiplexed by time division are ba&cally much simpler. 
The channels are combined and separated by timing circuits, not by 
filters. Interference between channels depends less on non-linear features 
of the system, because only one channel is using the common commu-
nication medium at any time." · 

3. Use parentheses sparingly. Most ~~ ar~ due to · sheer laziness and 
can be avoided by breaking up the sentence. NEVER use nested pa­
rentheses under any circw:mtances if ~ll want to retain your reader. 

Learning about some of the principle,t. descn~,below, su~b-.as using active 
rather th.a.Ii passive constructs, will g·o s,ome ,?lay toward helping you shorten 
your sentences. 

A paragraph should contain a single -coherent idea. It is easier to read a text 
• where paragraphs are not excessively long. You should try always to keep them 
to less than half a page. On the other hand, successive paragraphs that are very 
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short may also be very difficult to read Such an approach is often the result 
of poorly structured thinking. If you need to write a sequence of sentences that 
each express a <liffirrent idea then it is usually best to use itemized or bulleted 
lists to do so. The fact that the sentences need to be written in sequence 
suggests that there is something that relates them. The idea that relates them 
should be used to introduce the list. As an example, look at the numbered 
list above. 

Words to avoid 

You should read this section carefully - there are words in here that I would 
actually penalise you fur using. 

The golden rule on words to avoid is: 

Never use a difficult 'NOrd or phrase when there is a simple alternative. 

For example, you should never use the fullowing words because there is a 
simpler alternative (given in brackets). 

utilise (use) 

fucilitate (help) 

at this time (now) 

Also unless you are talking about building maintenance, never use the verb 
'render' as in: 

The testing strategy rendered it impossible to find all the fuults. 

The 'correct' version of the above sentence is: 

The testing strategy made it impossible to find all the fuults. 

In other words, if you mean 'make' then just write 'make' not ' render'. 

Here are some other examples of commonly used words that have nruch simpler 
( and better) alternatives: 

BAD GOOD 
endeavour try 

terminate end, stop 

transmit send 

demonstrate show 

initiate begin 

assist help 

neces&tate need 

In general you should only ever use the 'bad' words here if some special 
context means it is really necessary to do so. 

In many cases there is no simple rule for transfunning a sentence with unnec­
essarily long words, but the following examples should give you some idea of 
the improvements that can be made. 



BAD GOOD 

The precise mechanism responsible for this We do not know what causes this 
antagonism cannot be elucidated antagonism 

... with e.nough ancillary laboUr to assist .. . with enough extra labour to help I 

The stability of the process is enhanced by co- Co-operation Improves the stability of the 
operation process 

UNNECESSARY WORDS 

Many sentences contain unnecessary words that repeat an idea already ·ex­
pressed in another word This wastes space and blunts the message. In many , 
cases unnecessary words are caused by 'abstract' words 
like nature, position, character, condition, situation as the following examples 
show: . 

BAD GOOD 

The product is not of a satisfactory nature The product is unsatisfactory 

The product Is not of a satisfactory cha!1ger The product Is unsatisfactory 

After specification we are in a position to begin After specification we can begin detailed 
detailed design design 

We ~re now in the situation of being able to We can now begin detailed design ' 

begin detailed design 

In generai you shou1d therefore use such abstract words sparingly, if at all. 

Often writers use several words for ideas that can be expressed in one. This 
b$ to unnecessarily complex sentences and genuine redundancy as the follow­
ing examples show: 

WITH REDUNDANCY WITHOUT REDUNDANCY 

The printer is Jocated adjacent to the The printer Is adjacent to the computer 
computer 

The printer is located In ttie immedi!!~ lihe print.r is near the computer 
vicia!tYQf the computer 

The user can :tlllibb: IIH the image moving T1he user can see the image moving 

The input Is Ill.limb~ 121:2ce11sed The input Is processed 

This is done bv means Qf inserting an This is done by Inserting an artiflcle! fault 
a rttflcla I fa u It 

The ~eso0Jonb11 lni.reast In number of The number of faultB found Increased 
faults found was s1M.l....tu an increase Jn because of an Increase In testing 
tasting 

It is likely that problems will arise wJ1!1 You wlll probably have pro.blems completing 
[!i!91!r~§ tQ tbSt 1,2m12l11!12D Qf the specification the specification phase 
phase 

Within a com12ar:1tjve~ 1hort 11erlod we will Soon wa wlll be able to finish the design 
be able to finish the design 
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Another common cause of redundaµt words is when people use so­
called modifying words. These often turn out to be meaningless. For example: 

BAD GOOD 
-

absolutely critical critical 

consi!;!erable difficulty difficulty 
- . 

~wrong wrong 

Similarly, the following words can be fine when used with a concrete reference, 
but in many case they are not: 

appreciable 

approximate 

comparative 

definite " 

evident 

excessive 

firir 

negligib1e 

reasonable 

relative 

sufficient 

suitable 

UMUe 

Using nouns instead of verbs 

One of the worst, but most common, examples of poor writing ,style is where 
authors tum· verbs into nouns or use abstract nouns rather than active verbs. 
The following examples show too major in¥ovenieots }'OU can achieve by getting 
rid of nasty noun constructions: 



BAD GOOD 

He used to help in the specification of new 
He used to help specify new software software 

Measurement of static software properties 
The tool measured static software properties was perfonned by the tool 

Clicking the icon causes the execution of the The program executes when the Icon is 
program clicked 

The analysis of the software was performed 
Fred analysed the software 

by Fred 

The testing of the software was carried out Jane tested the software 
by Jane 

It was reported by Jones that method x 
Jones reported that method x helped the 

facilitated the utilisation of inspection 
techniques by the testing team 

testing team use inspection techniques 

The Jast example is a particular favourite of mine (the bad version appeared in 
a published paper) since it manages to breach just about every principle of 
good writing style. It uses a noun construct imtead of a veib and it includes one 
of the forbidden words (fu.cilitated). However, one of the worst :features of this 
sentence is that it says "It was reported by Jones" instead of simply "Jones 
reported". This is a c~ic example of use of passive rather active constructs. 
We deal with this in the next section. 

Active versus passive style 
Consider the following two sentences: 

1. Joe tested the software 

2. The software was tested by Joe 

Both sentences provide identical information. The first is said to be in 
the active style and the second is said to be passive style. In certain situations 
it can make sense to use the less natural passive style. For example, if you 
really want to stress that a thing was acted on, then it is reasonable-to use the 
passive style. However, many scientists routinely use the passive style simply 
because they believe it is more 'formal' and 'acceptable'. It is not. Using the 
passive style is the most common reason for poorly structured sentences and 
it always leads to longer sentences than are necessary. Unless you have a very 
good reason for the change in emphasis, you should always write in the active 
style. The following examples show the improvements of switching from passive 
to active: ,--..; ,,. , 

,, 

BAD GOOD 

The report was written by Bloggs, and was Bloggs wrote the report, which was excellent 
found to be exceHent 

The values were measured automatlcally by The control system measurlld the values 
the control system automatlcally 

It was reported by the manage!' that the The manager reported that the project was in 
project was in trouble trouble 
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PERSONAL VERSUS IMPERSONAL 

Whether to use personal (first person) or impersonal (third person) style is a 
subject that causes fierce debate. Some writers insist that a report is not truly 
scientific if it is written in the first person style. There is no rational justification 
fur such an assertion. Moreover, there are now very few sciet;ltific journals that 
still insist on .third person writing. The m>st important justification for using first 
person style is that it is more natural and results in simpler sentences. Poor 
sentence structure, notably using passive rather than active style, is most com­
imnly ~ when authors are furced to write in the third person. Consider the 
following examples: 

BAD GOOD 

The current research wor1( of the author is 
I also d88Cfibe my current research work also described 

In the previous report of the authors the We discussed in detail the rationale for the rationale for the proposed -method was proposed method In our previous report discussed In detalf 

However, it was the writer's belief that this However, I believed that this situation should 
situation should not have occurred not have occurred 

Examination and discussion of the of the We must examine and discuss the results results obtained, are necessary before a before we decide decision can be taken 

In many situations avoiding the first person can also introduce ambiguity. For 
example, consider the statement 

''Recent experiments involving furmal inspections have resulted in ... " 

It is not clear whether the writer is referring to his/her own experiments, other 
researchers' experiments, or a combination of the two. 

Even worse than ambiguity is where use of third person rather than first intro­
duces genuine uncertainty. For example, consider the following: 

"It is not possible to state the exact mode of operation of the drug". 

This ]ea~ serious doubts in readers' minds. It might mean that the authors do 
not know bow the drug works, but it might also mean that the operation of the 
drug is imposmble.-

One final word about personal versus impersonal writing. Many authors, who 
are reluctant to use first person but realise that they cannot write a sentence 
naturally without it, opt to-use the expression 'one' as in ' 'One can conclude 
from the experiment ... " . I have some simple advice about this: DON'T. It 
sounds pompous and ridiculous. If you feel uneasy about saying "f' then say 
'We". 



WRITING PROCESS 

Whether you know it or not, there's a process to writing - which many writers 
follow naturally. If you're just getting started as a writer, though. or if you 
always find it a struggle to produce an essay, short story or blog, fullowing the 
writing process will he]p. 

I'm going to explain what each stage of the writing process involves, and I'll 
offer some tips for each section that will he]p out if you're still feeling stuck! 

1. Prewriting 

Have you ever sat staring at a blank piece of paper or a blank document on 
your computer screen? You might have skipped the vital first stage of the writing 
process: prewriting. This covers everything you do befure starting your rough 
draft. AB a minimum, prewriting means coming up with an ideal 

Ideas and Inspiration 

Ideas are all armmd you. If you want to write but you don't have any ideas, 
tiy. 

• Using a writing prompt to get you started. 

• Writing about incidents :from your daily lire, or childhood 

• Keeping a notebook of ideas - jotting down those thoughts that occur 
throughout the day. 

• Creating a vivid character, and then writing about him/her. 

See also How to Generate Hundreds of Writing Ideas. 

Tip: Once you have an idea, you need to expand on it. Don t make the 
mistake of jumping straight into your _writing - you'll end up with a badly 
structured piece. 

Building on Your Idea 

These are a couple of popular methods you can use to add flesh to the bones 
of your idea: 

• Free wri!fng: Open a new docµment or start a new page, and write 
everything that comes into your head about your chose:Q tQpic. Don't 
stop to edit, even if you make ~takes._ -

• Brainstorming: Write the idea or topic in·Jhe center.of your page. Jot 
down ideas that arise :from it - sub-topics •or-directions you could take · 
with the article. 

, n 

Once you've done one or both of these; you need to select what's going. intQ 
your first draft. 
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Planning and Structure 

Some pieces of writing will require more planning than others. Typically, longer 
pieces and academic papers need a lot of thought at this stage. 

First, decide which ideas you'll use. During your free writing and brainstorming, 
you'll have come up with lots of thoughts. Some belong in this piece of writing: 
others can be kept for another time. 

Then, decide how to order those ideas. Try to have a logical progression. 
Sometimes, your topic will make this easy: in this article, for instance, it made 
sense to take each step of the writing process in order. For a ·short story, try 
the eight-point story arc. 

2, Writing 

Sit down with your pJan beside you, and start your first draft (also known as 
the rough draft or rough copy). At this stage, don't trunk about word-count, 
grammar, spelling and punctuation. Don't worry if you've gone off-topic, or if 
some sections of your plan don't fit too well Just keep writing! 

If you 're a new writer, you might be surprised that professional authors go 
through muhi:ple drafts before they're happy with their work. This is a normal 
part of the writing process - no-one gets it right first time. 

Some things that many writers find helpful when working on the first draft 
iacilde: 

• Setting uide at least thirty minutes to concentrate: it's hard to 
establish a writing flow if you're just snatching a few minutes here and 
there. 

• Going somewhere without intenuptions: a _bbrary or coffee shop can 
work well, if you don't have anywhere quiet to write at home. 

' • Switching ot!" distractfug:programs: if you write your first draft onto 
a computer, you might find that turning off your Internet connection does 
wonders fur your concentration levels! When I'm writing fiction, I like 
to use the free program Dark Room (you can find more about it on our 
collection ofwriting software). 

You might write several drafts, especially if you're working en fiction. Your 
·subsequent drafts will probabfy merge elements of the writing stage and the 
revising st.age. 

1ip: "Writing requires conceJ1;frp.tio11 and energy. If you 're a new writer, don t 
try to write for hours without stopping. Instead, give yourself a time limit 
(like thirty minutes) to really focus -. without checking your email! 

3. Revising 

Revising your wor.k is about making "big picture" changes. You might remove 
whole sections, rewrite entire paragraphs, and add in infurmation which you've 
realized the reader will need Everyone needs to revise - even talented writers. 



The revision stage is sometimes summed up with the ARR.R (Adding, Rear­
ranging, Renx>viog, Replacing) approach: 

Adding 

What else does-the reader need to know? If you haven't met the required 
word-count, what areas could you expand on? This is a good point to go back 
to your prewriting notes - look fur ideas which you didn't use. 

Rearranging . 

Even when you've planned yom piece, · sections may need rearranging. Perhaps 
as you wrote your essay, you fuund that the argument would flow better if you 
reordered your paragraphs. Maybe you've written a short story that drags in the 
middle but packs ii{ too much at the end. 

Removing 

Sometimes, one of your ideas ~n't worlc out. Perhaps you've gone over the 
word count, iµld you need to take out a few paragraphs. Maybe that funny 
story doesn't ~ fit with the rest of your article. 

Replacing 

Would more vivid details help bring your piece to lire? Do you need to look 
for stronger examples and quotations to support your argument? If a particular 
paragraph isn't womng, try rewriting · it. 

T,p: If you 're not sw-e whats -wprking and what isn t show your writing 
to someone ~lse. . This might be a writers ' circle, or just a friend who s 
good with wo.rrls. Ask them for feedback.. Its best ·if you can sho.w your 
lWrk to several people, ·$,o that you can get more than one opinion. 

4. Editing 

The editing stage is distinct from revision, and needs to be done after 
revising. Editing ·involves the close-up view of 1bdividual sentences and words. 
It needs to be do_ne after you've made revisions on a big scale: or else you 
could agonize over a perfect sentence, only to end up cutting that whole para­
graph :from your piece. 

When editing, go . through your piece line by line, and make sure that each 
sentence, phrase .and word is as strong as possible. Some things to check for 
are: 

• Have you used the same word too ~r times in_ one sentence or 
paragraph? Use a thesaurus to find alternatives. 

• Are any of your sentences hard to understand? Rewrite them to 
make your thoughts. clear. 

• Which-words could you cut to make a sentence stronger? Words 
like "just'' "quite'', . "very', "really'' and "generally'' can often be removed. 
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• Are your sentences grammaticaDy correct? Keep a careful look out 
for problem; like subject-verb agreement and staying consistent in your 
use of the past, present or future teme. 

• Is everything spelt conectly? Don't trust your spell-ch~ker - it won't 
pick up every mistake. Proofread as many times as necessary. 

• Have you used punctuation marks correctly? Commas often cause 
difficu.lties. You might want to check out the Daily Writing Tips articles 
onpunctuation. 

1ip: Print out your mJrk and edit on paper. Many writers find it easier to 
spot mistakes this . -way. 

5. Publishing 

The final step of the writing process is pub~hing. This means different things 
depending on the piece you 're working on. 

Bloggers need to upload, format and post their piece of completed work. 

Students need to produce a final copy of their work, in the correct furmat. This 
often means adding a bibliography, ensuring that citations are correct, and add­
ing details such as your student reference number. 

Journalists need to submit their piece (usually called "copy'') to an editor. 
Again, there will be a certain format fur this. 

, Fiction writers may be sending their story to a magazine or competition. Check 
guidelines carefully, and make sure you follow them. If you've written a nove~ 
look for an agent who represents your geme. · 



4 Writing for Business 

The Chapter Covers : 

■ Organize 

■ Audience 

■ Start Writing 

■ Edit and Proofread 

■ Manage This Issue 

■ Business Letter Writing 

■ Writing a Letter of Interest 

■ Writing an Apology Letter 

■ Writing a Letter of Appeal 

■ Writing a Resignation Letter 

■ Requesting a Letter of Recommendation 

■ Writing a Letter of Recommendation 

■ Job Interview Thank You Letters 

■ Writing Reports · 

■ Structure of a report 

■ Refinement 

■ General Guidelines 

■ Structure of a report 

■ Refinement 

■ Types of Report Writing: 

■ Writing Project Reports: Examining the Main 

■ Some Samples: 

■ riting sensible email messages 

■ Writing Special Notices 

The purpose of business writing-is to convey information to someone else or to 
request information from them To be effective writing for business, you must be 
complete, concise, and accurate. Your text should be written in such a way that the 
reader wili be able to easily understand what you are telling or asking them 

A lot of writing for business is sloppy, poorly written, disorganized, littered with 
jargon, and incomplete. Often it is either too long or too short. All these attnbutes 
contnbute to inefrective business writing. 
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---- - - - - - - ·- -

Whether you are writing a sales proposal, an email to your department, or an 
instruction mam1al for a software package, there are certain steps you need to 
follow to create effective business writing. You need to: 

1. organiz.e your material 

2. consider your audience 

3. write 

4. proofread 

5. and edit your text. 

The emphasis on each step may vary, depending on what you are writing, but the 
steps will be the same. 

ORGANIZE 

First; organiz.e )'{?ur material When writing an email announcing a staff meeting, this 
may be as simple as collecting your thoughts. On the other hand, you may-need to 
write out a multi-level outline of the material when writing up the results of a 
pharmaceutical trial. Wrthout an appropriate level of organization, you can't be sure 
you will inchtde everything or that you will give-prominence to the most important 
topics. Omissions or incorrect focus can make your business writing less clear. 

AUDIENCE 

Before you start to write, think about your intended audience. For example, a 
presentation about your company's new 401 (k) program may have the same outline 
when given to your CFO or to all employees, but the level of detail in various are$ 

will differ. A quick email to your team, reminding them of the company's security 
procedw'es, won't have the same tone as your department's section of the company's 
amrual report. 

A1so remember that you will be more effective writing to your audience if you focus 

on what you want them to hear rather than on what you are going to say. 

STAKfWRITING 

Good writers have difrerent styles of writing. Some prerer to write everything out 
and then go back and edit. Others prefer to edit as they go along. Sometimes their 
style varies depending on the pie.cc they are writing. 

As you write, or when you edit, be aware oflength. Use enough words to make 
your meaning clear, but don't use unnec~sacy words just to make it flowery. 
Business writing needs to be clear and concise, not verbose and flowery. No one 
in business has time to read any more than necessary. 

Conversely, don't make the piece too short. Write enough that yolD' Dl("filling is clear 
and won't be misunderstood A part in a warehouse was labeled "used but good". 
It was unclear whether the author was trying to say the part had been really ~vily 



used, or that the part was not new, but was still functional. Another couple of words 
would have made his writing more effective. Don't try to shorten a piece by using 
jargon or ~bbreviations. These often mean different things to different readers. 

Regardless of the style you use when writing, you need to proofread and edit what 
you have written. 

EDIT AND PROOFREAD 

After you write anything, you need to proofread it. You may then need to edit it. 
Proofreading is re-reading what you wrote to make sure all the words in your head 
made it correctly onto the paper or the screen. Since our brains work faster than 
our fingers, you may omit words, leave off an endmg, or use the wrong homonym 
(there instead of their, for example). Proofreading catches these errors so you can 
fix them 

Obviously, proofreading a one-line email is pretty easy. Just glancing over it as you 
type may be enough. However, if you are writing an instruction manual, your proof­
reading will be more complicated and take longer. 

After you have proofread your material, you need to edit it. Sometimes these can 
be done together, but it is more effective when they are done sequentially. 

You edit to fix or change what you wrote in order to rmke the material better. When 
writing for business, this means fixing the errors and making the text c_lear and 
concise. 

MANAGE THIS ISSUE 

You are writing for business, not writing the "great.American novel". Your writing 

should be as descriptive as necessary, but it does not need to paint vivid word 
pictures using lots of big words and figures of speech. If you mean "g)ass houses", 
don't.write .. vitreous domiciles". 

Remember the rules for effective business writing to: 

1. organi7,e your material 

2. consider your audience 

3. write · 

4. proofread 

5. and edit your text. 

BUSINESS LEITER WRITlNG' ill' .. 

Purpose of a Business Letter 

A business letter ( or formal letter) is a formal way of coIDDDmic.ating between two 
or more parties. There are many different uses and business letters. ~iness letters 
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can be informational, perswlfilVC, rmtivationa1, or promotional Business letters shmili 
be typed and printed out on standard 8.5" x 11" white paper. 

Elements of a Gi>od Letter 

The most important element of writing a good letter is your ability to identify and 
write to your audience. If you are addressing your letter to the department of human 
resources, avoid using highly teclmical tenm that only engineers would understand, 

even if your letter is addressed to an engineering company, chances are that the 
personnel in human resources does not have an engineering background. 

The next element is that you make sure your present your objective in a clear and 
concise manner. Don't be vague about your objective, most people will not have 
the patience to sit there and guess at the meaning of your letter or the time to read 
a long-winded letter, just get to the point without going into wmecessary details. 

Another ~rtant element to remember is to remain professional Even if you are 
writing a complaint Jetter, remain polite and courteous, simply state the problem(s) 
along with any other relevant infurmation and be sure to avoid threats and slander. 

Business Letter Format 

Block Format: Business Letter 

Return Address Line I 1 
Return Address Line 2 

Date (Month Day, Year) 2 

Mr./Mrs./Ms.!Dr. Full name ofrecipient 3 
Title/Position of Recipient. 
Company Name 
Address Line 1 
Address Line 2 

Dear Ms./Mrs./Mr. Last Name: 4 

Subject: Title of Subject 5 

Body Paragraph 1 . . . . . . . . . . . . . . . . . . . . ... . .. . ...... .. ..... .. . . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . - .. .. . .... ... . .. . .... ... .... . . 
. . . . . . . . -...... . ....... . . . ......... . .. . - .......... . 

Body Paragraph 2 . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. ... 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ........... . 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • ♦ • • • ♦ • •• • • • ••••• • ♦ •••• 

Body Paragraph 3 . .. .. .•....... _ . . . . . . . . . . . . . . ........... ... .. . 
. . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . 

Closing (Sincerely ... ), 7 

Signature 8 

Your Name (Printed) 9 



Your Title 
Enclosw-es (2) 10 

Typist Initials. 11 

The block format .is the simplest format; all of the writing is flush against the left 
margin. Other Business Letter Formats 

Your Address 1 

The return address of the sender of the letter so the recipient can easily find out 
where to s.end a reply to. Skip a line between your address and the date. (Not 
needed if the letter is printed on paper with the company letterhead already on it.) 

Date2 

Put the date on which the letter was written in the format Month Day Year ie. 
August 30, 2003. Skip a line between the date and the inside address (some people 
skip 3 or 4 lines after the date). 

Inside Address 3 

The address of the person you are writing to along with the name of the recipient, 
their title and company name, if you are not sure who the letter should be addressed 
to either leave it bJank, but tJ:y to put in a title, i.e. "Director of Human Resources". 
Skip a line between the date and the salutation. 

Salutation 4 

Dear Ms./Mrs./Mr. Last Name:, Dear Director of.Department Name: or To Whom 
It May Concern: if recipient's name is unknown. Note that there is a colon after the 
salutation. Skip a line between the salutation and the subject line or body. 

Subject Line (optional) 5 

Makes it easier for the recipient to find out what the letter is about. Skip a line 
between the subject line and the body. 

Body6 

The body is where you write the content of the letter; the paragraphs should be 
single spaced with a skipped line between each paragraph. Skip a line between the 
end of the body and the closing. · 

Closing? 

Let's the reader know that you are finished with your letter; usually ends with 
Sincerely, Sincerely yours, Thank you, and so on. Note that there is a comma after 
the end of the closing and only the first word in the closing is capitalized Skip 3-
4 lines between the closing and the printed name, so that there is room for the 
signahrre. 
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Signature 8 

Your signatme will go in tlm section, usually signed in black or blue ink with a pen. 

Printed Name 9 

The printed version of your ~. and if desired you can put your title or position 
on the line underneath it. Skip a line between the printed name and the enclosure. 

Enclosure 10 

If letter contains other docmnent other than the letter itself your letter will include 
the word ~~nclosure." If there is more than one you would type, "Enclosures(#)" 
with the # being the number of other documents enclosed that doesn't include the 
letter itself 

Reference Initials 11 

If someone other than yourself typed the letter you will include your initia1s in capital 
letters followed by the typist's initials in lower case in the following format; AG/gs 
orAG:gs. 

Sample Business Letter 
3519 Front Street 
Mount Celebres, CA 65286 

October 5, 2004 

Ms. Betty Johnson 
Accounts Payable 
The Cooking Store 
765 Berliner Plaza 
Industrial Point, CA 68534 

Dear Ms Patel, 

It has come to my attention that }tJ\tt company, The Cooking Store has been late 
with paying their invoices fur the past three months. 

In order to encourage our customers to pay for their invoices before the due date, 
we have implemented a discount model where we'll give you 2% off your invoice 
if you pay us within IO days of receiving the invoice. 

I hope that everything is going well for you and your company. You are one of our 
biggest customers, and we appreciate your business. If you have any questions, you 
can feel free to contact me at (555) 555-5555. 

Sincerely, 

Signature 

~ccounts Receivable 



Writing a Complaint Letter 

When writing a complaint letter you want to keep it short and to the point to help 
ensure that your letter will be read in it& entirety, if you write a seven page comp1aint 
letter, it's highly unlikely that someone will sit down and read all seven pages. 

The compJaint letter should be addressed to the customer service/consumer aflairs 
department or the head office if there is no custo~ service department. The 
address and contact information of the customer service department should be 
available on the company's products or website. 

A hard-copy complaint letter should be written in the business letter format, while 
an email should be sent in the same format but without the heading (your return 
address, their address, and the date). 

Complaint Letter Writing 

In the first paragraph you should identify what the issue is and any relevant infor­
mation that you believe is important. Be sure to include the following infurmation if 
it's applicable to the situation: the date/time of the issue, location, name of person 
on duty, name of product, what the problem was, your account number, model 
number, pm, warranty infurmation and reference number. Be sure to Btu with the 
fucts and avoid putting ezootioils into your letter. 

The next paragraph should" state what you would like done to resolve the situation. 
If you received poor service, you could request an apology or a coupon. If a 
product malfimctioned, you could request that you could exchange the product for 
a new one or request a refund. 

The Jam paragraph should thank the reader fur the time. You can also throw in some 
compliments about something you liked about their company's product or service. 

You should include your telephone mnnber/e-mail address after your printed name 
so that they can contact you ASAP if necessary. 

Be sure to keep a copy of the letter for yourself and include photocopies of any 
relevant documents and enclose them with your letter. 

Sample Complaint Letter 
65 Market Street 
Val Haven, CT 95135 

June 30, 2004 

Customer Service 
Cool Sports, LLC 
8423 Green Terrace Road 
Asterville, WA 65435 

Dear Sir or Madam: 

,·. 
' .,. .. 

• I 

I have recently ordered a new pair of soccer cleats (item #6542951) from }'WI' website 
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on June 21 . I received the order on June 26. Unfortunately, when I opened it I saw 
that the cleats were used. The cleats had dirt all over it and there was a small tear 
in front of the part where the left toe would go. My order number is AF26 l 68 l 56. 

To resolve the problem. I would like you to credit my account for the amount charged 
for my cleats, I have already went out and bought a new pair of cleats at my local 
sporting goods store so sending another would result in me having two pairs of the 
same cleats. 

Than you for taldng the time to read this Jetter: I have been a satisfied customer of 
your company for many years and this is the first time I have encountered a problem. 
If you need to contact me, yuu can reach me at (555) 555-5555. 

Sincerely, 

Signature 

lCt"Jl Thomas 

WRITING A LETTER OF INTEREST 

The letter of interest is also called a "prospecting letter" and with good reason. It's 
a type of cover letter you write when you're searching for a golden job opportunity. 
The letter of interest is your first chance to make a good impression on a prospec­
tive employer. 

Letters of interest are written to express your interest in working for a particular 
company in a specific field. Your letter may be written either in response to a job 
opening or just to investigate possible employment. 

Human resource departments receive dozens of letters of interest each week. 
However, make your letter stand out from the crowd using the following tips: 

1. Before you write, do your homework. Research the background of the 
company and familiarize yourself with their products and/or services. 

2. Be sure to find out the name of the individual who does the hiring. Address 
your letter to his/her attention and use her/his name in the salutation. ' 'To 
Whom It May Concern" and "Dear Sir or Madron" are both o~ted and 
considered to be lazy or even rude. 

3. Start your introductory paragraph with the reason you are interested in 
pursuing employment with this company. Try not to start the first sentence 
with "f'. (See sample letter of interest.) Also, explain what prompted your 
inquiry, such as a classified advertisement, a media article or interview, or 
a referral from an employee. · 

4. In the next paragraph(s), give specific examples of your qualifications. Don't 
hesitate to indicate the reasons why you would be an asset to the company. 
illustrate your skills, strengths, and achievements in a professional, yet per­
sonable way. Stay away from strings of abbreviated credentials. These, if 



you have them, should be on the resume you'll enchse with_the Jetter. Direct 
the reader to your resume and any other enclosures. 

5. In your final paragraph, thank the individual for hisJher time in considering 
you as a new employee. Jndjcate a ~e time when you will contact him' 
her by phone to fullow up on your letter. Also, be sure to let the individual· 
know-how to contact you. 

A hard-copy interest letter shouki be written in the ._business letter format, while an 
email should be sent in the same format bufwithout-the heading (your return ad­
dress, their address, and the date). 

Keep your letter short, no more than a single page. Remember to check it thor­
oughly for errors m spelling, grammar and to be sure it addresses each pomt you 
wanted to make. 

Sample Letter of Interest 
421 Liberty St 
Kenyon, MN 55021 

June 7, 2007 

DTI 
111 Riverfront Ste 325 
PO Box - Box 157 
Wabasha, MN 55946 

Attention: Jen Carison 

Dear Ms. Carlson: 

Your recent advertisement in the Herald made it clear that customer satisfaction is 
an integral part of DU In addition, my close friend, Paula Chavez who is in your 
employ, suggested that my special talents might benefit your customer service 

department 

Part .of my success is because I place a high value oo personal integrity and 
represent both my employer and myself in an ethical and respectable manner. Added 
to my diligence in paying close attention to detail, as a representative of your 
company I would bring focus not only to the value of your services, but also to 
quality, customer s~ce and the, case of doing business with DTI. Furthermore, I 
am ·a hard, smart-working. self-staz:tcr who worlci equally well in a team environment 
ar individually. · 

I will call you on June 15 to answer any questions about this ·letter or my resume 
in the hope of scheduling an interview. If )'OU prefa, please contact me by phone 
(555) 454-1307 ar CHnail, ljones@nowhere.com. 

Thank you for your time in considering my qualifications. 

Sincerely, 

Signature 

.... inda Jones 
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COVERLEITERWRITING 
· What is a cover letter? 

A cover letter is a brief one page letter sent along with the resume to potential 
employers. The purpose of the cover letter is to present yourself to potential em­
ployers and to let them know what position you are interested in .and why you• d 
be a good fit for their company. 

Cover Letter Format 

A hard-copy cover letter shouJd be written in the busine~ letter furmat, while an 
email should be sent in the same format but without the heading (your return ad­
dress, their address, and the date). 

Cover Letter Writing 

Generally the cover letter will consist of three paragraphs. The first paragraph is an 
introductory one which introduces yourself You want to include infurmation on the 
position you are looking for and how you heard about and why you are interested 
in the position and/or company. 

The second paragraph shouJd provide inftnmation on your skilL' strengths, educa­
tion. qualifications and/or experience. This paragraph should be concise and give 
specific examples of why you are the ideal candidate-and not simply restate your 

~-
The final paragraph should close up the letter by requesting an interview and pos­
sfuly suggestion times that are convenient for you or stating that you can come in 
at a time that's convenient fur the employer. Also you should let the recipient know 
what the best way and/or time to contact you is (you should let them know both 
your contact email and phone number so that they can cont.act you in their pte:funed 
method). Or you can let them that you'll follow up on this letter with a phone call 
in several days. You should thank them for ~ir time t.o close up the letter. 

Each cover letter that you send out should be unique and tailored to the specific 
company and position you are applying to. Using one cookie .cutter cover letter will 
lessen your chances fur landing an interview. M;o be sure to check fur grammar and 
spelling and keep the letter to one page in length. · 

Sample Cover Letter 
527 West Ave. 
Elm~ CT 23865 

October 28, 2004 

Mr. Michael Black 
Directory of Human Resources 
Global Answers 
6542 Sioux Fal_ls, NY 

• I 



Dear Mr. Black: 

It is with great interest that I am applying for the position of chief accountant When 
I read the job description in your ad on the New York Times on August 12th, I felt 
that it was en ideal match with my career aspirations. I have always wanted to work 
fur a Fortune 500 company such as Global Answers. 

I believe that I am the ideal candidate for the position due to my extensive experience 
as an auditor for K.PMG At my current position at KPMQ I perform all of the same 
tasks that are descnbed in your ad for the chief accountant position. In addition to 
that I have a reputation for being a hard worker who makes sure the job is done right 
the first time. My reports are always completed well ahead of the deadline. 

Feel free to contact me and setup an interview at your earliest convenience. You 
can reach me by way of e-mail at K.enJacobs@nadate.oom or by way of phone 
at (555) 555-5555. I look forward to discussing with you my future with Global 
Answers. Thanks for your time and consideration. 

Sincerely, 

Signature 

Ken Jacobs 

Enclosure: resume 

WRITING AN APOLOGY LETTER 

An apology letter shows that you are sony and says that you value your relationship 
with the other party. The sooner an apology letter is written and sent out the better 
it is for the relationship. Depending on the nature of the letter, it can either be written 
in the friendly or the business letter format. 

Friendly/Penonal Apology Letter 

If this is a personal letter ybu should start the letter by saying that you are sony to 
the recipient. Next you should admit your fault and take responsibility for your 
actions. Next you should vohmteer or ask if there is any way that you can help out 
to resolve the situation. Then you should let the recipient that you will try to make 
sure that the situation will not happen again. To close off the letter you should 
apologize again. When writing a personal apology Jetter it should come :from the 
heart and be sincere. 

Formal/Business Apology Letter 

Iftbis is a business letter you should start the letter by saying that you are sony to 
the recipient. Next you should give an explanation as to what went wrong. Then you 
should try to rectify the problem. To close off the letter you should apologize again. 
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Sample Apology Letter (Business) 
5868 Maple Wood Street 
Fairfield, PA37626 

November 29, 2004 

Mr. Joseph Bicman 
358 Noncook Road 
John's Town, PA 57323 

Dear Mr. Bicman: 

I apologize fur the mix-up of order#: 26429782. We have just implemented a new 
packaging system that still has a few bugs to be worked out, but we did fix your 
order and sent it out this morning. For your trouble, we have enclosed a $25 gift 
certificate which can be used at any of our stores. Once again I would like to 
apologize for the mix-up in your order and any inconveniences this may have caused 
you. 

Sincerely, 

Signature 

Scott Mahoney 
Customer Service Manager 

WRITING A LETTER OF APPEAL 

In cases where unfuir t:.reatmeot: was 0011 o 1 ,jtted, a letter of appeal can help to rectify 
the situation. An appeal letter allows you to state your side o_fthe story using facts 
to support your cause to convince the reader(s) to reconsider your case. 

A bard-copy letter of appeal shouJd be written in the business letter format, while 
an email shouJd be sent in the same format but withoµt the heading (your return 
address, their address, and the date). . .. 
Appeal Letter Writing 

The first paragraph should introduce yourself and expJain why you fµ"e writing the 
letter. Although it may be difficult, be sure to keep your tone and emotions in check 
so that you can show that you can present an objective viewpoint. Keep the first 
paragraph as concise and c~ as possible so that the reader can innnediately 
understand its urgency. 

The next paragraph(s) should narrate the-account of what happened, and why your 
appeal shol,lld be granted. Include all the necessary mets in order to legitimize your 
case. You can start by referring to your handbook or guidelines as member of that 
particular group or institution Ahlo, provide specific ~ and date when particuJar 
events-occurred. To make your letter more reader-friendly, use bullet-points every 
time you need to enumerate. After doing this, refer to testimonials from people 
related to your work, t:ramcript of records, and medical certificate, ifn~ary. Be 
certain to cover all the bases necessary to 



The last part should summarize everything you have stated above. Repeat the 
necessary points that need to be elucidated. Also include the contact details and 
where you can be reached Close out the letter by thanking the reader fur their time. 

Sample Letter of Appeal . 
4682 Farrow Parkway 
Chicago, IL 60621 

June 20, 2007 

Jack Copeland 
Dean, Academic Division 
Chicago College University 
1323 E. 84th St., 5th_ floor 
Chicago, IL 60621 

Dear Mr. Copeland; 

I am a senior Philosophy major who took PH401 Advanced Metaphysics class under 
Prof. Vanleer, and I am writing to you to appeal a retake for the final comprehensive 
oral exam that was given on June 18, 2007. 

I feel that Mr. Vanleer did not give my situation the proper respect and understand­
ing that it truly deserved. On June 8, 2007 at 10:37 AM., I was struck by a sedan 
going 65 mph on my way to the university. I survived the accident but fractured the 
bones in my legs and hips. I have enclosed the medical docwnen.ts detailing my stay 
at St. Francis Hospital along with this letter. 

Because of this setback, I had to reschedule all my exams for the following week 
(June 18-22, 2007) and move to the week after that (June 25-29) to allow for me to 
recover. I bad my classmate Tom Saunders send the necessary letters to all of my 
professors requesting to postpone the date of my final exams by a week. All of them 
agreed except for Prof. Vanleer, who did not send any reply at all. The doctors said 
that it would take me at least two weeks to properly recover, and even ifl did prepare 
for my exams for Prof Vanleer, I would not be able to produce the expected output_. 
considering my debilitated conditioo. 

I feel that the situation is not warranted because I never got a grade lower than a 
B or (80-85) on his exams. Therefore, the risk of me firiling the course and being 
prevented from graduating because of not being able to take his final exams due to 
an unavoidable circumstance is unacceptable. The handbook states in Article m, 
Section II that ''Students who have medical emergencies prior to a particular exam 
will be given the option to reschedule that exam." 

The medical situation which prevented me from taking the final at the scheduled time 
was beyond my control. I would ask you to grant me another opportunity to take 
the final exam. I look forward to meeting with~ to discuss this matter. Feel free 
to call me with any qu~ons at ~~5-555-5555. I appreciate the time that ~ have 
taken to read my appeal. 

Sincerely, 

Signature 

Jordan Summer 

~closure 

,. ·' 
I • .. 
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WRITING AN INVITATION LETfER 

An invitation letter serves the purpose of inviting a guest to a party, an event or a 
celebration while conveying more information than a traditional invitations card It 
serves two purpo~s; one, to invite the individual to the event and two, to ensure 
that the person receiving the letter is going to attend 

There are two temes used within the invitation letter, the· present and the future. The 
present t~ conveys information about the event and the future tense ensmes the 
guest is going to attend 

Business Invitation Letter 

An invitation letter is a formal way to invite peers and clients to events which are 
being hosted by the company and are one of the most popular ways of inviting 
guests to functions. The professional .invitation should be written in a formal tone, 
even when being sent to friends and fumily members, if the letter is also being sent 
to professional contacts. 

The introduction allows the host and sender to introduce themselves, as well as the 
organiz.ation in which they have chosen to represent. A simple background of the 
individual or company will suffice in this section of the letter. 

Next, in the body of the letter it is important to outline all of the information about 
the event. The date and time should be included as well as the theme and purpose 
for the event. At this point, a date should be mentioned in which guests should 
provide their reply by, and it may also contain any information regarding special 
roles played at the event, attire and iteim required for the guest to bring. 

Be sure to mention any specifications about dress code in the .invitation letter. 

Next, in one sentence, the appreciation for the guest to attend the party should be 
shown. This can be completed with a formal note, stating that you 1.Qok fotward to 
seeing the individual at the event. Remember, this needs to keep in tone with the rest 
of the letter. 

The conclusion should contain the sign off and a line that ties the complete letter 
together, drawing the end of the invitation, with a salutation and a signature. 

Friendly Invitation Letter 

A friendly invitation letter is similar to a business letter but contains less formal 
speech and can make nuances with memories that may be shared with the guests 
whom are being invited to the occasion. 

Friendly invitation· letters are used for a variety of reasons from engagement parties 
and showers to wedding invitations. They can also be used for personal parties and 
showers as well as housewarming get together. Personal invitation letters should be 
signed with a less formal sign oft: such as; yours sincerely, best, or sincerely. 

Invitation letters are used as an alternative to traditional invitations. They allow the 
host to convey different messages through the tone of the letter. Invitation letters 



allow the host to convey additionalinrormation that what is traditionally shared in 
an invitation card. Metmries can be shared with close friends and family members 
that bring about memories of past events. 

When sending an-invitation le.tter, be sure to edit it completely, ensuring there are 
no punctuation, grammatical or· spelling errors before the letter is sent to potential 
guests. Using t~ese techniques, you should be able to create personal and profes­
sional invitation letters with atse. 

Sample Invitation Letter (Business) 
Lockwood Middle School 
307 Main Street 
Lockwood, NJ S 1686 

December 17, 2008-

Mrs. Jody Coting 
President 
Lockwood Health Association 
23 Main Street 
Lockwood,· NJ 

Dear Mrs. Coling: 

My name is Susan Harris and I am writing on behalf of the students at Lockwood 
Middle Schoo]. We would like to invite_you to attend a special event being held at 
our school in a week's time. 

A significant a:ipount of the students at the school have been working on a project 
which relates to the unempl())'Dlent problem within the youth demographic of 
Lockwood. Yware invited to attend a presentation that will be held within the media 
room of the school where a variety of proposals that will demonstrate the ability of 
the community to develop employment opportunities for the youth within the com­
munity. 

At the presentation. there will be several students receiving awards which will 
recognize them within the comn;iunity from the Mayor. Refreshments will also be 
available at the presentation. 

As one of the prominent figures in the community, we would be honored by your 
attendance. Please reply by Monday the 26th of February to confirm your atten­
dance to the function. 

We look forward to seeing yPU there, 

Sincerely, 

Signature 

Ms. Susan Harris · 

- . . 
WRITING A-RESIGNATION LEITER 

Before sitting down and writing a resignation letter, you should be almost l 00% 
certain that you want to leave your current job, if not many complications can arise. 
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A hard-copy resignation letter should be written in the business letter format, while 
an email should be sent in the same format but without the heading (your return 
address, their address, and the date). The letter should be directed towards your 
supervisor or manager. 

At a minimum the letter shou1d state that you are leaving, when you are leaving, and 
thank them for the tnre that they have employed you. It is common courtesy to give 
at least two weeks notice before you leave your job, but sometimes you'll have no 
control over it. 

It is important that you keep your letter positive, you want to maintain a good 
relationship with your employer and co-workers, and they can be potential future 
references or business associates. If you fuel like your reason for leaving is honor­
able, you can include the reason for leaving in your letter, but if you think your 
reason for leaving may rub your employer the wrong way, there is no need to put 
the reason in your letter. 

Resignation Letter Writing 

The first paragraph of your letter should state that you are leaving and when you 
are leaving. 

The second paragraph should explain your reason for leaving the company. (This 
paragraph is optional.) 

In the third paragraph you c~ offer to make your n:signation go smoothly for the 
company. For example, you can offer to help train a rep~nt with the ilire you 

still have left. (This paragraph is also optional) 

The last paragraph should thank the employer fur the opportunity to work for, wish 
' . . 

them well and/or express interem .in maintaning your professional relationship. 

Sample Resignation Letter 
483 Spring Road 
Ft. Berliner, VA 58265 

October 21, 2004 

Mr. Jack Wtlkins 
Head of Inventory Control 
Widgets Unlimited, Inc. 
16 Ferris Blvd. 
Clinton, VA 58763 

Dear Mr. Jenkins: 

I am formally notifying you th~t I'll be tendering my resignation from Widgets 
Unlimited, Inc. My last day will be on November 12, 2004 

I never imagined that I would have to leave . Widgets Unlimited, but due fo the 
relocation of my wife's work to New York, I have made the decision with my wife 
to move up to New York as a fimilly. 



If there is anything that I can do to make this transition easier for th~ company, let 
me know and I'd be more than willing to help out. 

I have truly enjoyed my work here and I would like to thank you for the 
opportunity that you have given me to work here at Widgets Unlimited. 

Sincerely, 

Signature 

Scott Nelsoo 

Inventory Specialist 

REQUESTING A LETTER OF RECOMMENDATION 

Getting a good recommendation letter can significantly help you out in your appli­
cation process so it is important to ask someone who you are in good terms with 
for a letter. It is also important to ask someone that knows you well for a recom­
mendation and ask them for it in person. If you are seeking a_ letter for college or 
graduate schools, then it is recommended that you request letters from your teach­
ers/professors. If you are seeking a letter for a job, business or professional school 
then it would be ideal if you got one from your current company. If you have not 
been at your cmrent company long or if you are not currently employed then asking 
a previous employer is recommended. If that is not possible seek recommendations 
from respected professionals that you may know, such as doctors, lawyers, politi­
cians, ministers and so on. 

.Ask for the letters early on, don't wait until the day before the letter is supposed 
to be sent in to request the letters ofreoonnnendation. Instead ask ahead of time. 
If you are_ going to apply to school ask your professor at least a month ahead of 
time. If you are seeking a professional letter, ask for a letter ofrecommendation 
whenever you leave a job. · 

Assist the writer with as much material as necessary, providing the writer with your 
resume and a list of acbievments will make it easier on the writer. You may also want 

to give him'her any information that will help with the letter including your plans for 
the future, your strengths, experiences and other qualities you want to be presented 
in the letter. Be honest about the information you give, if you embellish it'll catch up 
with you later. 

You shouki provide the writer with a stamped and addressed envelope. Also if there 
is a guideline that needs to be followed <;>r any other material that needs to be filled 
out, you should provide that to him/her. 

After ·the letter is sent out, you shouki send a t:liank you note to the writer. You can 
also thank them in person or over the phone as well. 
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WRITING A LETTER OF RECOMMENDATION 

If you are requested to write a letter of recommendation but think that he/she is a 
poor employee/student or if you don't know him/her very well it is best if you 
decline. If you feel that you know the employee/student well it is a good idea to ask 
for additional information and/or conduct a short interview with him/her so that 
you'll have solid information to write in your letter 

Follow the business Jetter format with the exception of the inside address which you 
can leave out ifit is unknown. Unless the name of the person is given to you, you 
should address the "To Whom It May Concern:" Also be sure to include your 
phone number and/or e-mail so the reader can contact you with any questions. 

Letter of Recommendation Writing 

The mt paragraph should start out by stating your relationship to the applicant and 
how long you have known him/her. You should a1so state your professional position 
at the company/school and any additional information about yourself that will he)p 
build your credibility as a good reference. · 

The second paragraph should focus on building the applicant. It should give an 
overview of the candidate and his/her strengths and qualities. 

The next 2 to 3 paragraphs shou1d focus on a single quality followed by an example(s) 
of how they show that quality. 

The closing paragraph should reiterate that the applicant would be a good em­
ployre/studen,t and add any additional comments that you may want to bring up. 
You can aJso write about why you think the employee/student will be a good fit with 
the company, schooi and/or position. Also let the reader know that he/she can 
contact you if they have any additional questions. 

Sample Letter of Recommendation 
562 Banquest Street 
Fair Valley, AL 81356 

September 28, 2004 

To Whom It May Concern: 

It is with great pleasure that I am recommending Rose Berdinger to you. I am the 
Head Sales Manager at Vacuums Pkis and Rose has-been under my supervision from 
November of 2000 to August of 2004 as a saleswoman. J, 

Rose would be a great asset to any c~pany. Sh~ is one of the brightest employees 
that I have ever had She also has ·a great drive ilbd ·passion for her work. 

Rose i$ such a quick learner. Within her first two weeks at Vacuums Plus she had 
lC11-med all the product names, their features, and how they work. It normally takes 
a new employee at least two mcmths to get mm.iliar with all the products that we sell. 



Rose's drive has led her to great success at Vacuums Plus. She has had the honor 
of receiving the "Top Sales Person of the Month Award" ten times in her last year 
at Vacuums Plus, which is a fe.at that no employee has ever achieved here before. 

I believe that Rme Berdingex will be an excellent fit fur your company. ~ has been 
nothing short of an exemplary employee. If you have any further questions, feel free 
to contact me at (555) 555-555 and I'll be happy to answer any questions you have. 

Sincerely, 

Signature 

Peter Ziggad 
Head Sales Manager 

JOB INTERVIEW THANK YOU LETTERS 

You should write a thank you letter as soon as po~ible (with.in 24 hours is recom­
mended) after the job interview, at a minimmn this should be done through email but 
is recommended that you do this through a hard-copy of a Jetter printed out of your 
computer which can be sent in through the postal mail or fuxed in. Hand written 
notes on thaak you cards are also acceptable and good for short thank you notes. 

A bard-copy thank you letter should be written in the business letter format, while 
an email should be sent in the same format but without the heading (your return 
address, their address, and the date). 

Thank you letter writing 

The first paragraph should consist of thanking the interviewer for the interviewing 
you (remind him/her about the position you interviewed for and the date of your 
interview). You can also include information about your impre~ions about the com­
pany. 

The second paragraph shou1d state your interests in the company and-include any 
additional information about yourself that was not brought up in the interview which 
would make you a good candidate fur the position. You can also empbasiu your 
qualifications that were already discussed during the interview (don't make this 
paragraph too long, try to keep it between 3-5 sentences, pick the traits that you 
think were most important to the interviewer and emphasu.e them). 

The 1ast paragraph shouki let the requiter know Uurt you-expect to hear from them 
soon. Also let them know that you are available to come in again and are willing 
to discuss the job further. ~ ~~ your co~. infunnation again and what the 
best method and/or time to contaci,ypµ is. To finish up the letter, thank them again 
fur the interview. 

Notesffips 

• A thank you letter shows that you have good business etiquette, your inter­
est in the company and the position, and reiterates your positive qualifica­
tions to the interviewer so it shou1d not be put off 
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• If there was more than one interviewer; write individual thank you letters to 
each of the interviewers (make sure each letter is unique). !fit was a panel 
of interviewers interviewing you at the same time, you can send out one 
letter and address it to the head interviewer and the interview panel and 
thank them as one group. 

• lfyou forget the spelling or the names of the interviewers, simply call the 
company and request the proper spelling and title. 

• Keep the thank you letter brief; make sure the letter does not go past one 
page in length. 

• Check fur proper grammar usage and spelling. 

Sample Interview Thank You Letter 
215 Casandle Drive 
Middle Brook, FL 32634 

December 15, 2004 

Mr. Nigel Adams 
Director of Human Resources 
Nagata Resorts 
6528 Castle Point Street 
South Port, FL 38625 

Dear Mr. Adams: 

I would like to thank y,ou for taking the time to interview me for the position of hotel 
manager on Dec.ember 14. I was very impressed with the amount of vacationers that 
you stay at Nagata Resom every year. 

I appreciate the time that you spent discussing the responsibilities of the position. 
I believe that my credentials make me an ideal candidate for the position. As I 
mentioned in my interview with you, I already have 7 years experience as a hotel 
manager. I am very organized and have a high attentipn to detail. I also believe that 
the cusron:ier is the most important ·asset, so I always treat them with the utmost 

respect. 

I look forward to hearing your decision about the position. You can contact me at 
(555) 555-5555, if you have any further questions, I'd be more than willing to come 
in and discuss them with you. Thanks again for the opportunity 1o interview with 

Nagata Resorts. 

Sincerely, 

Signature 

Chad.Ulster 



How to Write a Farewell Letter to Your Co-Workers 

If you are resigning from your job, you should not send out a farewell letter until 
you have notified your manager ofyourresignation. Sending out a farewell letter 
anytime after that is acceptable. 

Typically a farewell letter will be sent through e-mail and it should be sent in the 1 

the business letter format, but without the heading (your return address, their ad­
dress, and the date). 

Farewell Letter Writing 

You should try to keep overall tone of your letter positive and avoid any personal 
attacks or negative comments about the company. 

The first paragraph should contain confinnation that you are leaving your job. Let 
yom: colleagues know when your last day will be. Use your own discretion on 
revealing why you are leaving and where you'll be going. 

The next paragraph(s) should express your apprectiation about for your job. You 
can call out specific projects, assignments, or people that you are thankful for or 
learned from 

The last paragraph should conclude with the inclusion of your personal contact 
information. This may include your personal ermail where you can be reached, your 
phone number, and/or a social media profile 

Sample Farewell Letter 
Dear Colleagues: 

As some of you may already be aware, I will be leaving my job at Acme Corp shortly. 
My last day will be next Friday. I have come across a new opportunity that I could 
just not pass up. 

I 'IW\J.ld like to thank all ofyou'foc·your support during my tenure here at Aane Cmp. 
I have learned a great deal here arid will definetly ~ all of}"UU- I especially enjoyed 
the afternoon talks by the water cooler. 

I would love to keep in touch with_ you; I can reach me at my personal e-mail address 
at rohan@email.com. 

Sincerely, 

Rohan 
Senior Compliance Analyst 

WRITING REPORTS 

General Guidelines 

These are some general things you should know before you start writing. I will try 
to answer the questions of the purpose of report writing, and the overall approach 

. as well. 
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Purpose of a report: writing to be read 

A key thing to keep in mind right through your report writing~ is that a report 
is written to be read, by someone else. This is the central goal of report-writing. 
A report which is written for the sake ofbeing written has very little value. 

Before you start writing your report, you need to have in mind the i.ntended audi­
ence. In the narrowest of possibilities, your report is meant for reading by your­
selves, and by your advisor/instructor, and perhaps by your evaluation conmrittee. 
This bas value, but only short-term. The next broader poSSlbility is that your report 
is readable by your peers or your juniors down the line. This has greater value since 
someone else can continue on your work and improve it, or learn from your work. 
In the best case possibility, your report is of publishable quality. That is, readable 
and useful for the technical comnmnity in general. . 

Overall approach: top-down 

Take a top-down approach to writing the report (also applies to problem solving 
in general). This can proceed in roughly three stages of continual refinement of 
detailc;. 

1. First write the section-level outline, 

2. Then the subsection-level outline, and 

3. Then a paragraph-level outline. The paragraph-level outline would more--or­
less be like a presentation with bulleted points. It incorporates the flow of 
ideas. 

Once you have the paragraph-level flow of ideas, you can easily convert that into 
a full report, by writing out the flow of ideas in full sentences. 

Wlnle doing the paragraph-level ~utline, think also about (a) figures, (b) tables, and 
(c) graphs you will include as part of the report at various stages. You will find that 
many things can be better explained by using simple figures at appropriate places. 

Another thing to nail-down while doing the paragraph-Jevcl outline is the terminology 
you will be using. For instance, names of various protocols/algorithtm/steps in your 
solution. Or names/symbols for mathematical notation. 

The overall approach also includes multiple stages of refinement, and taking feed­
back from others (peers/ad\'i&or,/~ctor). l1wi.ll·talk: about these in more detail 
after talking about the overall report structure. 

STRUCTURE OF A REPORT· •, 

The following should roughly be the structure of a report. Note that these, are 
just guidelines, not rules. You have to use your intelligence in working out the 
details of your specific writing. 



• Title and abstract: These are the most-read parts of a report. This is how you 
attract attention to yom writing. The title shoukl reflect what you have done and 
should bring out any eye-catching factor of your work, for good impact. 

The abstract should be short, generally within about 2 paragrapm (250 words 
or so total). The abstract should contain the essence of the report, based on 
which the reader decides whether to go ahead with reading the report or not. 
It can contain the fullowing in varying amounts of detail as is appropriate: main 
motivation, main design point, essential difference from previous work, meth­
odology, and some eye-catching resuhs if any. 

• Introduction: Most reports start with an introduction section. This section 
should answer the following questions (not necessarily in that order, but what 
is given below is a logical order). After title/abstract introduction and conclu­
sions are the two mainly read parts of a report. 

. . 

o What is the setting of ire problem? This is, -in other words, the background. 
In some cases, this may be implicit, and in some cases, merged with the 
motivation below. 

o What exactly is the problem you are trying to solve? This is the problem 
statement. 

o Why is the problem important to solve? This is the motivation. In some 
cases, it may be implicit in the background, or ire problem statement itself 

o Is the problem still unsolved? The constitutes the statement of past/related 
work crisply. 

o Why is the problem difficult to solve? This is the statetren.t of challenges. 
In some cases, it may be implicit in the problem statement. In others, you 
may have to say explicitly as to why the problem is worthy of a BTech/ 
MTech/PhD,_or a_sem~ster project, as the case may be. 

o How have you solved the problem?. Here you state the e~ence of 
your approach. This is of course expanded upon later, but it must be 
stated explicitly here. 

o What are the conditions under which your solution is applicable? This is 
a statement of assumptions. 

o What are the main.results? You have-to •present the main summary of the 
results here. 

o What is the summary of Y9\ll' contripptions? This in some cases may be 
implicit in the rest of the introduction. Sometimes it helps to state contri­
butions explicitly. · · · · 

, f f • I • ' 

o How is the rest of the report organiz.ed? Here you inchule a paragraph on 
the flow of ideas in the rest of the report. For any report beyond 4-5 
pages, this is a must. 
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The introduction is nothing but a shorter version of the rest of the report, and 
in many cases the rest-of the report can also have the same flow. Think of the 
rest of the report as an expansion of some of the points in the introduction. 
Which of the above bullets are expanded into separate sections (perhaps even 
nmltiple sections) depends very mu.ch on the problem. 

• Background: This is expanded upon into a separate section if there is sufficient 
background which the general reader nrust understand before knowing tl?e 
details of your work. It is usual to state that ''the reader who knows this 
background can skip ~ section" while writing this section. 

• Past/related work: It is COIIlIOOll to have this as ,a separate section, explaining 
why what you have done is something novel Here, you must try to think 
of dimensions of comparison of your work with other work. For instance, 
you may compare in terms of functionality, in terms of perfonnance, and/or in 
terms of approach. Even within these, you may have multiple lines of compari­
son - :functionality-1, :functionality-2, metric-I, metric-2, etc. 

Ahhough not mandatory, it is good presentation style to give the above com­
parison in terms of a table; where the rows are the various dimensions of 
comparison am the cohmms are various pieces of related work, with your own 
work being the first/last cohmm. See the related work section of my PhD thesis 
for an example of such a table:-). 

While in general you try to play up yom work·with respect to .others, it is also 
good to identify points where your solution is not so good compared to others. 
If you state these explicitly, the reader will feel better about them, than if you 
do not state and the reader figuro! out the fla:ws in your work anyway:-). 

Another point is with respect to the placement of related work. One posSJbility 
is to place it in the beginning of the report (after intro/background). Another is 
to place it in the end of the report (just before conclusions). This is a matter 
of judgment, and depends on the following aspect of your work. If there are 
lots of past work related very closely to your work, then it makes sense to 
state upfront as to what the difference in your approach is. On the other band, 
if yom work is substantiaily different from past work, then it is better to put the 
related work at the end. While this conveys a stronger me~e, it has the risk 
of the reader wondering all through the report as to how your work is different 
from some other specific related work. 

• Technical sections: The main body of the report may be divided into multiple 
sections as the case may be. You may have different sections which delve into 
different aspects of the problem The organization of the report here is problem 
specific. You may also have a separate section for statement of design meth­
odology, or experimental methodology, or proving some lemmas in a theoretical 
paper. 



The technical section is the most work-specific, and hence is the least de­

scnbed here. However, it makes sense to mention the following main points: 

o Outlines/flaw: For sections which may be huge, with many subsections, 
it is appropriate to have a rough outline of the section at the beginning of 
that section. Make sure that the flow is maintained as the reader goes from 
one section to another. There should be no abrupt jumps in ideas. 

o Use of figures: The cliche "a picture is worth a thousand words" is ap­
propriate here. Spend time thinking about pictures. Wherever necessary, 
expJain all aspects of a figure (ideally, this should be easy), and do not 
leave the reader wondering as to what the connection between the figure 
and the text is. 

o Terminology: Define each term/symbol befure you use it, or right after its 
first use. Stick to a coIIm:lon terminology throughout the report. 

• Results: This is part of the set of technical sections, and is usually a separate 
section fur experimental/design papers. You have to answer the following ques­
tions in this section: 

o What aspects of your system or algorithm are you trying to evaluate? That 1 

is, what are the questions you will seek to amwer through tre evahlations? 

o Why are you trying to evaluate the above aspects? 

o What are the cases of comparison? If you have proposed an algorithm or 
a design, what do you compare it with? 

o What are the performance metrics? Why? 

o What are the parameters under study? 

o What is the experimental setup? Explain the choice of every parameter 
value (range) carefully. 

o What are the resuhs? 

o Finally, why do the results look the 'way they do? 

The resuhs are usually presented as tables and graphs. In explaining tables and 
graphs, you have to explain them as completely as possible. Identify trends in 
the data Does the data prove what you want to establish? In what·cases are 
the results explainable, and in what cases unexplafuable if any? 

While descnbing a table, you have to descril>e'every row/column. And similarly 
while descnbing a graph, you have to describe the x/y ax.es. If necessary, you 
have to consider the use of log-axes. 

If you are presenting a lot of results, it may be useful to summarize the main 
take-away points from all the data in a ~arate su~section at the end (or 
sometimes even at the beginning) of the resuhs section. 

Business Communication 

NOTES 

97 



Business Communication 

NOTES 

98 

• Future work! This section in some cases is combined along with the "conclu­
sions" section. Here you state aspects of the problem you have not considered 
and possibilities fur further extensions. 

• Conclusions: Readers usually read the title, abstract, introduction, and conclu­
sions. In that sense, this section is quite important. You have to crisply state the 
main take-away points from your work. How has the reader become smarter, 
or how has the world become a better place because of your work? 

REFINEMENT 

No report is perfect, and definitely not on the first version. Well written reports are 
those which have gone through nmhiple rounds of refinement. This refinement may 
be through self-reading and critical analysis, or imre effectively through peer-feed­
back (or feedback from advisor/instructor). 

Here are some things to remember: 

• Start early, don't wait fur the completion of your work in its·,e:ntirety before 
starting to write. 

• Each round of feedback takes about a week at least. And hence it is good 
to have a rough version at least a month in advance. Given that you may 
have run/rerun experiments/sinmJations (fur design projects) after the first 
round of feedback - for a good quality report, it is good to have a rough 
version at least 2 months in advance. 

• Feedback should go through the following stages ideally: (a) you read it 
yourself fully once and revise it, (b) have your peers review it and give 
constructive feedbac~ and then ( c) have your advisor/instructor read it. 

Feedback: evaluating someo_ne else's report 

Evaluation of a report you yourself have written can give benefits, but it uwally is 
limited. Even in a group project, it is not good enough to have one person write the 
report and the other person read it. This is because all the group·members usually 
know what the project is about, and hence cannot critique the paper from outside. 

It is best to take feedback from your peer ( and of course return favours!). The 
feedback procedure is quite simple. The one reading bas to criticallr, and methodi­
cally see if each of the aspects mentioned above in the "structure of the report'' are 
covered. It may even help to have a check-list, ahhough with experience this be­
comes unnecessary. 

• Check if the title/abstract make sense, are effective/eye-catching. 

• Are all the relevant questions answered in the introduction? 

• Is the overall structure of the rest of the sections meaningful? 

• Is the difference from related/past work crisp and meaningful? 



• Are the technical sections understandable? Are the figures/tables explained 
properly? Is the terminology clear? Are the symbols used defined appropri­
ately? 

• Are the results explained properly? Are the conclusions drawn from the 
graphs/tables sound? Or are there technical holes/flaws? Do the resuhs 
sho~ how the work presented is better/worse that the other c.ases of com­
parison? 

When I give feedback on a peer's report or a student's report, I usually take a 
print-out and mark-up at various points in the paper. You may follow a similar 
procedure, or something suited to you. Be as critical as poSSible, but with the view 
that your peer has to improve his/her work, not with the view of putting him/her 
down. Your comrrents have to be impersonal. Likewise, while taking feedback from 
a peer, take the comments on their technical merit. 

Recommended strategy for producing a high-quality report 

Based on the above, I recoimnend the fullowing strategy for students who want to 
produce a high-quality report, which would then have a high potential for being 
turned into a publication; 

• Think through the·outline of the report even as you are working on the 
details of the problem. Such thinking will also lend focus to your work and 
you will end up optimizing the returns on the time invested. · 

• Two months before the actual deadline, you have to have at least a para­
graph-level outline of the report, with all details worked out. 

• After one round of critical analysis by yourselves ( or by your group), have 
another student or another group review it, perhaps in exchange for you 
reviewing their work. Have them check your flow of ideas. While it may be 
good to get someone workiµ_s in t~.same area, for much of~ feedback, 
this may not really be necessary. 

• Now you are probably about 6-7 weeks from the deadline.-At this point, 
have your advisor/instructor give feedback on the paragraph-level outline. 
Getting this early is important since, based on this, you may have to reor­
ganize your report, rework your theorems, or rerun your ~ts/sin:ru-
Jations. . 

• Have a pre-final version of the report ready 2 weeks before the deadline. 
Again, go through one round of self7peer-feedback, and then advisor/in­
structor feedback. 

• Wrth these 3-4 rounds ofr~i9n anp critical analysis, the quality of your 
report is bound to improve. And since many of the student theses are of 
good quality, quality of writing dramatically improves chances of publication. 
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Some More Tips on Writing Reports: 

Having clarified the issue on which you are to write a report, and the information 
necessary fur your writing a report, you need to ensure the essential in report 
writing: comistency. 

For this, use the techniques of writing reports. These are: Preparing to Write 
Reports ... Presentation in Writing a Report. 

You canmt write reports comisteotly without data preparation. Presentation in writing 
a report helps show its consistency. 

Preparing to write reports: 

If the issue is detailed and you are writing a report that is substantial you may 
choose to use specialist computer software. Else, this is a must in such report 
writing: List dijf erent data on separate sheets of paper in a ring-binder -to 
arrange or re-arrange easily and logically as the data for the report you are 
writing accumulates. 

Presentation in writing a report: 

Report writing techniques of p'l'eSentation involve: structure, enclosu'l'eS, · index, 
and title. 

Structure in report writing:-

]. Begin with a brief summary of the main points of your report. Enable 
the person who you asked you to write the report, at a glance, to see 
the gist of it . 

.. . In the first paragraph briefly tell what the report is going to tell. If 
you are writing a long report, use a separate page. 

. . 
2. Then, in telling what you sa'i~ your report was going to tell, keep the 

detail logical, clear and simple -easy to read ... 
. . 

... If writing a technical report don't clutter it with statistical-data, 
tables, graphs. If such make a report difficult to read attach them as 
enclosu'l'eS or appendices, ref er to them. In writing long reports use 
dividers, colour-tags -too many irritate . 

. . . Do not use jargon in report writing. When writing a report be direct 
and specific -write a report that is· easily to comprehend. 

4. End reports .4,Y begun. Whe,:,-_ writing reports, end them, again, with a 
brief summary of the main p~int.f .. Tell the reports reader, briefly, what 
you have told in detail. Write reports with endings that enable every 
person you write a report for at a glance to see the gist of the report '.S' 

main points. 

Enclosures in writing a report:-



5. When you 'Write a report ensure that each enclosure is clearly marked, 
easily distinguishable from others attached. 

. . . In writing the report refer to each enclosure as marked. 

.. . Attach the enclosures in the order ref erred to in the report. 

Index in writing reports:-

6. After you write a report add an index -or a 'contents' page. 

. . . Do so after ',VO rd-processing the report wi.th page numbers. 

Title in report 'Writing:-

7. When you write reports you need titles-pages for them. 

. . . The title-page should be the first in the report you -write . 

. . . In report writing the title page contains: the title of the report, the 
date finished writing the report, and the reference number (if any) of 
the party who asked you to write the report. 

GENERAL GUIDELINES 

These are some general things you should know before you start writing. I will try 
to answer the questions of the purpose of report writing, and the overall approach 
as well. · - · 

Purpose of a report: writing to be read 

A key thing to keep in mind right through )Our report writing process ~ that a report 

is written to be read, by someone else. This is the central goal of report-writing. 
A report which is written fur the sake ofbeing written bas very little value. 

Before you start writing your report., you™?~ to have in mind the in~ audi­
ence. In the narrowest of possibilities, your report is meant fur readmg by your­
selves, and by your advisor/instructor, and perhaps by your evaluation committee. 
This has value, but only short-term. The next broader posmbility is that your report 
is readable by )Our peers or your juniors down the line. This has greater vab.le since 
someone else can continue on your work and improve it, or learn from your work. 
In the best case possibility, your report is of publishable quality. That is, readable 
and useful for the technical eommunity in general .. 
Overall approach: top-down · 

Take a top-down approach to writing the report t also applies to problem solving 
in general). This can proceed in roughly three stages of continual refinement of 
detam. . 

1. First write the section-Jevel outline, 

2. Then the subsection-Jevel outline, and 
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3. Then a paragraph-level outline. The paragraph-level outline would more-or­
less be like a presentation with bulleted points. It incorporates the flow of 
ideas. 

Once you have the paragraph-level flow of ideas, you can easily convert that into 
a full report, by writing out the flow of ideas in foll sentences. 

While doing the paragraph-level outline, think also about ( a) figures, (b) tables, and 
(c) graphs you will include as part of the report at vmious stages. You will find that 
many things can be better explained by using simple figures at appropriate places. 

Another thing to na.il-Oown while doing the paragraph-level outline is the terminoJogy 
you will be using. For instance, names of vmious protocols/algorithms/steps in your 
solution. Or names/symbols for mathematical notation. 

The overall approach also includes multiple stages ofrefinement, and taking feed­
back from others (peers/advisor/instructor). I will talk about these in more detail 
after talking about the overall report structure. 

STRUCTURE OF A REPORT 

The following shoµld roughly be the structure of a report. Note that these are 
just guidelines, not rules. You have to use your intelligence in working out the 
details of your specific writing. 

• Title and abstract: These are the most-read parts of a report. This is how you 
attract attention to your writing. The title should reflect what you have done and 
should bring out any eye-catching filctor of your work, fur good impact . 

. The abstract should be short, generally within about 2 paragrapM (250 words 
or so total). The abstract should contain the essence of the report, based on 
which the reader decides whether to go ahead with reading the report or not. 
It can contain the following in varying amounts of detail as is appropriate: main 
motivation, main design point, essential· difference from previous work, meth­
odology, and some eyt>-catching results if any. 

• Introduction: Most reports start with an introduction section This section 
should answer the tbllowing questions (not necessarily in that order, but what 
is given below is a Jogical order). After title/abstract introduction and conclu­
sions are the two mainly read parts of a report. 

o What is the setting of the probiem.J This is, in other words, the background. 
In some cases, this may be implicit; and in some cases, merged with the 
motivation beJow. 

·~ 

o What exactly is the problem you are trying to solve? This is the problem 
statement. 

o Why is the problem important to solve? This is the motivation. In some 
cases, it may be irq>licit in the background, or the problem statement itselt: 



o Is the problem still unsolved? The constitutes the statement of past/related 
m>rk crisply. ' 

o Why ic; the problem difficult to solve? This is the statement of challenges. 
In some cases, it may be implicit in the problem statement. In others, you 
may have to say explicitly as to why the problem is worthy of a BTech/ 

Mfech/PhD, or a semester project, as the case may be. 

o How have you solved the problem? Here you state the essence of 

your approach. This is of course expanded upon later, but it must be 
stated explicitly here. 

o What are the conditions under which your· solution is applicable? This is 
a statement of assumptions. 

o What are the main resuhs? You have to present the main summary of the 
results here. 

o What is the summary of your contnbutions? This in some cases may be 
implicit in the rest of the introduction. Sometimes it helps to state contri­
butiom explicitly. 

o How is the rest of the report organized? Here you include a paragraph on 
the flow of ideas in the rest of the report. For any report beyond 4-5 
pages, this is a must. 

The introduction is nothing but a shorter version of the rest of the report, and 
in many cases the rest of the i:eport can al.so have the same flow. Think of the 
rest of the report as an expansion of some of the points in the introduction. 
Which of the above bullets are expanded into separate sections (perhaps even 
multiple sections) depends very much on the problem. 

• Background: This is expmx1ed upon into a separate section if there is sufficient 
background which the general reader must understand before knowing the 
details of your work. If is usual to state that "the reader who knows this 

. background can skip this section" while writing this section. 

• Past/related work: It is common to have this as a &ePatate section. explaining 
why what you have done is something novel Here, you must try to think 
of dimensioru of comparison of your work with other work For instance, 
you may compare in tenm of functionality, in terJm of performance, and/or in 
terms of approach. Even within these, you may have multiple lines of compari­
son- fimctionality-1, functionatity-.2, metric-I, metric-2, etc. 

Ahhough. not mandatory, it is good presentation style to give the above com­
parison m ·1enm of a table; where the .rows are the various dimensions of 

oomparison and the cohmms are various pieces of related work, with your own 
work being the first/Jast cohm:m. See. the reJated work section of my PhD thesis 
fur an example of such a table:-). 
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While in general you try to play up your work with respect to oth~ it is also 
good to identify points where your solution is not so good compared to others. 
If you state these explicitly, the reader will fuel better about them, than if you 
do not state and the reader figures out the flaws in your work anyway :-). 

Another point is with respect to the pwcement of re1ated work. One possibility 
is to place it in the beginning of the report (after intro/background). Another is 
to place it in the end of the report Gust befure conclusions). This is a matter 
of judgment, and depends on the fullowing aspect of your work. If there are 
lots of past work related very closely to your work. then it makes sense to 
state upfront as to what the difference in your approach i<.. On the other band, 
if your wotk is substantially difrerent from past work, then it is better to put the 
related work at the end While this conveys a stronger message, it has the risk 
of the reader wondering all through the report as to bow your work is different 
from some other specific related work. 

• Technical sections: The main body of the report may be divided into multiple 
sections as the case may be. You may have different sections which delve into 
different~ of the problem. The ot-ganization of the report here i<; problem 
specific. You may also have a separate section for statement of design meth­
odology, or experimental n:dlodoJogy, or proving some lemmas in a theoretical 
paper. 

The technical section is the most work-specific, and hence i<; the least de­
scnbed here. However, it makes sense to mention the following main points: 

o Outlines/flow: For sections which may be huge, with many subsections, 
it is appropriate to have a rough outline of the section at the begimring of 
that section Make sure that the flow is maintained as the reader goes from 
one section to another. There should be no abrupt jumps in ideas. 

o Use of figures: The cliche "a picture is worth a thousand words" is ap­
propriate here. Spend time thmking about pictures. Wherever necessary, 
explain all aspects of a· figure (ideally, this should be easy), and do not 
leave the reader wondering as to what the connection between the figure 
and the text is. 

o Terminology: Define each term/symbol before you use it, or right after its 
first use. Stick to a common terminology throughout the report. 

• Results: This is part of the set ofteclmical sections, and is usually a separate 
section fur ~talldesign papers. You have to answer the following ques­
tions in this section: 

o What aspects of your system or algorithm are you trying to evaluate? That 
is, what are the questions you will seek to amwer through the evaluations? 

o Why are you trying to evaluate the above aspects? 

o What are the cases of comparison? If you have proposed an algorithm or 
a design, what do you compare it with? 



o What are the performance metrics? Why? 

o What are the parameters under study? 

o What is the experimental setup? Explain the choice of every parameter 
value (range) carefully. 

o What are the results? 

o Finally, why do the results look the way they do? 

The results are usually presented as tables and graphs: In explaining tables and 
graphs, you have to explain them as completely as posSible. Identify trends in 
the data. Does the data prove what you want to establish? In what cases are 
the resuhs explainable, and in what cases unexplamable if any? 

While describing a table, you have to describe every row/column. And similarly 
while descnbing a graph, you have to describe the 'X/y axes. If necessary, you 
have to consider the use oflog-axes. 

If you are presenting a lot ofresults, it may be useful to summarize the main 
take-away points from all the data in a separate sub-section at. the end ( or 
sometimes even at the beginning) of the results section. 

• Future work: This section in some cases is combined along with the "conclu­
sions" section. Here you state aspects of the probJem you have not considered 
and possibilities fur further extensions. 

• Conclusions: Readers usually read the title, abstract, introduction, and conclu­
sions. In that sense, this section is quite important. You have to crisply state the 
main take-away points from your work. How has the reader become smarter, 
or how has the world become a better piace because of your work? 

REFINEMENT 
. . 

No report is perfect, and definitely .not on the first version Well written reports are 
those which have gone through mnltip1e rounds of refinement. This refinement may 

be through self-reading and critical analys~, or more efrectively through peer-feed­
back ( or feedback from advisor/instructor). 

Here are some things to remember: 

• Start early, don't wait fur the comp~r:1 of your work in its entirety before 
starting to write. 

• Each round of feedback takes about a week at lea.¢. And hence it is good 
to have a rough version at least a :p10nth in advance. Given that you may 

· have run/rerun experiments/~tions (for design projects) after the first 
round of feedback- for a good quality report, it is good to have a rough 
version at least 2 months in advance. 
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• Feedback should go through the following stages ideally: (a) you read it 
yourself fully once and revise it, (b) have your peers review it and give 
constructive feedback, and then ( c) have your advisor/instructor read it. 

Feedback: evaluating someone . else's report 

Evaluation of a report you yourself have written can give benefits, but it usually is 
liroit:ed Even in a group project, it is not good enough to have one person write the 

report and the other person read it. This is because all the group members usually 
know what the project is about, and hence cannot critique the paper from outside. 

It is best to take feedback from your peer (and of course return favours!). The 
feedback procedure is quite simple. The one reading has to critically, and methodi­

cally see if each of the aspects mentioned above in the "structure of the report'' are 
covered. It may even help to have a check-list, although with experience this be­

comes wmecessary. 

• Check if the title/abstract make sense, are effective/eyt}-catching. 

• Are all the relevant questions answered in the introduction? 

• Is the overall structure of the rest of the sections meaningful? 

• Is the difference from related/past work crisp and meaningful? 

• ¾e the technical sections understandable? Are the figures/tables explained 
properly? Is the terminology clear? Are the symbols used defined appropri­
ately? 

• Are the resuhs explained properly? Are the conclusions drawn from the 
graphs/tables sound? Or are there technical holes/flaws? Do the resuhs 
show how the work presented is better/worse that the other cases of com­
parison? 

When I give feedback on a peer's r~rt or a student's report, I usually take a 
print-out and mark-up at various points in the paper. You may follow a simµar 
procedure, _or so~ suited to yo\L Be as critical as pos&ble, but with the view 
that your peer bas to improve.his/her work, not with the view of putting him/her 
down. Your comments have to be impersonal. Likewise, while taking feedback ftom 
a peer, take the comments on their technical merit. 

Recommended strategy f~r producing a high-quality report 

Based on the above, I recommend the following strategy for students who want to 
produce a high-quality report, which would then have a high potential for being 

I 

turned into a publication: ' 

• Think through the outline of the report even as you are working on the 
details of the problem. Such thinking will also lend focus to your work and 

you will end up optimizing the re~ on the time invested. 



• Two months before the actual deadline, you have to have at least a para­
graph-level outline of the report, with all details worked out. 

• After one round of critical analysis by yourselves (or by your group), have 
another student or another group review it, perhaps in exchange for you 
reviewing their work. Have them check your flow of ideas. While it may be 
good to get someone working in the same area, for much of the feedback, 
this may not really be necessary. 

• Now you are probably about 6-7 weeks from the deadline. At this point, 
have your advisor/instructor give feedback on the paragraph-level outline. 
Getting this early is important since, based on this, you may'bave to reor­
ganize your rqx>rt, rework your theor~, or rerun your experiments/simu­
lations. 

• Have a pre-:final version of the report ready 2 weeks befor:e the deadline. 
Again, go through one round of self7peer-feedback, and then advisor/in­
structor feedback. 

• Wrth these 3-4 rounds ofrevision and critical analysis, the quality of your 
report is bound to improve. And since many of the student theses are of 
good quality, quality of writing dramatically improves charus of publication. 

TYPES OF REPORT WRITING: 

Academic 'Report Writing Tips 

Academic report writing is a part of a student's lire and there are times that a 
student's report has too many minor and avoidable mistakes. Changes with these 
mistakes may lead to a decrease in points that may affect your report grade. 

In academic report writing, students make common mistakes that can be looked 
into to improve the over~ grade of the paper. Here are some common misuik:es 
that you can avoid in academic report writing. · .. • 

•• Long sentences - Students commonly write very long sentences just to fill 
the paper or to express knowledge on the paper. However, sometimes 
some sentences do not make sense thus in academic report writing it is 
important that you keep your sentences short. 

• Spelling errors - This is a common .~e that s~.t does.- In academic 
report writing it is important that you proofread your paper and be sure that 
it is ftee from spelling errors. · · 

. ' ,. . 
• Homonyms - This is another thing that y~u should watch out for in aca-

demic report writing because your sentence might co~ey another meaning. 

• Format - There are durerent writing styles and fumurts that you can follow 
depending on what your teacher wou1d require. Study it before doing your 
paper. This is important in academic report writing because this sis where 
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you can get an idea on how you will cite references, what to write in the 
headings and how to write your bibliography correctly. 

• F1ufls - These are collllIDnly used by students just to fill in the contents of 
the paper. In academic report writing, instead of elongating your paragraphs 
with fluffs, research for more facts that you can include in your paper. 

These are common mistakes that students can avoid in academic report writing to 
increase the report grade. These are important things that one has to keep in mind 
in academic report writing to get better results. 

WRITING PROJECT REPORTS: EXAMINING THE 
MAIN 

Peculiarities 

Project report writing is a necessary skill that should be possessed by students, 
especially by those whose future career will be connected with project management. 
Hence, when writing a project report, students should consider it as an inherent part 

of the project itself A report should reveal detailed infurmation on the essential steps 
taken in a project. This is why it is essential to llllderstand that a report takes the 
half of the total grade. 

What are the peculiarities of writing project reports? 

The main problems that should be tackled first are a project itself and what knowl­
edge it provides fur writing project reports. Apart :from this, the writing itself should 
be logical, coherent, and correct. 

There are several methods fur achieving an appropriate level of writing project 
reports. For example, you may write everything that bas been accomplished during 
the project work without any structure and cohesiveness, including all points ~nd 
the order. 'fhe aim of this method consists in committing as much material to the 
paper as possible to exhaust your mind. After a while, it is time to put the disor­
ganized texts into order by means of paraphrasing and omitting unnecessary word­
ing. This is one of the methods that can be applied to writing project reports, but 
you are free to use your own one. 

How to provide good project report writing? 

Many students realize that it is really bard to write a project report. For this 
occasion, there are a lot ofbandbooks that can contnbute to writing project reports 
than the profesoors' guidelines. 

The main point that.should be considered when writing project reports: 

1. Be precise; 

2. Be active and accurate; 

3. Check spelling and grammar; 

http:detaiJ.ed


""'. t'rovide illustrations and tables. 

Writing Research Reports - Analyzing Qualitative Data 

The first requirement for writing research reports is collection of data for the pur­
pose of analyzing it. Once the data bas been collected, it needs to be reviewed to 
check for quality and completeness. 

Next, research report writing involves careful summarization of all the data which 
should be explained with regard to all the variables used. In case there are new 
variables used for the study, these shouki be identified and clearly expiated Writing 
research reports will involve not only qualitative data but also quantitative data 
analysis. 

Quantitative data analysis in research report writing includes analysis of all the 
tables, graphs, the means and proportions. Qualitative data analysis includes ana­
lyzing all the diagra~, the coding list, matrices and flow charts. These should be 
carefully examined and identified in the process of research report writing. 

Once you are through with the above crucial steps, it is now time to prepare the 
draft of the research report. Writing research report is a work of great responsibility 

. and you should list the important components with the help of an outline. Remember 
to write the draft in exact stages. 

The draft of your research report should begin with an introduction and should 
inform the reader the statement of the problem, the rationale behind writing the 
research report and how it relates to the present context of literature. Next, you 
shouki state your research report objectives - what you plan to achieve through this 
report and how it will be beneficial. 

The following methodology section states the use of methods, quantitative or quali­
tative, infurming the reader of all the necessary details taken. The research findings 
are followed with the discussion section which in tum is followed by the conclusion. 
Finally, the last step of writing research reports· is listing the reco~ns on the 

basis of the findmgs of the report. 

Writing Scientific Reports: General Points to Consider 

Report writing must present accurate data on a conducted research, including the 
,urpose, the main problem.5, and methods. Report writing also serves to record the 
·ey points of meetings, conferences; or dissertations. 

cientific report writing is a more.complicated work, as it briefly summarizes dif­
rent scientific works, including empirical researches and diMertations. This is why 
;s necessary to highlight the major difficulties and peculiarities of scientific report 
rung being a significant part of students' academic process. 

•eral points to be included in scientific report writing: 

Purpose 

.) 
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Scientific report writing will not be succ~ful without identification of the 
goal of the report. 

• Target audience 

Before writing a scientific report, a student should make sure that the pur­
pose of his/her scientific report is interesting for the listeners. 

• Clarity of writing 

The language cramped with metaphors and similes is not about scientific 
report ~. Everything should be accurately presented fur the audience 
to compre~ the core infurmation. 

• Supporting material 

Pictures, tables~ and maps are allowed when writing a scientific report, as 
they contribute to better understanding of the report essence. 

• Proper format 

With regard to the above instructions, report writing should stick to strictly 
established format norms of report organization. 

Mam sections of scientific report writing: 

• Cover page (title) 

Once again, student should refer to the format norm and organize the title 
of scientific report writing properly. 

• Abstract 

There are no peculiarities of writing abstracts because, like any other ab­
stracts, it should include purpose, methods, and results revealed in scientific 
report writing. 

• Such sectxms as introduction, methodology, discus.mn, and c.cm;lusion shoukl 
also be properly formatted. 

Writing Technical Reports: Master the Challenge Quickly 

Pemaps the u_ltimate objective of any technical writing course is writing a technical 
report. You spend a long time preparing fur this challenging finai assignment which 
would allow you to implement all your previously gained teclmical report writing 
knowledge. 

Using heads, notices~lists, and graphics; handling abbreviations and numbers, - all 
this constitutes your _success in writing teybnical reports as a good, clear, well­
organized paper. 



Writing Technical Reports: Where to Start 
In order to succeed in writing a technical report, you should initially consider the 
iblk>wiog: 

• report topic: make it as narrow as possible; 

• report audience: decide on the addressee and the context of the report; 

• report purpose: define what needs of the audience the report should fulfill; 

• report type.-

Writing Technical Reports: Report Types 

Depending on the peculiarities of your technical course, you may prefur to engage 
in writing a technical report of the following types: 

• technical background report: provides specific background on a chosen 
topx;; 

• instructions: manuals or back.up procedures; 

• feasibility, recommendation, and evaluation reports: researches a problem 
and provides recommendations; 

• primary research report: reports experiments and surveys additionally ex­
plaining the background oftbe problem and research methodology; 

• technical specifications: discusses a new product widely applying graphics, 
lists, and tables; 

• report-length proposal: an elaborate report including. inter alia, feasibility 
discussion, review of literature, and qualifications; 

• business plan: a proposal to "Start a new business or to extew an existing 
one. 

Depending on the type of technical report writing you choose to engage in, proceed 
further with your research, writing, and furmatting, which shouJd coiq,ly with your 
school's requirements. 

Professional Report Writing: Support of Experienced Special-
ists 

, .... 

No limits to perfection 

Most scientists are $S\l!'ed that they will not have problems· with writing reports on 
their researches. Still, they might be disillUsioned proceeding to the funnal side of 

~question 

1fK>nal report writing service could ~lify their lite signmamtly. Even the~ 
d researchers often have their heads in the clouds and are unable to put their 
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gedus tiJoughts into words. Having a set towards mathematics and research . . 

they might have problems with grammar and logical reasoning. activity; 

Lack of writing talent ~bould not belittle the importance of one's discoveries. Pro­
fessional report writing might increase the popularity of one's research papers and 
help the researchers to get their colleagues' approval. 

The scientists' efforts to make their papers authentic from beginning to end are 
praiseworthy. Still, it is advisable to evaluate one's abilities critically and tum to 
professional report writing if necessmy. Even if a scientist is proud of one's writing 
style, he/she might adopt the experience of profussionals as well. It is said that there 
is no limits to perfection. 

Professional report writing service workers could point to some errors that were 
overlooked by the researcher. 

Tips for effective cooperation with professional report writing 

1. Set objectives for turning to professional report writing. They might order 
a revision of the whole paper or separate parts of it. 

2. Communicating with professional report writing team, mention your com­
mon errors that should be eliminated in the first place. 

3. Be precise furmulatine your requirements. Tty to prevent various misunder­
standings cooperating with profesmonal report writing seivice. 

4. It .i9 preferable to discuss every correction. Make sure to participate in the 
process of profesmnal report writing. Note that turning to service is anony­
mous and you will not be able to shift the responsibility for your paper on 
others. 

Progress Report Writing: Formatting and Organizing the 
Process 

A progress report is an interim document that is submitted after the proposal but 
before the final report. Its main pwpose is to account for the stages of the work 
that remains and to control the overall procedure of report writing. 

Progress report writing is a serious piece of work as it takes time and efforts. This 
procedure also implies a chain of consigent steps without which it is impossible to 
succeed in progress report writing. 

The main requirements for formatting progress report writ-
ing: . 

1. Progress report writing should be informal and candid, it is more informal 
than the proposal, and, therefore, it is often presented as an informal letter 
or a memo; 



L. When writing a progress report, one should make sure that it is easy to 
read This is why it ~ desirable to .include visual signs like arrows, headings, 
subheadings, and bullet points. 

3. Progress report writing should be properly formatted. 

What are the main points of progress report writing? 

• Obje,etive 

The pwpose of report project writing should be expressed within one sen­
tence only. It should succinctly and clearly identify the project, its name, and 
other specific assignments to be accomplished. 

• Sunmary 

A brief overview of project purpose and project progress should be high­
lighted in the summary of report writing. · 

• Introduction 

The opening part of progfe$ report writing should begin with evaluation of 
your proposal and its acceptance and validity. In this section, you should 
state what bas been proposed. In addition, this part argues the-necessity for 
investigation explaining the problems, conditions, and situation. 

• Progres., consideration 

This is the main section that should be tackled when writing a progress 
report. Here you should take into consideration a task pattern or a time 

. pattern. Both plans are <mclosed in such sections as Task Breakdown and 
Methods. 

• Co~Jusion 

The ck>sing part of progress report writing briefty aRSSeS the overall pro~ 
and further stages of project development. 

SOME SAMPLES: 

t. Human Development Report 2010 -20th Annivenary Edition 
\ 

fhe Real Wealth of Nations: Pathways to Human Develop­
nent 

he first Human Deye]opment Report in 19'JO opened with the simply stated prenme 
at bas guided all subsequent Reports: "People are the real weahh of a nation." By 
eking up this assertion with an abundance of empirical data and a new way of 
oong about and measuring development, the Human Development Report bas 

'i profound impact on development policies around the world. 

'0th anniversary edition features introductory reflections by the Nobel Prizt>­
~ economist Amartya Sen, who worked with series founder Mahbub u1 Haq 
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~n ~e conception of the first Human Development Report and contnbuted to and 
mspired many successive voh.irres. 

The 20 IO Report continues the tradition of pushing the frontiers of development 
thinking. For the first time since 1990, the Report looks back rigorously at the past 
several decades and identifies often surprising trends and patterns with important 
lessons for the future. These varied pathways to human development show that 
there is no single formnJa fpr sustainable progress-and that impressive long-term 
gains can and have been achieved even without consistent economic growth. 

Looking beyond 2010, this Report surveys critical aspects ofhnman development, 
from political freedo~ and empowern:att to su.¢tmalruity and lmman security, and 
outlines a broader agenda for research and policies to respond to these challenges. 

As Amartya Sen writes: ''Twenty years aftei:· the appearance of the first Human 
Development Report, there is much to celebrate in what has been achieved. But 
we also have to be alive to ways of improving the assesmnent of old adversities and 
of recognizing-and responding to-new threats that endanger human well-being 
and freedom.." 

The 20th amriversary edition is a response to that human development imperative. 

2. International cooperation at a crossroads: Aid, trade and 
security in an unequal world 

This 2005 Human Development Report takes stock oflniman development, inch.id­
ing progress towards the MOOs. Looking beyond st:atimics; it bighlightc; the human 
costs of mis~ targets and broken promises. Extreme inequality between countries 
and within countries is identified as one of the main barriers to human develop­
ment--and as a powerful brake on accelerated progress towards the MDGs. 

The report suggests that the world's governments are meed with a choice. They can 
start a decade fur development with the fioantjal resources, technok>gy and capacity 
to end poverty or we could have a human development milure. "Business as usual" 
will not allow fulfilling the promises and the commitments made in 2000. The cost 
·of this failure will be measured in human lives, increased inequalities, violations of 
human rights and threats to peace. 

International aid, one of the most effective weapons in the war against poverty, 
needs to be renovated and reshaped. It shoukl be thought as an investment as well 
as a moral imperative. In this respect, three conditions fur effective aid are: 

• sufficient quantity; 

• better quality ( delivered on a predictable value fur money basis, with low 
transaction cost); and · 

• country ownership. 

Failure in any one area l.mdermines the foundations for future progress. 



3. STUDY OF CONVERGENCE OF BANKING SECTOR 
TO HOUSING FINANCE 

INTRODUCTION 

Earlier it was very diffiruh to take a loan from the financial institutions. Interest rates 
were high and a lot of docmnentation was there. But today when there are a large 
number of financial institutions in India, who are providing credit facility, it bas 
become very easy to take a loan. · 

Terms and conditions are liberal i.e. low interest rates, less documentation etc. 
Interest rates are be.coming globally competitive and declining continuously. Now a 
day just think of purchasing a car and car-financing companies will start knowing 
at yo~ door and ringing your phone. 

Financial institutions have adopted hberal credit policies. They enquire less about 
end use of funds. Various types of loans are there and easily available at cheap 
rates. 

When we take the case of home loans, it is a very safe area of loans from 
the point of view of financial institutions. They are easier to increase their share in 
the home loan sector. So they are coming with the attractive schemes. Customers 
can have the benefit ofhberal terms and conditions as well as tax benefits if they 
choose to take a home loan. So the use has gain attention. The increasing number 
of home loans available today as strengthened the middle class individual to venture 
forth and fulfill his dreams. 

Today, the demands of the current social status necessitate that varied means 
are tapped into in order to achieve the uhimate goal-better living Home loan pro­
posals are thus gaining popularity due to their easy-instalhnents schemes, low inter­
est rates and high returns on the standards of living. While a home loan generally 
includes financial for home extension, home improvemeni loans are well as loam for 
property medication; the terms are &ore conunonly applied to finance schemes for 
purchasing houses. 

Home Loan 

Home loans are loans you have acce~ to, depending on whether you want to buy 
or build a house and can also be used to repair or extend an existing house. 

Who can avail of these loans? 

According to lending institutions, any Indian resident who is over 21 years of age 
· at the beginning of the loan and below 65at its maturity--can avail of the loan. 
Salaried Employees as well as Self- Employed citizens can apply. NRI Salaried and 
RBI Self Employed. under RBI guidelines, can approach only nationalized banks 
and other IIDFC for loans. 
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Why should one option for a loan to buy a house? 

Taking a loan seems like a good option when the money at hand is insufficient to 
buy the home of your dreams. Consider couples in their twenties and thirties. They 
enjoy a good income currently, buy their accumulated capital isn't enough to pur­
chase a house. Whereas a home Joan can give them access to capital their current 

~-
Also, if you take a 10 years old loan when you are thirty, you could repay it by the 
time you 're forty. So you don't have to be burdened with the interest and are free 
to plan your retirement savings. 

The Quantum of loan that one can avail of : 

Loan sanctioned depend on your repayment capacity - which is based on your 
cmrent income and your future repayment capacity. You would include }Our spome's 
name to enhance the loan amount. 

, The maximum loan can be sanctioned varies with each bank/institutions and ranges 
from Rs. l O lakhs to Rs. l crore. 

Benefits of taking a home loan: 

Ahome- loan is very diffeieut from a personal loan like a car loan for instance. You 
can utilize a home loan for financing an asset that will hold its value and even 
appreciate over the period of the loan Though its price could fluctuate in the short 
terms, Total Estate will show capital appreciation over the years. 

The value of}Our home generally while the loan remains constant. If you had opted 
to wait, save up and buy a house, it would, in the long run cost you much more; 
home loans also come with many tax benefits. 

fu benefits of ta.king a home loan: 

The income tax authorities look with fuvor upon those servicing a housing loan ftom 
specified. financial institutions. And, it is up to you to be wise enough to take 
advantage of this. 

Section 24 of the Income Tax: 

Interest on loan till Rs.1.5 ~ per annum is exempted form income tax ( under 
section 23/24(1) ofth Income tax act). 

Section 88 of Income fu Act: 

You get a 20% rebate on repayment of principle during a financial year. Once again, 
over the years, the principle repayment eligible for rebate has been enhanced from 
Rs. I 0,000 to the current limit ofRs.20:000 ·stamp duty, registration fee or tramfer 
of such house property to the assesses is also considered under this amount. 

Financial Institutions, which give, home loans: 

Leading Banks 



Housing finance companies 

Financial implications of availing a loan, small or big. 

There are several expenses involved apart from repaymmt of the actual Joan mrount: 

1. Processing fees-A processing fee (PF) is charges at the time of submis­
sion of the application form and covers expenses incurred for procesmng the 

application furm. This fee bas t.o be pajd upfront by the custom!l' - in some 
cases, it is non-refundable. 

2. Administration fees- to meet operating expenses. 

3. Pre-EMI- A simple interest calcu1ated on the disbursement amount in care 
of a plot under construction. 

4. EMI- The EMI is an abbreviated form of the equated money installment 
and is simply referred to as monthly imtaUment in comm.m parlanc.e. And, 
being a self-explanatory term that is exactly what it i<,, The amount you will 
have to pay you financier every month when repaying your loan. Being a 
monthly payment, at the end of the year, you would have paid 12 EMls. 

Typ~ of loans available 

Broadly two types- fixed rate and variable rate loans; while the former deals with 
a fixed rate of interest over the entire duration of the loan. the latter has the rate of 
interest changing,accon:ling to the fluctuations. in the market. 

Loan that one can avail 

Up to 85-90% of the total cost based primarily upon the individual's payback 
capacity. 

General conditions that govern a home loan: 

These are likely to vary with respect to the different types of housing loans: 

✓ The maximum period of the loan is normally fixed by HFI.s. However, HFI.s 
do provide for different tenors with difrerent ~ and conditions. 

✓ The Installment that you pay is normally restricted to amount 45% ofyom· 
monthly gross income. 

✓ You will be eligible for a loan amount, which is the lowest as per your 
eligibility. This is ca1culated on the~ of your gross income and payback 
capabilities. ;)J 

✓ Some HFis insist on guarantees from other individuaJs1fur due repayment of 
your loan. In such cases you: have to arrange for the personal guarantee 
before the disbursement of your loan tasks place. 

✓ Most HFis have a panel of lawyers who go through your property docu­
ments to ensure that the documents are clear and are not misrepresented. 
Th.is is an added benefit that you get when you avail of a loan from an HFI. 
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✓ You repay the loan either through Deduction against Salary, Post dated 
cheques, and standing .instructions or by Cash/DD. 

4. Influence of Advertisement on Food Habits of Childrens 

Introduction 

Everyday our children come under an increasing exposure to television commercials 
and with the growing use of animation techniques. These advertisements are posing 
attractive to children. How do children process the advertised message, what do 
they do with it and to what extent they are influenced by what they see and hear? 
All these questions have become the subject of my research. 

The degree of impact of advertising on adults may be problematic but the outcome 
is devastating for children. Advertising comes in difrerent forms such as television, 
print, radio and Internet. So using such various -communicating devices how the 
products are advertised to the so-called new segment in the market. Advertisers of 
children television used to appeal to the parents earlier but now they appeal directly 
·to children who do not have the emotional or cognitive tools to evaluate what's 
being sold to them. Television is no more just a source of entertainment for children. 
Some countries have decided that the evidence of advertisings influence on children 
is strong enough to take legislative action. 

For example, Sweden has imposed a ban on all advertising to children under 12 
years old and Greece has regulated the content of children television advertising. 

The attention span of very young children participating these young that the age of 
two and half year is quiet common. The child rarely facing oriented towards the 
television set, younger children tend to pay more attention through out them. Some 
thing of attential inertia-compared with older children. Older children attention with 
in series of commercial. Presented in block tended to drop toward the end. For all 
children full attention to commercial ~ highest for all the advertisement shown at the 
beginning of programmes and for children, the auditing full of commercial is often 
more powerful than the visual 

The accustomed viewing style has its impact on attention. For example viewing 
while sleeping on bed, sitting on the floor, at the dining table, when doing home 
work, eating, reading comics or in the presence of friends could results in reduce 
attention to commercial. 

Effect of Television on Children 

"Promise lay promise is soul of advertisement . . 
At an early age children becomes attracted to television, the medium most capable 
of portraying life styles, value and social patterns to us. Indeed many of today's 
children can not avoid the clutches as television programming. One investigator 
estimates that during the elementary school years children watch television none that 
of any other time in their lives averaging 20-25 viewers hours per week Because 
the vast amount of time that are spent in front of television set, many feel that 



children are drawn UYia'j ftom the other~ such as playing with other youngmr's 
or practicing motor skill ...... 

But in recent~ advertising plays an important role in children's life. We note that 
children see a lot of advertisei:rent but they rarely buy an item is a question. Seeing 
an actor or actress practicing to use a special brand of fuod can marginally encour­
age someone. Even if they do not get the suitable brand they tried to stick to the 
brand 

The influence of the media on the psychosocial development of children profound, 
it is important fur the parents to know their child's exposure to media and provide 
guidance on age-appropriate use of all media including television, radio, music, 
video games and Internet. The objective of the report is to explore both the ben­
eficial and harmful effects ofmedja on children's mental and physical health and to 
identify how the advertising industry can be regulated by fum:mlating 1mified laws to 
prevent the over-exposure of children to the advertising world. 

About Fast Food 

Human tastes and preferences keep on cbangjng with the pas.5age of time. This fuct 
of consumer behavior is evident in every sphere of consumables and fast food 
sector is not an exception. As the society bas undergone many traositiops the tastes 
and preferences of consumers and their eating habits have also undergone a dra­
matic change. Gone are the days when eating at home and cooking w~ comidered 
to be passion. Today people are more comfortable with eating out ready to eat 
products. Alot of credit for this can be attnbuted to various basic changes in the 
basic structure of society. Some of these are:-

1. Increasing number of working women which bas caused office work ta1cing 
one kitchen work. 

2. Nuclear families• Less number of family members, so eating out is not a 
problem. 

3. High disposable income that has caused people to spend more and try out 
new tirings. 

4. Last but not the least the increasing influence of western cuhure, which has 
resulted in people going for a Mc Donald Burger instead ofparantbas. 

The major path breakers in this sector have been Mc Donald's, Pizza hut. 

Objectives of the study 

Broad o~ '"To know the inffuence of advertisement on fuod habits of children" 

• To find out the effect of advertisement on children. 

• To know the viewer ship of advertisement. 

• How far the advertisements change the buying behaviour of children? 

------ - -
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• Do they always buy the product after watching the advertisement? 

• What criteria do they keep in mind while choosing between two same 
products, but of different brand, which are featured in advertisement. 

• Do the children keep the price in r¢nd while buying the product? 

• Do they remember anything after watching the advertisement? 

• To know the liking and the disliking of consumers regarding the advertise-­
meat. 

• To measure the role of Advertisement in decision-making, 

5. LOYALTY MYTH : Employee Satisfaction Leads to Busi­
ness Results? 

The belief that employee satisfilction is important to business outcomes has been 
around for ages, as fur back as the seventeenth century, when an Italian named 
Bernardino Ramazzini reported on the fue~ ofworlrers who dug and maintained 
cesspools. There are probably a subsequent 7,000 or more identifiable investiga-

' tions on the subject. Unfortunately, culling through the findings of these studies 
looking for relations)l4Js between emplo~ morale and standard measures of pro­
ductivity finds a mixed bag: positive correlations, negative correlations, and, in some 
situations, no correJations whatsoever. 

Similarly studies specifically testing the association between employre satisfuction 
and business results typically discover some linlrage. Just as was the case with 
examinations of employee satisfuction and customer satisfuction, they have fuiled to 
reveal consistent indications. Some correlate negatively, so~ positively, and a few 
fail to show any correlation. 

Most investigations into the linkage between employee satisfaction and customer 
satisfuction and, ultimately, COIJ>Of8te profits have tended to study absolute levels of 
employee measures (e.g., a rating of7:3 on a IO-point scale). The authors were 
fortunate to have access to data sets from several finns (both U.S. and European). 
In exploring the nature of the linkage between employee measures and business 
outcomes within these data sets we made a surprising discovery: The consistency 
of employee feelings was more important than the anolute level in building a 
cause--effect model! 

Employees, like customers, appear to estabmp. thresholds of expected performance. 
That is, they will accustom them.,elves to less than ideal circummances so long as 
those conditions don'\ worsen. Employees similarly acclimate to thresholds of en­
vironment, even though they may be less than perfect. U: however, these thresholds 
are breached by deteriorating conditions. (breaking through a minima.Dy acceptable 
level), then there are repercussions in employees' perfurmance, and customer feel­
ings and profits are likely to suffer. But if employee attitudes remain constant or 
advance slowly, without receding, then custom:r attitudes and profits are II¥>re likely 
to improve. Again, in our data, the linkage to business outcomes was not universal. 



Unfurtunately, firms with satisfied employees can still find themselves .losing out to 
competitors and ultimately going out of business. 

WRITING SENSIBLE EMAIL MESSAGES 

As we've seen befure, getting your inbound email under controi will give you a lruge • 
productivity boost, but what about all the emails you sen<I! If you want to be a , 
good email citizen and ensure the kind ofresults you're 'looking fur, you'll need to 
craft messages that are concise and easy to deal with. 

First: Understand why you're writing 

Befure you type anything into a new message, have explicit answers fur two ques­
fum: 

1. Why am I writing this? 

2. What exactly do I want the result of this message to be? 

lfyou can't succinctly state these answers, you might want to hold off on sending 
your message until you can. People get dozens, hundreds, eventhousands of emails 
each day, so it's only natural fur them to gravitate toward the me.ssages that are well 
thought-out and that clearly respect their time and attention. Careless emails do not 
invite careful respomes. 

Think through your email from the recipient's point of view, and make sure you've 
done everything you can to tiy and help yourselfbefore contacting someone else. 
If it's a valuable~. treat it that way, and put in 1he tiire to tmking your words 
count. 

Get what you need 

Although the possible topics and content ofme~ages are theoretically endless, I'd 
propose that there are really just three basic types of business email. . . 

1. • Providing information - ''Larry Tate will be in the office Monday at 10." 

2. Requesting information - ''Where did you put the 'Lany Tate' file?" 

3. Requesting action - ''Will you call Larry Tat.e's admin to confirm our xreeting 
on Monday?" 

It should be clear to your recipient which type of email yours is; don't bury the 
lede. Get the details and context packed into that first sentence or two whenever 
you can. Don't be afraid to write an actual "topic sentence'' that clarifies a) what 
this is about, and b) what response or action you require of the recipient. 

Since the Lany Tate meeting on M~*y bJls been moved from the Whale Room, 
could you please make sure the Fishbowl has been reserved and that the caterer 
bas been notified of the location change? P~ IM me today by 5pm Pacific Time 
to verify. 

This isn't the p.lace to practice your stand-up act. Keep it pithy, and assume that no 
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one will ever read more than the first sentence of anything you write. Making that 
first sentence strong and clear is easily the best way to interest your recipient in the 
second sentence and beyond. 

Write a great Subject line 

You can make it even easier for your recipient to immediately understand why 
you've seat them an email and to quickly determine what kind of response or action 
it requires. Compose a great "Subject:" line that bits the high points or summarizes 
the thrust of the message. Avoid ''Hi," "One more thing ... ," or ''FYI," in favor of 
typing a short summary of the most important points in the message: 

• Lunch resched to Friday @ 1pm 

• Reminder: Monday is "St. Bono's Day"-no classes 

• REQ: Resend Larry Tate zip file? 

• HELP: Can you defrag my C drive? 

• Thanks for the new liver- works great! 

In fact, if you 're relating ju.st a single :met or asking one question in your email, . 
consider usingjust the subject line to relate your message. As I'vementioned be­
fore, in some organizations, such emails are identified by adding (EOM}-~r end 
of message-at the end of the Subject line. This lets recipients see that the whole 
me~ge is right there in the subject without clicking to the view the (non-existent) 
body. This is highly appreciated by people who receive a large volume ofmail, since 
it lets them do a quick triage on your message without needing to conduct a full 
examination. 

Sadly, good email subjects have become something of a lost art, especially among 
more recent additions to the Interweb. It's a pity, because you're fur more likely to 
get a favorable response from a busy person when they can quickly grok your 

~ -
Brevity is the soul of ... getting a response 

It's completely depressing to check your email at 4:55 in the afternoon to discover 
a gothic novel of a message waiting for you, spilling down your screen the distance 
of2 or 3 scrolling pages. It's certainly not the kind of thing that excites the desire 
to engage and respond. I mean ju.st look at all that! 

So, ahbough-in typical Merlin~ have only anecdotal evidence and bu~ 
to prove this point, I'd wager that there~s one visual trick most likely to improve 
your message's success; fit it onto one·.screen with no scrolling. There's area­
son those web ads placed "above the- fold" cost a lot more than the ones stuck 
down at the bottom; it's the only part of the page that you're virtually assured that 
anyone will see. 

Whenever you can, try to distill your beautiful episte down to just o~ or two points 
about a given topic, and then whittle that down to the point where there's plenty of 

122 white space left underneath your closing. Got more to say? Put it in separate emails 
with-again-excellent Subject lines, and a descriptive, concise opener. 



What's the action here? 

If your message includes any kind of request-whether for a meeting, a progress 
update, a pony ride, or what have you-put that request near the top of the 
message and clearly state when you will need it. Do not, under any circumstances, 
~mne that your overwhehned recipient will take the time to sift through }Our pmple 
prose for clues about what they're supposed to be doing for you. 

Depending on the style of your team and the vohnne of mail they create, you might 
even consider adding functional text headers to the top of the body outlining the 
exact nature of the message. 

This email is: [ ] actionable 

Response needed: [ ] yes 

Tnne-sensitive: [ ] immediate 

[x] fyi 

[x] up to you 

[] soon 

[ l social 

[] no 

[x] none 

Sure, it's geeky, but how many minutes have you wasted panning through a sloppy 
•~roject update" email only to completely miss the changed deadline or work 
request buried in the penuhimate paragraph? 

Remove the guesswork from your messages by thinking of them like friendly, 
civil m:,rk orders; you must not be afraid to ~k for what }OU want, especially if you 
have any desire to actually have the recipient give it to you. 

More good ideas 

• Make it easy to. quote - Power email users will quote and respond to 
specific sections or sentences of your message. You can facilitate this by 
keeping your paragraphs short, making them easy to slice and dice. 

• Don't chuck the ball - Emails to a thread are like comments at a meeting; 
think ofboth like your time possessing the basketball Don't just chuck at 
the net every chance you get. Hang back and watch for how you can be 
most useful Minimize noise. 

• A reminder never hurts - If )Ou're fofuwing-up or responding to an email 
that's more than a few days old, provide context right at the opening. For 
example, '-You wrote in February asking to be notified when the new asthma 
inhalers are in stock; here's a link to the iteim we've now made available 
on our site .... " 

• Never mix, never wony- Unless·your·teamreally prefers to work that 
way, do not mix topics, projects,"'or domains of life in a given email. Inform 
everyone of Baby Tyler's adorable antics in a differentmessage than the one 
with the downsizing rumors and budget warnings. ~ 

• No thanks - I'm not married to this one, but I know a lot of people who 
swear by it In more informal settings and in high-volunE mail enviromnents, 
it's not necessary to respond with a "Thanks" email whenever someone 
does what }OU ~ Save your gratitude for the next time you pass in the 
hall; a one-word "'Ib.anks" email can be crufty and unnecessary. On the 
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other band, don't hesitate to thank someone for their time if they've truly 
done you a proper. 

• RTFM - If you're asking for help, make sure you've exhausted all the 
docmnentation and non-human resources you have at your disposal When 
you do ask for help, be sme to quickly cover the solutions you've already 
tried and what the results were. · 

• Skip the overture - If you're writing to a busy person with an actual 
question or request, resist the desire to swoon for 2,000 characters. Either 
write a fan letter or a useful email, but mixing them can seem tacky and 
disingenuous. 

Sample messages 

· ·1. To: Company Employees 

Subject: A GENTLE REMINDER 

Good afternoon Citizens of ABC Corporation, 

It bas been impressed upon me the need for a gentle reminder regarding the sending 
and receiving ofmail at our facility. 

Any incoming mail should have the company name on it, in addition to the name of 
. the actual recipient. Let me write that again this way: Any incoming mail should have 
the COMPANY NAME on it in addition to the NAME OF TIIE RECIPIENT. 
I'm not shouting at you, the large caps were added for emphasis. I only hope to 
stress the importance of this information on incoming mail because we have had 
instances where the post office bas, in their ongoing effort to decrease mis-deliver­
ies, returned mail intended for us to the sender because it lacked a company name. 
While we still receive mail for other companies in the building, the post office has 
returned invoices, statements and other materials intended for us due to a lack of 
a company name. So please emphasize all potential senders the importance of 
including our proud company name along with your own. 

ConveIBely, we have witnessed some peculiar things while handling outgoing mail 
Not wishing to draw undue attention to any particular individuals, let's just say 
matter of factly that it's okay to remove the backing of the mailing label and apply 
the sticky side to the top oft~ package that you are sending. Taping the label to 
the package defeats the intended purpose of the nice adhesive that's been placed 
there fur us. The following formula has been tested and proven successful: place 
contents into packaging, seal package, apply label with recipient information to the 
package face, attach completed shipping form 

Ifthose steps can be followed, we can almost as.5ure, barring any interference from 
God or human failure, that your goods, will reach the desired location within the 
desired time. 

Thank you as always for your cooperation. Stay tuned to this screen. 

2. From: Melissa Witt 

Subject: Your sample proposal 



Chris: 

I received your sample proposal today. While I was very happy to get it, I'm 
disappointed in its content. I don't see any indication that you did any of the things 
that we were going to do for this project. There's no outline at the beginning, no 
indication of the features that are located within, and no technology case at the end 
of the proposal as we discussed_ In fact, I don't see any web material anywhere ' 
in the proposal You still have as a boxed-out feature the "Social Responsibility" 
box on page 25. According to my notes, you were to take these out, integrate them 
into the discussion, and call them out with an icon. Do you think the section on 
Motoro1a is still valid, considering it's recent ups and downs? I know Mike called 
and received a temporary password to Wall Street Journal information to use to 
replace this. Mike, did you not share it with the rest of the group? 

Did.I miss something? Are we all "on the same page?" I'm trying to help all of 
you write a proposal that knocks their socks off. Your colleagues gave you the 
feedback to do it. According to what I understood, the plan was agreed upon at 
the meeting, of which Andy gave us all a recap memo. I'm sorry I can't write it 
fur you. 

I would appreciate some feedback here from all of you. 

3. To: All m Employees 

Subject: Project Team Volunteers Needed 

Using the document created by Reed McKenzie's Web Smart Strategy team, we 
have a solid fuundation from which to build a su~fulWeb Knowledge Curricu­
lum fur the DPI group. Building on this backbone, I would like to find a group of 
people to help me design a curriculum that excels in it's creativity, design and 
functionality. 

As a volunteer for this project, you will have the opportunity to determine the 
solution that keeps deployment on the forefront of web technology. For the pur­
pose of the project, I would like to get the widest possible participat~on from the , 
temm within DPI. As a result, please volunteer yourself: or recommend someone 
who can truly add value; someone whom you trust to design your professional 
development. I'd like a participant from each group, Desktop, Functions, ABA and 
BPA as well as balanced representation between Chicago and Sarasota. 

If you'd like to think HUGE, present ideas that are outrageous, and develop so­
lutions that are unparalleled, you belong on this team. Let's make an impact 
together. Please respond to me via lotus notes by Monday, 16 October, 2000. 

WRITING SPECIAL NOTICES 

In this chapter, and in this course, we use a specific style of notices. This style is ' 
standard, required furmat in this course. If you want to use a different style, discuss 
this with your imtructor. Otherwise, fullow these guidelines in pbmniog and designing 
special notices-they are your "specs"! 
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1. Use special notices to emphasize key points or warn or caution readers 
about damage or injury. 

2. Be careful to use the types of special notices precisely, for their defined 
purposes. Use the fuur types of special notices in the following ways: 

Note-To emphasize points or remind readers of something, or to indicate 
minor problems in the outcome of what they are doing. 

Warning - To warn readers about the possibility of minor injury to them­
selves or others. 

Caution - To warn readers about po~ible damage to eqwpment or data 
or about potential problems in the outcome of what they are doing. 

Danger-To warn readers about the posstbility of serious or fatal injury to 
themselves or others. · 

Deciding on which type of notice to use is not an exact science. Don't use a danger 
notice when a warning is more appropriate (the same as "crying wolf'). Also, use 
notices in a consistent way throughout a report. Do not create your own notices, 
such as putting "Important:" in place of"Waming." 

1. Place special notices at the point in text where they are needed. For ex­
ample, place a caution or danger notice before discussing a step in which 
readers might hurt themselves. . 

2. Avoid having too many special notices at any one point in the text. Other­
wise, the effectivene~ of their special format will be lost. (If you have too 
many, combine them.) 

3. Wrth warnings, cautions, and danger notices, explain the consequences of 
not paying attention to the notice. State what will happen if the reader does 
not heed the notice. 

4. The following examples use bold. If you have no access to bold, use un­
derlines instead (but don't use l?oth together). Avoid all-caps for the text of 
any special notice. 

Format for Special Notices 

Use the following for specific details on the capitaliwion, typography (bold, under­
lining, different fonts, different types sizes), and spacing for each type of special 
notice. 

Note. Use the follo~ format for ~le notes: 

1. Type the word '"Note'1 followed by a colon. (Underline the word, or use 
bold if you have it.) 

2. Begin typing the text of the note one space after the colon. (But don't put 
the text of the note in bold.) 

3. Singlespace within the text of the note; skip one line above and below the 
note. 



4. Start run-over lines on the regular left margin. 

5. Align the note with the text to which it refers ( as illustrated in the second 
example). 

IHtina the Drive 

To test your ne·• drive by reading a data CD, follow these steps: 

1. Open. the driw b'ay and place a data CD on llie tray. 
2. Close the drive tray aJ)d wait a moment for~ drive aml CD to spin 

up. 

3. Click My Computer on you.- Window~ desk.top to view the available 
drives. You should see your new drive and drive letter. 

4, Clickihe new 'ltive to access the files on the CD. 

Nate: The drive letter you .see as your new drive may vary depending on 
the number of hare disks installed in your sysmm. 

Example of a simple note. 

o,,fo1111Y, /us s~ue IM#e IJlu tffCW tlle 
notr to l111lu1~ It µrr•11s to tlte Wetztlit?m. 

?his is the special notice illtorll8tio11, ?his is the spec1al 

notice i.llton.ation. This is the special notice 1lltor111ation: 

rhi• is ra.nnill'J text . This is al so ra.nni.ll'J text . .h-4 

Hotr ~,111 ltill! tlle this is r11l!.1\1ll'J text. Thu if r11.1llli.lllJ text. Thil is 
~'Xl uftlle W~tl 
~,,,;, retl!n 10. '---.. runnill'J text . 

.. te: This is the special notice intorlllltion. This is 
the special notice inton:ation . This is th• special no­
tice intorntion . 

• Thir is t11l!.1\1ll'J text. This is also runnill'J text. An4 

this is tUJlllill'J text . This is ruMill'J text . 'this is 

Example of a note within a bulleted list (not regular running text). This same 
principJe ( that special notx:es align to the text they refer to) applies to the other types 
of special notices as well. 

Notes. Use the following format for multip1e notes: 

1. Type the word "Notes" followed by a colon. (Underline the word, or use 
bold if you have it.) 

2. Use a numbered list for the' individual· notes; in it, follow the rules for 
numbered lists. (Do not~ bold..{o_r tbe.individ~.notes.) 

3. Align the notes with the text to which the refer;·stap one line above and 
below the notes. 

4. Use this format when you have so many notes that they would distracting 
to present individually. 
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11..o lililfk ln~s 
This is rlU\Jli.ng text . This i s al so ?lU\Jli.ng tex t . bet ~~" IIHtflin1 ll!xt 

. . ·------ Utd TM ~. thi s is also rlUllli.nlJ t ext. n11; ir r1llln1.n1J tex t.,:__---

lletea: 

2 . Thir 

ii; the special 11ot ice i.ntoration. 

is tho s pec ial notice illtonatio11 . 

/ 

1 . This 

3. This 
Thi s 

is also rUlllli.nCJ text. AA4 this i s t11llllillq text . 
is n.Dllill<J text. This i i . . . ---------

-------lnt111i t/11II ttotl! 111.'m! 
m !Hlfl/upued. 

o- a> 3-,p,u iml~rrrdon 
tbr th~ flOlr ituu. 

Example of a multiple note. Use this format if you have lots of notes and want 
to collect them all in one place to prevent distraction. 

Warning. Use the following fonnat fur warnings: 

1. 1ype the word "Warning," follow with a colon, italicize. 

2. Tab to begin the text of the warning. (Try for 0.25 to 0.5 inches of space 
between the end of the warning label and the beginning of the text.) 

3. Use regular body font for the text of the warning notice (no bold, no italics, 
no all-caps, no color). 

4. Align the warning notice with the text it refers to. 

5. Singlespace the text of the notice notice; skip one line above and below the 
caution notice. 

4 . B.un the engine fur 3 mmutu. tMn shut it off. Steps ~ -4 eo~rise one nl8mt 
run. Make a note in your log that tbe fir.st .eagjne nm is. 1:ompl.cte.. 

Wamins: :Se cartful hall~ yo\&!' e~ ,a~t rt)nuu}S. Model engii,1:S g;t 
ve.y bot dwiag op,eration. 

5. Complete 3 mote enguie rum, lettinj tbe engine cool enough to tbe to\lch ~ 
each t\ltl and updating J~W log as ~v ,o, 

6. A~ the fol/lth ~ run. tutn tm! tbrottle up all tM way and adjust the fue1-air 
mi."ttute by t9und. 

Example of a warning notice. Use this one to alert readers to the possibility of 
minor injury. 

Caution. Use the following funnat for caution notices: 

l . Type the word "Caution" fullow it with a colon, and bold both the label and 
the colon. 

2. Skip one line and begin the text of the caution aligned with the start of the 
caution label 

3. Singlespace the text of the caution; skip one line above and below the 
notice. 



4. Align the caution notice with the text it refers to (in the preceding, the 
warning notice occurs within a numbered list and is indented accordingly). 

Create the Web Works Project 

WebWorlcs uses two tools to assist you: the Project Launcher end the New Project · 
Wizard. To complete the WebWorks project, follow these instructions: (1) start 
WebWotks and edit the Project Launche:, md(2) edit the New Project Wizard. 

Ca'lltien: 

Ensure that your FrameMaker file has no cross-link or book-gener8tion errori: . 
Otherwise, WebWorks may cencel the conversion process. 

Example of a caution notice. Use this one to alert readers of possible damage to 
equipment or problems with the procedure. 

Danger:. Use the following format for danger notices: 

1. Type the word .. DANGER" in all-caps. (Underlin~ it, or use bold.) 

2. Align the danger notice with the text it refers to. 

3. Singlespace the text of the danger notice; skip one line above and below the 
danger notice. 

4. Use bold on the text of the danger notice if you have it (but never all-caps). , 

5. If you have graphics capability, draw a box around the danger notice (in­
cluding the label). 

Haw u, Operate the Ml6A rut1a 

The Ml M rifle ts the $~ isSUt nfle ut"ed by lhe iofantry dtviiion of the Ur.itctl 
State• .Amty. The title ii~ eocmcrciaJ1y ·availt.ble for civilians who haves special 
license for automatit w~. This nfle is a 'ICT'J acturatt and versmle weapon. The 
rifle fins aminmi.tion in single bunts ar fl»lltiplt. bursts fur different a,,>es of siluab>JU. 
Youwrll be able to ,afely operate a M16A ritle after le8ming the fullowing steps: 
{l) performing a fuoction check, (2) loading the Ml6A, and (3) ualoading the rifle. 

I 
t>apr: Wllwftfyou lle&fll opn:atiRS-, type arflreana. mab nnt I 

. tid -..poa ii pellafe4ill • saia dincdo1t tt al limes. 

Danger notice. Use this one to alert readers of the possibility of serious injury 
or fatality. 

Other Formatting Issues 

Here are some additional points to consider concerning special notices. 

Speciai alignment. Special notices must align to the text.to which they refer. For 
example, if you have a note that adds some special detail to something in a bulleted 
list item, you must align that note to the text of the bulleted item. Of course, if the 
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note follows a bulleted list but refers to the whole list, then you can use the regular 
left margin. 

Singlespaced text. All of the examples and discussion in this unit are based on 
doublespaced text. For singlespaced text, use your document-design "eye" to de­
cide on spacing. Leave either one blank lines between running text and special 
notices---depending on what looks best to you. (And of course both running text 
and the text of the special notices would be singlespaced) 

Placement of special notices. The standard rule is to place special notices before 
the point at which they are relevant. For example, you warn readers to back up all 
data before you tell them to reformat their bard drive. However, in practice this 
applies to serious special notices where great harm to data, equipment, or people 
is likely to ensue. 

One technique used by very cautious writers ( maybe those who have been burned) 
is to place all serious notices (warnings, cautions, and dangers) somewhere at the 
beginning of the document, and then repeat them individually where they apply. 

Multiple special notices. You run into situations where you have three or four 
special notices, alljannned together in the same part of the text, each one following 
another. This is a problem because the whole point of the special formatting of the 
notices is lost: something is special because it is diffetent from the surrounding. The 
solution to this problem is to create one identifying heading (for example, "Notes 
and Warnings"), and then list the notices ( either bulleted or numbered) below it. 

Designing your own notices. The format of the notices shown here is by no 
means universal And while there is agreement on the gradation of special notices 
(from special point to potential fatality), there is no agreement on what to call each 
one. The special notices shown here are designed on the principle of mcreasing 
noticeability. You're likely to notice the note-type special notice, but how can you 
miss the danger notice? If you want to design your own special notices, check with · 
your instructor. For some, the meanings of warning and caution are reversed (al­
though my suspicion is that the word "caution" derives from the Latin cautere, 
which means to cut~esting minor injury). 

The key though is to decide on a naming and formatting style and stick to it. 
Readers get into the habit of responding certain ways to words and fonnat. Don~t 
confuse them! And don't complicate matters by creating new types of notices such 
as "Important" or ' 'Please read!" and other such weirdness. 



5 Writing for Empl«;>yment 

The Chapter Covers : 
■ Writing CV's 

■ Differences between a resume and a CV 

■ Preparing a Currirulum Vitae 

■ Proven Success Strategies 

■ Samples 

■ Writing Emails 

■ 32 most important email etiquette tips 
• Examples 
■ Some more Examples 

WRITING CV'S: 

A curriculum vitae, or CV, is a type of resume used by professionals in the fields 
of academia, medicine, teaching, and research. 

DIFFERENCES BETWEEN A RESUME AND A CV 

• Education is always listed first. Most candidates who use a CV have an 
educational background directly related to the positions they seek. 
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• CV's almost never list an objective and seldom have a long narrative 

profile. If you want to make a more elaborate argument for your appli­
cation. do it in a cover letter. 

• CV's should be understated. SeJf-congratuJation is likely to backfire on 

the author so keep your CV looking simple. 

• Name-dropping is more common in CV's than resumes. For example, if 
you performed research under a certain professor, you would probably 

include her name and title. Science and academia are small worlds, and 

it is.likely that a prospective employer will have heard of a given specialist 
in her own field. 

• CV's can run on for pages and pages_. This is different from resumes, 

which need to be one to two pages, maximum CV's should, however, 

be very neatly organized with clear headings and distinct conceptual 

division& 

• CV's often contain many more categories of information than resumes. 
Experience may be divided between headings for TEACHING and 

RESEARCH; education may be divided between DEGREES and CON­
TINUING EDUCATION or ADVANCED TRAINING How you orga­

nize this material determines its impact on your reader. 

Information to include on a CV 

The organization and presentation of your CV is extremely important. Your 
presentation will be judged largely on the number and nature of listings. Review 

your total universe of material before deciding what to include, what to feature, 

and what to omit. Review all potential data in the following categories: 

Degrees Study abroad Volunteer experience Appointments 
Dissertations Teaching Service Consulting 
Theses Workshops Languages Practica 
All other college Continuing education Additional activities Travel (non tourist) 
studies Seminars Technical skills Laboratory skills 
Clinics Conferences Computer skills Sports 
Training Symposia Licenses Awards 
Specialization Publications Credentials B ibliography 
Expertise Translations Honors Addenda 
Profession Presentations Scholarships Affiliation 
Interests Papers Fellowships Probono 
Employment Lectures Assistantships Committees 
CJ.ass projects Exhibitions . Grants ' 
Research 

After compiling this information. organize it on yow- CV in accordance with your 
desired impact on the reader. If you 're looking for a job in research, emphasize 

the ·research in which you've already participated or relevant coursework. All 

information should be listed in reverse chronological order. 



PREPARING A CURRICULUM VITAE: 
PROVEN SUCCESS STRATEGIES 

Vitas and resumes both have similar purposes - as marketing documents that 

provide key information about your skills, experiences, education, and personal 

qualities that show you as the ideal candidate. Where a resume and a curriculum 
vitae differ is their use, format, and length. This article will help with your writing 
and preparing your vita. 

A curriculum vitae - often called a CV or vita - tends to be used more for 

scientific and teaching positions than a resume. Thus, vitas tend to provide great 

detail about academic and research experiences. Where resumes tend toward 
brevity, vitas lean toward completeness. 

Unlike resumes, there is no set format to vitas. While this article will provide 
a few links to free samples vitas, it is best to also discuss any special formatting 

your field requires with a mentor or trusted member of your network. There are 
also a few books that provide much more depth on the subject - and they 

can be found at the end of this article. 

While vitas do not have the one-page rule of resumes, you need to walk the 

line between providing a good quality of depth to showcase your qualifications 
and attract potential employer interest and providing too much information thus 

appearing verbose and turning off potential employer interest. 

Ready to Begin Preparing Your CV? 

Typical vita categories or headings may include some or all of the following: 

• PersonaVCont.act Infun;nation 

-name 
-· address 

-phone number(s) 

~ 

• Academic Background 

-postgraduate work 
-graduate work/degree(s), major/minors, thesic;/dissertation 

titles, honors 
-undergraduate degree(s), majors/minors, honors 

• Pro~ional Licenses/Certifications 

• Academic/Teaching Experience 

-courses taught, courses introduced 
- innovation .in teaching 
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-teaching evaluatiom 

• Technical and Specialized Skills 

• Related/Other Experience 

--Other work experience 

• ProfessionaVAcademic Honors and Awards 

• Professional Development 

---<;on.furences/workshops attended, other activities 

• Research/Scholarly Activities 

-jownal articles 
---<;onference proceedings 
-books 
---<;bapters in books 
-magazine articles 
-papers presented/workshops 
--ezine articles 
- work currently under submission 
-work in progress 

• Grants 

• Service 

-academic 
-profesmnaI 
~nmmity 

• Academic/Research Interests 

• Affiliations/Memberships 

• Foreign Language Abilities/Skills 

• Comult:ing 

• Vohmteer Work 

• "References 

Other CV-Related Resources That can Help: 

Helpful books about vitas: 

• Developing a Professional Vita or Resume, by Carl McDaniels and 
Macy Anne Knobloch (Ferguson Publishing). 



• The Global Resume and CV Guide, by Mary Anne Thompson (Wtley). 

• How to Prepare Your Curriculum Vitae, by Acy L. Jackson and C. 
Kathleen Geckeis (McGraw-Hill). 

Other articles/Websites about vitas: 

• Curriculum Vrtae - from Colorado College's Career Center. 

• Curriculum Vrtae Resume Writing Tips - from #I Resume Writing Services 
& Resume Tips Resource Center. 

• Writing Your Vrta - from the Psychology Department at Hanover College. 

SAMPLES: 

RESUME SAMPLE 

Amit Ghosh 
789 White house Road, Koramangala, Bangalore 998 009, India 
Email: xxx@aolcom 
Phone: 91-80-45679987 

OBJECTIVE: To secure a job· in t~e IT industry where I can utilise my 
knowledge fur the organisation's growth 

EDUCATION 

B.Tech. Computer Science and Engineering, Indian Institute of Technology, 
Chennai (2001-2005) 
Thesis Title: Efficient use of software in offices 
Advisor: Anne D'Coasta 

Summary: Improvement in the use of the software that is used in offices at 
the moment. This was published in Graphics India magazine in 2005 

St. Xavier's SchooL Bangalore (Graduated 2000) 
Ranked 2nd in school in 12th C.B.S.E. Board Examinati.on. 

PROJECT WORK (B. Tech) 

• Buih a computer that could work on solar energy. 

TRAINEESHIP EXPERIENCE 

• Research Assistant, TIFR, Mumbai (Aug - Dec 2004): 

• Helped the professors to research and collate information on various 
computer related topics. 

• Project Trainee, ABC Networks, Bangalore: (Jan 2005-present): 
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• Work as a project trainee for this start-up company. Implemented new 

projects and participated in them. Tested the new software. 

COMPUTER SKJLLS 

• Software: SQL Server, Apache, CVS, Mathematica, Latex. Also, audio/ 

video formats and codecs. Languages: CIC++, STL, Python, Javascript/ 

C# 

• Platforms: Linux, FreeBSD, Wmdows 98, NT 4.0, 2000. 

ACADEMIC AWARDS 

• Best B.Tech thesis - 2004. Dept of Computer Science. IISC BangaJore 

• Silver Medalist at the International Mathematical Ol)'nwiad at school 

• Ranked 10th in IIT Joint Entrance Examination - 2000. 

TRAININGS/CERTIFICATIONS 

• A six month course in C, C++ and Java from the National Computing 

Agm;y 

• A ceritfication in multi-media and animation from Animation Toonz 

• Communication skils workshops conducted by the British Agency in 

Bangalore 

REFERENCES 

• Will be furnished when asked for. 

SAMPLE 2 :­

FRANCISCO PIRES 

PERSONAL DETAILS 

Full name: PIRES, FRANCISCO Manuel Prego de Ochoa e Azevedo 
Nationality: Portuguese (born in Lourenzo Marques, Moz.ambique) 

OOB: 17:12:62 
Marital status: Married 
Address: Rua Augusto Gil, 41 - 4460-211 Senhora da Ho~ Porto, 
Portugal 
Mob.: (+355) 932 687 548 / (+355) 964 644 718 
Fax. : (+355) 220 125 439 
E-Mail abcd@dix.pt 



PROFH..E 

My career has led me to specialize increasingly in the management of complex 
multi-cultural projects and their staffi at international levels. I have experience 
in; strategic forward-planning; operating within the tight financial disciplines im­
posed by ambitious budgets which I have _helped to plan; methodical adminis­
tration to deadlines (not to speak of crisis management where necessary); and 
the application of modem leadership methods (through staff motivation and in­
volvement in both decision-making and target-setting, clarity in comrrnmication, 
and easy personal inter-relations). My own cosmopolitan background and ana­
lytical interests in other cultures, together with a command of several European 
languages, have also left me confident in handling negotiations that require the 
reconciliation of different national approaches to otherwise common problems. 

Skills Base 

• Familiarity with both the artistic and the commercial worlds, the culture 
of government, and European regulations 

• Tested managerrent techniques in both continental and British contexts 

• Proven leadership and human management skills 

• Budget design and monitoring 

• Time-efficient, systematic working methodology 

• Rapid a.daptabi]jty to new problem-solving and new locations 

• Languages: Portuguese, English, Spanish, French, and Italian 

• IT: Word, Excel, Wmdows 

• Clean driving license 

SAMPLE 3 :­

AKIKO TANAKA 

52 Orchard Street, London W2 3BT 
Telephone: 020-7654 3210; Mobile: 07960 999999; E-mail: 
akiko9999@hotmail.com 

Employment 

1999-2001 Natural Group, Tokyo, Japan 

A manufacturer and retailer of natural foods and supple­
ments in Japan 
Sales Assistant 
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1997-1999 

consumer 

mmt 

· Advised the main shop's customers about organic and 
heahh fuods 

· Developed new business in smaller satellite stores, 
explaming the 

benefits of supplements and organic food to potential 

new customers 
· Increased sales at both the main and the satellite shops. 

The extra 
profits were used to expand the business by establish­

ing a new shop 

Sony Corporation, Tokyo, Japan 
A Japanese cong1omerate which develops and manufactures 

and 
industrial electronic equipip.ent world-wide 

Administration Assistant, General Affairs Depart-

· Examined incoming mail and redirected tlili! to the 

appropriate division 

nese 

Air Cargo 

import of 

Education 

· Translated foreign letters (written in English) into Japa-

Customs Clearance Officer, Import Division, Sony 

· Completed reports ( e.g. bills of entry) to facilitate the 

goods from abroad 
· Dealt with customs enquiries and procedures 

Sep 2001 - Britannia School of English, London 

English language school; pasood Cambridge First Certificate exam 

in June 2002 

1993-1997 Meilcai University, Chiba, Japan 

-Degree, in International Relations 
Other Skills 

Computer literate: good knowledge of Word and Excel, as well as e-mail and 
the internet Fluent in Japanese; practical knowledge of English and Korean 

Personal Details 

Date of Birth 6 January 1975 

Nationality Japanese 



Female 

Student visa Work status 

Interests Studying English, visiting musemm, playing golf 

WRITING EMAILS: 

Introduction 

It simply comes down to making others understand. Yet people treat writing e­

mail as either a chore, _a waste of time, or worst, a ~ furm of communication. 
Because of this, it isn't ·given the same amount of care and attention as putting 
pen to paper. 

So what if penmanship isn't seen, or that the stationery doesn't matter? So what 
if everything beco~ left-justified or gets tnmcated during transmission? Doesn't 
this mean that the words the~elves become even more important than ever 
before? 

In this section are sorm guidelines that I use when composing an electronic letter 
- if simple words aren't able to convey the message properly, we 're using the 
wrong alphabet. . 

It is amazing to find that in this day and age, some companies have still not 
realized how important their email communications are. Many companies send 
email replies late or not at all, or send replies that do not actually answer the 
questions you asked. If your company is able to deal profe~ionally with email, 
this will provide your company with that all important competitive edge. Moreover 
by educating employees as to what can and cannot be said in an email, you can 
protect your company from awkward liabifio/ issues. This website discusses the 
main etiquette ruJes and provides advice on how employers can ensure that they 
are implemented. 

'By requiring employees to use appropriate, businesslike language in all 
electronic communications, employers can limit their liability risks and improve 
the overall effectiveness of the organization s e-mail and Internet copy in 
the process' - Excerpt from 'Writing Effective &mail', by Nancy Flynn and Tom 
Flynn. 

Why do you need email etiquette? . .. . , 
\ ..... . J.• 
I, . 

A company needs to implement etiquette rules for the following three reasons: 

• Profusoonalism: by using proper email language your company will convey 
a professional image. 
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• Efficiency: emails that get to the point are nmch more effective than poorly 
worded emails. 

• Protection from liability: employee awareness of email risks will protect 

your company from costly law suits. 

What are the etiquette rules? 

There are many etiquette guides and many different etiquette rules. Some rules 
will differ according to the nature of your business and the corporate culture. 

Below we list what we consider as the 32 most important email etiquette rules 

that apply to nearly all companies. 

32 MOST IMPORTANT EMAIL ETIQUETTE TIPS: 

1. Be concise and to the point. 

Do not make an e-mail longer than it needs to be. Remember that .reading an 

e-mail is harder than reading printed communications and a long e-mail can be 

very discouraging to read. 

2. Answer all qnestions, and pre-empt further questions. 

An email reply must answer all questions, and pre-empt further questions - If 
you do not answer all the questions in the original email, you will receive further 

e--mails regarding the unanswered questions, which will not only waste your time 

and your customer's time but also cause considerable frustration. Moreover, if 
you are able to pre-empt relevant questions, your customer will be grateful and 

impressed with }Our efficient and thoughtful customer service. Imagine fur imtance 
that a customer sends }OU an email asking which credit cards you accept. Instead 

of just listing the credit card types, you can guess that their next question will 
be about how they can order, .so you also include some order information and 

a URL to your order page. Customers will definitely appreciate this. 

3. Use proper spelling, grammar & punctuation. 

This is not only important because improper spelling, grammar and punctuation 

give a bad impression of your company, it is also important for conveying the 
message properly. E-mails with no full stops or commas are difficult to read and 

can sometimes even change the meaning of the text. And, if your program has 

a spell checking option, why not ~e it? 

4. Make it personal 

Not only should the e-mail be personally addressed, it should also include 

personal i.e. customized content. For this reason auto replies are usually not very 
effective. However, templates can be used effectively in this way, see next tip. 



S. Use templates for frequently used responses. 

Some questions you get over and over again, such as directions to your office 

or how to subscnbe to your newsletter. Save these texts as response templates 

and paste these into your message when you need them. You can save your 

templates in a Word document, or use pre-formatted emails. Even better is a 

tool such as ReplyMate for Outlook (allows you to use 10 templates for free). 

6. Answer swiftly. 

Customers send an e-mail because they wish to receive a quick response. If they 

did not want a quick response they would send a letter or a fax. Therefore, each 

e-mail should be replied to within at least 24 hours, and preferably within the 

same working day. If the email is complicated, just send an email back saying 

that you have received it and that you will get back to them This will put the 

customer's. mind at rest and usually customers will then be very patient! 

7. Do not attach unnecessary files. 

By sending large attachments you can annoy customers and even bring down their 

e-mail system. \\-'herever possible try to compress a«:achments and only send 

attachments when they are productive. Moreover, you need to have a good virus 
scanner in place since your customers will not be very happy if you send them 

documents full of viruses! 

8. Use proper structure & layout. 

Since reading from a screen is more difficuh than reading from paper, the structure 

and lay out is very important for e-mail messages. Use short paragraphs and 
blank lines between each paragraph. When making points, mnnber them or mark 

each point as separate to keep the overview. 

9. Do not o~eruse the high priority o_,tion. 

We all know the story of the boy who cried· wol£ If you overuse the high priority 
option, it will lose its function when you really need it. Moreover, even if a mail 
bas high priority, your message will come across as slightly agg..~sive if you flag 
it as 'high priority'. 

10. Do not write in CAPITALS. 

IF YOU WRITE IN CAPITALS IT SEEMS AS IF YOU ARE SHOUTING 

This can be highly annoying and might trigger an unwanted response in the form 

of a flame mail Therefore, try not to send any email text in capitals. 

11. Don't leave out the message thread. 

\\'hen you reply to an email, you must include the original mail in your reply, 

in other words click •Reply', instead of 'New Mail'. Some people say that you 

must remove the previous message since this has already been· sent and is 
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therefore unnecessary. However, I could not agree less. If you receive many 
emails you obviously cannot remember each individual email This means that a 
'threadless email' will not provide enough infurmation and you will have to spend 
a frustratingly long time to find out the context of the email in order to deal with 
it. Leaving the thread might take a fraction longer in download time, but it will 
save the recipient much more tiire and frustration in looking fur the related emails 
in their inbox ! 

12. Add discJaimers to your emails. 

It is important to add disclaimers to your internal and external mails, since this 
can· help protect your company from liability. Consider the following scenario: an 
employee accidentally forwards a virus to a customer by email The customer 
decides to sue your company for damages. If you add a disclaimer at the bottom 
of every external mail, saying that the recipient must check each email for viruses 
and that it cannot be held liable for any transmitted viruses, this will surely be 
of help to you in court. Another example: an employee sues the company for 
allowing a racist email to circulate the office. If your company bas an email policy 
in place and adds an email disc1aimer to every mail that states that employees 
are expressly required not to make defamatory statements, you have a good case 
of proving that the company did everything it could to prevent offunsive emails. 

13. Read the email before you send it. 

A lot o{people don't bother to read an email befure they send it out, as can 
be seen from the many spelling and grannnar mistakes contained in emails. Apart 
from this, reading your email through the eyes of the recipient will help you send 
a more effective message and avoid misunderstandings and inappropriate com­
ments. 

14. Do not overuse Reply to All. 

Only use Reply to All if you really ~ your message. to be seen by each person 
who received ·the original message. 

15. I\failings > use the Bee: field or do a mail merge. 

When sending an email mailing, some people place all the email addresses in the 
To: field. There are two draw~cks to this practice: (1) the recipient knows that 
you have sent the same message to a large number of recipients, and (2) you 
are publicizing someone else's email address without their permission. One way 
to get round this is to place ali ~ in. the Bee: field. However, the recipient · 
will·only see the a4qress from,tlie,;I'p: field in their~ so if this was empty, 
the To: field will be blank and this -might }ook like spamming. You could include 
the mailing list email address in the To: fieJd, or even better, if you have Microsoft _ 
Outlook and Word you can do a mail merge and create one message for each 
recipient. A mail merge also allows you to use fields in the message so that you 



can fur instance address each recipient personally. For more information on how 
to do a Word mail merge, consuh the Help in Word. 

16. Take care with abbreviations and emoticons. 

In business emails, try not to use abbreviations such as B1W (by the way) and 
WL (laugh out loud). The recipient might not be a~are of the meanings of the 
abbreviations and in business emails these are generally not appropriate. The same 
goes for emoticons, such as the smiley :-). If you are not sure whether your 
recipient knows what it means, it is. better not to use it. 

17. Be careful with formatting. 

Remember that when you use furmatting in your emails, the sender might not be 
able to view formatting, or might see difrerent fonts than you had intended. When 
using colors, use a color that is easy to read on the background. 

18. Take care with rich text and HTML messages. 

Be aware that when you send an email in rich text or ~ format, the sender 
might only be able to receive plain text emails. If this is the case, the recipient 
will receive your message as a .txt attachment. Most email clients however, 
including Microsoft Outlook, are able to receive IITML and rich text messages. 

19. Do not forward chain letters. 

Do not furward chain letters. We can safely say that all of them are hoaxes. 
Just delete the letters as soon as you receive them 

20. Do not request delivery and read receipts. 

This will almost always annoy your recipient before he or she bas even read your 
message. Besides, it usually does not work anyway since the recipient could have 
blocked that function, or his/her software might not support it, so what is the 
use of using it? If you want to know whether an email was rec~e.4 it is better 
to ask the recipient to let you know if it was received. · 

21. Do not ask to recall a message. 

Biggest chances are that your message has already been delivered and read. A 
recall request would look very silly in that case wouldn't it? It is better just to 
send an email to say that you have made a mistake. This will look much more 
honest than trying to recall a messag~. :' ·•· · ' ' · · · 

22. Do not copy a message or a~chmen~ without permission. 

Do not copy a message or attachment belonging to another user without per­
nm&<>n of the originator. If you do mt ask--permission first;'.you might be infringing 

. . 

on copyright laws. 
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23. Do not use email to discuss confidential infonnation. 

Sending an email is like sending a postcard. If you don' t want your email to 
be displayed on a bulletin boar~ don't send it. Moreover, never make any 
libelous, se~ or racially discriminating conn:rents in emails, even if they are meant 
to be a joke. 

24. {Jse a meaningful subject. 

Try to use a subject that is meaningful to the recipient as well as yourself For 
instance, when you send an email to a company requesting information about a 
product, it is better to mention the actual name of the product, e.g. 'Product 
A information' than to just say 'product information' or the company's name in 
the subject. 

25. Use active instead of passive. 

Try to use the active voice of a verb wherever possible. For instance, 'We will 
process your order today', sounds better than 'Your order will be processed 
today'. The first sounds more personal, whereas the latter, especially when used 
frequently, sounds unnece~ furmal 

26. Avoid using URGENT and IMPORTANT. 

Even more so than the high-priority option, you must at all times try to avoid 
these types of words in an email or subject line. Only use this if it is a really, 
really urgent or important message. 

27. Avoid long sentences. 

Try to keep your sentences to a maximum of 15-20 words. Email is meant to 
be a quick medium and requires a different kind of writing than letters. Also take 
care not to send emails that are too Jong. If a person receives an email that looks 
like a dissertation, chances are that they will not even attempt to read it! 

28. Don't send or forward emails containing libelous, defamatory, offen­
sive, racist or obscene remarks. 

By sending or even just furwarding one libelous, or offensive remark in an email, 
you and your company can face court cases resulting in multi-million dollar 
penalties. 

29. Don't forward virus hoaxes and chain letters. 

If you receive an email message waming·you of a new unstoppable virus that 
will immediately delete everything from your computer, this is most probably a 
hoax. By forwarding hoaxes you use valuable bandwidth and sometimes virus 
hoaxes contain viruses themselves, by attaching a so-called file that will stop the 
dangerous virus. The same goes for chain letters that promise incredtble riches 

or ask your help for a charitable cause. Even if the content seems to be bona 



nde, the senders are usually not. Since it is impossible to find out whether a chain 
letter is real or not, the best place fur it is the recycle bin. 

30. Keep your language gender neutral. 

In this day and age, avoid using sexist language such as: 'The user should add 
a signature by configuring his email program'. Apart from using he/she, you can 
also use the neutral gender: ''The user should add a signature by configuring the 
email program'. 

31. Don,t reply to spam. 

By replying to spam or by unsubscnbing, you are confirming that your email 
address is 'live'. Confurning this will only generate even more spam Therefore, 
just hit the delete button or use email software to remove spam automatically. 

32. Use cc: field sparingly. 

Try not to use the cc: field unless the recipient in the cc: field knows why they 
are receiving a copy of the message. Using the cc: field can be confusing since 
the recipients might not know who is supposed to act on the message. Also, 
when responding to a cc: mes.sage, should you include the other recipient in the 
cc: field as well? This will depend on the situation. In general, do not include 
the person in the cc: field unless you have a particular reason for wanting this 
person to see your response. Again, make sure that this person will know why 
they are receiving a copy. 

How do you enforce email etiquette? 

The first step is to create a written email policy. This email policy should include 
all the do's and don'ts concerning the use of the company's email system and 
should be distributed amongst all employees. Secondly, employees must be trained 
to fully understand the importance of email etiquette. Finally, implementation of 
the rules can be monitored by using email .ma.oagemeot software and email 
response tools. 

EXAMPLES: 

Example 1: Formal 

Hello, 

I read on your web site that you offer Music CD copying for large quantities 
of CDs. I'd like to inquire about the procedures involved in these services, Are 
the files transferred online, or are the titles sent by CD to you by standard mail? 
How long does it usually take to produce approximately 500 copies? Are there 
any discounts on such a large quantity? 

Business Commuoication 

NOTES 

145 



Business Communication 

NOTES 

146 

Thank you for taking the time to answer my questions. I look forward to your 
response. 

Jack Finley 

Sales Manager, Young Talent Inc. 

(709) 567 - 3498 

Example 2: Informal 

At 16.22 0 l/07 /2002 +-0000, you wrote: 

> I hear you're working on the Smith account. If you need any infurmation don't 
hesitate to get in > contact with me. 

Hi Tom, 

Listen, we've been working on the Smith account and I was wondering if you 

could give me a hand? I need some inside information on recent developments 

over there. Do you think you could pass on any information you might have? 

Thanks 

Peter 

Peter Thompsen 

Account Manager, Tri-State Accounting 

(698) 345 - 7843 

Important Points to Remember 

• Email is much less fonnal than a written letter. Emails are usually short 

and concise. 

• If you are writing to someone you don't know, a simple "Hello" is 
adequate. Using a salutation such as "Dear Mr Smith," is too formal. 

• When writing to someone you know well, feel free to write as if you 

are speaking to the person. 

• Use abbreviated verb forms (He's, We're, He'd, etc.) 

• Include a telephone number to the signature of the email. This will give 

the recipient 'the chance to telephone if .necessary. 

• It is not necessary to include your email address as the recipient can just 
reply to the email. 

• When replying eliminate all the .information that ~ not necessary. Only 
leave the sections of text that are related to your reply. This will save 

your reader time when reading your email. 

-----~------ --- - - -



SOME MORE EXAMPLES: 

1. To: Email address of first recipient 

CC: If any 

Subject: Mention in one line, the purpose of writing the email, so as to 
grab the attenti<;>n of the intended recipient. 

Salutation: Dear Sir/Madam, 

This is after all, a form of letter writing, so use the same letter writing tips that 
you've learned in school. In this first para, introduce yourself and the purpose 

of writing the email. Be brief 

In the second para, give the details of why you're writing the email and what 

exactly you hope to achieve by it. Again, be brief and to the point. 

The third para may or may not be required. It is just to thank the reader and 
hope, once again, that your purpose is fulfilled. 

Salutation: Sincerely, 

Your name, or an email signature that your organization may have assigned you. 

2. 

To: abc@wyz.com 

CC: Accounts Payable 

Subject: Request for copy of invoice 

Dear ABC, 

I'm LMN fonn the Accounts Payable department at Gm. Ltd. I understand that 
we have an invoice outstanding with your company since 07/01/2010. This email 
is to request you fur a copy of the invoice, so that we can clear it for payment 

at the earliest. 

First of all, apologies fur the delay in payment. The accounts team has been 
reshufiled arid this case came to my notice just an hour ago and I am writing 

to you immediately. The invoice in question is invoice number 246849, fur Mr.JKI 
who stayed at your hotel for a period of 4 days. That is, from 06/28/2010 to 

07/01/2010. 

. We cannot seem to locate the invoice, so I request you to email me a copy 

of the invoice, so that I can is.we the payment right away. Please send it to the 
email address mentioned below and mark it for my attention. Once again, sincere 

apologies for the delay. 
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Thank you, 
LMN, 
Senior Executive 
Accounts Payable, 
GHI. Ltd 

email: accountspayable@ghi.com 

In the next business email sample, you will see how to respond to such an email 

To: accountspayable@ghi.com 
CC: Accounts Credit 
Subject: FAO-LMN Copy of invoice 

Dear LMN, 

This is in reference to the email that you sent me this morning. First off: I would 
like to thank you for taking the initiative of asking for the invoice copy. 

As requested by you, I have attached a copy of the invoice 246849. I'm sure 
you have our bank details. 

Thank you, 
ABC, 
Accounts Credit, 
DYU Group of Hotels 

email; accountscredit@dyugroup.com 

, 

mailto:accountscredit@dyugroup.com
mailto:accountspayable@ghi.com


6 Group Discussion 

The Chapter Covers : 

■ Types of GD 

■ Why do we have GD ? 

■ How to Face GD 

■ Communication Skills 

■ GDTips 

■ GD Do's 

■ GD Preparation 

■ GD Mistakes 

■ General GD Topics 

■ Current GD Topics 

A GD is a Jtttbodology used by an organization to gauge whether the candidate 
has certain personality traits and/or skills that it desires in its members. In this 
methodology, the group of candidates is given a topic or a situation, given a few 
minutes to think about the same, and then asked to discuss the it among 
~Ives fur 15-20 minutes. Freshemworld.com brings you an elaborate section 
fur GD as you bad ever seen anywhere else. 
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Some of the personality ~aits the GD is trying to gauge may include :-

• Ability to work in a team 

• Communication skills 

• Reasoning ability 

• Leadership skills 

• Initiative 

• Assertiveness 

• Flexibility 

• Creativity 

• Ability to think on ones feet 

Why GDs:-

The reason why institutes put you through a Group discussion and an interview, 
after testing your teclmical and conceptual skills in an exam, is to get to know 

, you as a person and gauge how well you will_ fit in their institute. The Group 

discussion ~ests bow you function as a part of a team. As a manager, you will 
always be working in terum, as a member or as a leader. Therefore how you 
interact in a team becomes an important criterion for your selection. Managers 
have to work in a team and get best resuhs out of teamwork. That is the reason 
why management institutes include GD as a component of the selection procedure. 

Company's Perspective:-

Companies conduct group discussion after the written test so as to check on your 

interactive skills and how good you are at cormnunicating with other people. The 

GD is to check how you behave, participate ~ contribute in a group, bow much 
impQrtance do you give to the group objective as well as your own, how well 
do you listen to viewpoints of others and how open-minded are you in accepting 

views contrary to your own. The aspects which make up a GD are verbal 
conmnmication, non-verbal behavior, conformation to nonm, decision-making ability 
and cooperation. You should try to be as true as possible to these aspects. 

TYPES OF GD 

GDs can be topic-based or case-based. 

Topic based Gds can be classified into three types :-

1. Factual Topics 
2. Controversial Topics 

3. Abstract Topics 



Factual Topics:-

Factual topics are about practical things, which an ordinary person is a\Val'e of 

in bis day-to-day life. Typically these are about socio-economic topics. These can 

be current, i.e. they may have been in the news lately, or could be unbound by 

time. A factual topic for discussion gives a candidate a chance to prove that he 

is aware of and sensitive to his environment.E.g. The education policy of India, 

Tourism in India, State of the aged in the nation. 

Controversial Topics:-

Controversial topics are the ones that are argumentative in nature. They are meant 

to generate controversy. In GDs where these topics are given for discussion, the 

noise level is usually high, there may be tempers flying. The idea behind giving 

a topic like this is to see how much maturity the candidate is displaying by 

keeping bis temper in check, by rationally and logically arguing his point of view 

without getting personal and emotional. E.g. Reservations should be removed, 

Women make better managers 

Abstract Topics:-

Abstract topics are about intangible things. These topics are not given often for 

discussion, but their possibility cannot be ruled out. These topics test your Jateral 
thinking and creativity. 

E.g. A is an alphabet, Twinkle twinkle little star, The number 10 

Case-based Gd:-

Another variation is the use of a case instead of a topic. The case study tries 

to simulate a real-life situation. Information about the situation will be given to 

you and you would be asked as a group to resolve the situation. In the case 

study there are no incorrect answers or p~ect solutions. The objective in the 

case study is to get you to think about the situation from various angles. IIM 
A, IIM Indore and ITT SOM Mumbai have a case-based discussion rather than 
topic-based discussion in their selection procedures. 

WHY DO WE HAVE GD ? 

Reasons for ba.ving a GD 

• It helps you to understand a subject more deeply. 

• It improves your ability to think critically. 

• It helps in solving a particular problem. 

• It helps the group to make a particular decision. 

• It gives you the chance to bear other students' ideas. 
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• It improves your listening skills. 

• It increases your confidence in speaking. 

• It can change your attitudes. 

Strategies for Improving GD Skills for Tutorials & Seminars 

Asking questiom and joining in discussions are important skills for umversity study. 
If you find it difficuh to speak or ask questions in tutorials, try the following 
strategies. 

Observe 

Attend as many seminars and tutorials as possible and notice what other students 

do. Ask yourself: 

• How do other students make critical comments? 

• How do they ask questions? 

• How do they disagree with or support arguments? 

• What special phrases do they use to show politene~ even when they are 
voicing disagreement? 

• How do they signal to interrupt, ask a question or make a point? 

Practice 

Start practicing your disc~ion skills in an informal setting or with a small group. 
Start with asking questiom of rellow students. Ask them about the course material. 
Ask for their opinions. Ask for infurmation or ask for help. 

Participate 

Take every opportunity to take part in soc:ia1'informal discussions as well as irore 

structured/formal discussion. Start by making small contnbutions to tutorial dis­
cussions; prepare a question to ~ or agree with another speaker's remarks. 

Discussion Etiquette (or minding your manners) 

Do 

• Speak pleasantly and politely to the group. 

• Respect the contnbution of every speak.er. 

• Remeni,er that a discussion is not an argument. Learn to disagree politely. 

• Think about your contnbution before you speak. How best can you 

answer the question/ contnbute to the topic? 



• Try to stick to the discus&on topic. Don't introduce irrelevant information. 

• Be aware of your body language when you are speaking. 

• Agree with and acknowledge what you find interesting. 

• Lose your temper. A discussion is not an argument. 

• Shout. Use a moderate tone and medium pitch. 

• Use too many gestures when you speak. Gt-stures like finger pointing and 
table thumping can appear aggressive. 

• Dominate the mscussion. Confident speakers should allow quieter students 
a chance to contnbute. 

• Draw too much on personal experience or anecdote. Although some 
tutors encourage students to reflect on their own experience, remember 
not to generalise too much. 

• Interrupt. Wait for a speaker to finish what they are saying before you 
speak. 

Leading a Discussion 

You may be in a seminar group that requires you to lead a group discussion, 

or lead a discussion after an oral presentation. You can demonstrate leadership 
by: 

• introducing yourself and the members of the group 

• stating the purpose of the discussion 

• inviting quiet group members to speak 

• being objective 

• summarizing the ~n 

Chairing a Group Discussion 

When chairing a discussion group you must COJDD)lmicate in a positive way to 

assist the speakers in accomplishing their objective. There are at least four 
leadership skills you can use to influence other people positively and help your 

group achieve its purpose. These skills include: 

• introducing the topic and purpose of the discussion, 

• making sure all members have approximately the same time, (ie. no one 
dominates the discussion by taking too much time) 

• thanking group members for their contribution 
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• being objective in summarizing the group's discussion and achievements. 

HOW TO FACE GD 

A group discussion consists of: 

1. Conmmnication Skills 

2. Knowledge and ideas regarding a given subject 

3. Capability to co-ordinate and lead 

4. Exchange of thoughts 

5. Addressing the group as a whole 

6. Thorough preparations 

CO1\1MUNICATION SKILLS 

The first aspect is one's power of expression. In a group discussion, a candidate 
bas to talk effectively so that he i'i able to convince others. For convincing, one has 
to speak forcefully and at the same time create an impact by his knowledge of the 
subject. A candidate who is successful in holding the attention of the audience 
creates a positive impact . 

. ' .. 
It is necessary that you should be preci,e and clear. As a rule evaluators do not look 
for the wordage produced. Your knowledge on a given subject, your precision-and 
clarity of thought are the things that are evaluated. Irrelevant ta1ks lead you nowhere. 
You should speak as nruch as necessary, neither more nor less. Group discussions 
are not debating stages. 

Ability to listen is also what evaluators judge. They look for your ability to react on 
what other participants say. Hence, it is ~ that you listen carefully to others 
and then react or proceed to add some more points. Your behavior in the group is 
also put to test to judge whether you are a loner or can work in a group. 

You should be able to convey your thoughts satisfil.ctorily and convincingly before 
a group of people. Confidence and level headedness in doing so is necessary. These 
add value to your presentation. In case you are not good at it, you might gain by 
joining an institute that offers specialized courses in public speaking. For instance, 
British Council Division's English ~e Teaching Centre offers a wide range of 
courses like conve~ation skills~ b~mess commnniGation skills, business writing, 
negotiation skills and preserita.tiorj. , skills. Mostly people attend these courses to 
~rove their comniJroioJ.tion skills. Shidents here are involved in activities which use 
comn:umication skills and teachers provide hlputs, monitor and facilitate the classes. 
The course at the Centre makes you confident enough to speak before people 
without any nervousness. 



Knowledge and Ideas Regarding a Given Subject 

Knowledge of the subject under discussion and clarity of ideas are important. 
Knowledge comes from consistent reading on various topics ranging from science 
and technology to politics. In-depth knowledge makes one confident and enthusi­
astic and this in tum, makes one sound convincing and confident. 

. Leadership and Coordinating Capabilities 

The basic aim of a group discussion is to judge a candidate's leadership qualities. 
The examiner withdraws and becomes a silent spectator once the discussion starts. 
A candidate should ~Jay~, skill, mderstanding and knowledge on varied 
topics, enterprise, forcefulness and other leadership qualities to motivate and influ­
ence other candidates who may be almost equally competent. 

Exchange of Thoughts 

A group discussion is an exchange of thoughts and ideas among members of a 
group. These discussions are held for selecting personnel in organisations where 
there is a high level of competition. The number of participants in a group can vary 
between 8 and 15. Mostly a topic or a situation is given to group members who 
have to discuss it within 10 to 20 minutes. 

The purpose is to get an idea _about candidates in a short time and make assess­
ments a~mt their skills, which normally cannot be evaluated in an interview. These 
skills may be team membership, leadership skills, listening and articulation skills. 

A note is made of yom contributions to the discussion, comprehension of the main 
idea, the rapport you strike, patience, assertion, accommodation, amenability, etc. 
Body language and eye contact too are important points which are to be consid­
ered .. 

Addressing the Group as a Wbele 

In a group discussion it is not necessary to address anyone by name. Even other­
wise you may not know everyone's names. It better to address the group as a 
whole. 

Address the person farthest from you. If he ~ h~ you eY(;I)'One else too can. 
Needless to add, as for the interview, attend~ gi;-oup discussion in formal dress. 
The language used should also be fo~ _not' the language used in normal conver­
sations. For instance, words and phrases.like •~t, "~~ hai'', "CP", ''I dunno", 
etc. are out. This is not to say you should ~ ,a.high' S01.lll.ding,,pedaotic language. 
Avoiding both, just use formal, plain and sinJ>le language. Hinglwi. (mixture of Hindi 

, I • 

and English) should be discarded. 
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Confidence and coolness while presenting your viewpoint are of help. See that you 
do not keep repeating a point. Do not use more words than necessary. Do not be 
superfluous. Try to be specific. Do not exaggerate. 

Thorough Preparation 

Start making preparations for interview and group discussions right away, without 
waiting till the eleventh hour, this is, if and when called for them Then the time left 
may not be adequate. It is important to concentrate on subject knowledge and 
general awareness. Hence, the prilm need fur thorough preparation. Remember, the 
competition is very tough. Only 460 candidates make .it to the final list from 2. 75 
lakh civil service aspirants each year. 

It may so happen that }')U are called for interviews and group discussions from three 

or fuur organizations but are not selected by any. The reason obviously lies in your 
not being well-prepared. 

In a group disc~ion you may be given a topic and asked to express your views 
on it. Or in a case study GD, students have to read a case study and suggest ways 
of tackling the problem. For this you should have a good general knowledge, need 
to be abreast with current affairs, should regularly read newspapers and magazines. 
Your group behaviour and comrrnmication skills are on test, i.e. how you convince 
the others and how clearly you are able to express your points of view. You should 
be articulate, generate ideas, not sound boring, should allow others to speak, and 
adopt a stand on a given subject. During the course of the GD this stand can even 
be c~ giving the impression that you are open to accommodate others' view­
points. 

Additional mar.ks may be given fur starting or concluding the discussion. 

, Points to R~member 

• Knowledge is strength. A candidate with good reading habits has more 
chances of success. In other words, sound knowledge on different topics 
like politics, finance, economy, science and technology is helpful 

• Power to convince effectively is another quality that makes you stand out 
mmng others. 

• Clarity in speech and expression is yet another essential quality. 

• If you are not sure about the topic of discussion, it is better not to initiate. 
Lack of knowledge or wrong approach creates a bad impression. Instead, 
you might adopt the wait and watch attitude. Listen attentively to others, 
may be you would be able to come up with a point or two later. 

• A GD is a formal occasion where slang is to avoided. 



• A GD is not a debating stage. Participants should confine themselves to 
expressing their viewpoints. In the second part of the c&cussion candidates 
can exercise their choice in agreeing, clisagreeing or remaining neutral 

• Language use should be simple, direct and straight forward. 

• Don't interrupt a speaker when the session is on. Try to score by increasing 
your size, not by cutting others short. 

• Maintain rapport with fellow participants. Eye contact plays a major role. 
Non-verbal gestmes, such as listening intently or nodding while appreciating 
someone's viewpoint speak of you positively. 

• Communicate with each and every candidate present. While speaking don't 
keep looking at a single member. Address the entire group in such a way 
that everyone feels you are speaking to him or her. 

GD TIPS 

l. Initiation Techniques 

2. Body of the group discussion 

3. Summarization/ Conclusion 

Initiation Techniques 

• Initiating a GD is a high profit-high loss strategy. 

When you initiate a GD, you not only grab the opportunity to speak, you 
also grab the attention of the examiner and your fellow candidates. 

If you can make a favomable first impre~ion with your content and com­
munication skills after you initiate a GD, it will help you sail through the 
discussion. 

But if you initiate a GD and stammer/ stutter/ quote wrong fucts and figures, 
the damage might be irreparable. 

If you initiate a GD impeccably but don't speak much after that, it gives the 
impression that you started the GD for the sake of starting it or getting those 
initial kitty of points earmarked for an initiator! 

When you start a GD, you are responsible for putting it into the right 
perspective or framework:. So initiate one only if you have in-depth knowl­
edge about the topic at hand. 

Body of the group discussion 

• Different techniques to initiate a GD and malce a good fint impres­
sion: 
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i. Quotes 
ii. Definition 
iii. Question 
iv. Shock statement 
v. Facts, figures and statistics 
vi Short· story 
vii General statement 

i. Quotes 

Quotes are an effective way of initiating a GD. 

If the topic of a GD is: Should the Cemor Board be abolished?, you could 
start with a quote like, 'Hidden apples are always sweet'. 

For a GD topic like, Customer is King, you could quote Sam (Wall-mart) 
Vlalton's fumous saying. 'There is only one boss: the customer. And he can 
fire everybody in the company - from the chairman on down, simply by 
spending his money somewhere else.' 

ii. Definition 

Start a GD by defining the topic or an important term in the topic. 

For examp1e, if the topic of the GD is Advertising is a Diplomatic Way of 
Telling a Lie, why not start the GD by defining advertising as, 'Any paid 
form of non-personal presentation and promotion ofideas, goods or ser­
vices through mass media like newspapers, magazines, television or radio by 
an identified sponsor'? 

For a topic like The Mahhusian Economic Prophecy is no longer relevant, 
you could start by expJaining the definition of the Malthusian Economic 
Prophecy. 

iii. Question 

Asking a question is an impact way of starting a GD. 

It does not signify asking a question to any of the candidates in a GD so 
as to hamper the flow. It implies asking a question, and answering it your­
selt: 

Any question that might hamper the flow of a GD or imuJt a participant or 
play devil's advocate must be discouraged 

Questiom that promote a flow of ideas are always appreciated 
., . . ~ . . 

For a topic like, Should India go to war with Pakistan, you could start by 
asking, 'What does war bring to the peop1e of a nation? We have had four 
clashes with Pakistan. The pertinent question is: what have we achieved?' 



iv. Shock statement 

Initiating a GD with a shocking statement is the best way to grab immediate 
attention and put forth your point. 

If a GD topic is, The Impact of Population on the Indian Economy, you 
could start with, 'At the centre of the Indian capital stands a population 
clock that ticks away relentlessly. It tracks 33 births a minute, 2,000 an 
hour, 48,000 a day. Which calculates to about 12 million every year. That 
~ roughly the size of Australia. As a current political slogan puts it, 'Nothing's 
impossible when 1 billion Indians work together'.' , . 

v. Facts; figures and statistics 

If you decide to initiate yom GD with :racts, figure and statistics, make sure 
to quote them accurately. 

Approximation is allowed in macro level figures, but micro level figures need 
to be correct and accurate. 

For example, you can say, approxnnately 70 per cent of the Indian popu­
lation stays in rural areas (macro figures, approximation allowed). 

But you cannot say 30 states of India instead of 28 (micro figures, no 
approxizmtions). 

Stating wrong mets works to your disadvantage. 

For a GD topic like, China, a Rising Tiger, you could start with, 'In 1983, 
when China was still in its initial stages of reform and opening up, China's 
real use of Foreign Direct Investment only stood at $636 million. China 
actually utilized $60 billion ofFID in 2004, which is almost 100 times that 
of its 1983 statistics." 

vi. Short story 

Use a short story in a GD topic like,Attitude is Everything. 

This can be initiated with, 'A child once asked a balloon vendor, who was 
selling helium gas-filled balloons, whether a blue-colored balloon will go as 
high in the sky as a green-colored balloon. The balloon vendor told the 
child, it is not the color of the balloon but what is inside it that makes it go 
high.' 

vii. General statement 
• ' ,· • t 

Use a general statement to put the GD' in proper perspective. 

For example, if the topic is, Should Sonia Gandhi be the prime minister of 
India?, you could start by saying, 'Befure jumping to conclusions like, 'Yes, 
Sonia Gandhi should be', or 'No, Sonia Gandhi should not be', let's first 
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find out the qualities one needs to be a a good prime mioister of India. Then 
we can compare these qualities with those that Mrs. Gandhi possesses. This 
will help us reach the conclusion in a more objective and effective manner.' 

Summarb;ation/ Conclusion 

• Most GD do not really have conclusions. A conclusion is where the whole 
group decides in favor or against the topic. 

• But every GD is summarized. You can summaries what the group has dis-
cussed in the GD in a nutshell. 

Keep the following points in mind while summarizing-a discussion: 

1. Avoid raising new points. 

2. Avoid stating only your viewpoint. 

3. Avoid dwelling only on one aspect of the GD. 

4. Keep it brief and concise. 

5. It must incorporate all the important points that came out during the GD. 

6. If the examiner asks you to summaries a GD, it means the GD has come 
to an end. 

7. Do not add anything once the GD~ been summarized. 

GDDO'S 

• Do's 

1. Be as natural as possible. Do not try and be someone you are not. Be 
your.,elf 

2. A group discussion is your chance to be more vocal The evaluator wants 
to hear you speak. 

3. Take time to organiz.e yow thoughts. Th.ink of what you are going to say. 

4. Seek clarification if you have any doubts regarding the subject. 

5. Don't start speaking until you have clearly understood and analyzed the 
subject. 

6. Work out vamus strategies to help you make an entry. initiate the discussion 
or agree with someone else's point and then move onto express your views. 

7. Opening the discussion is not the only way of gaining attention and recog­
nition. If you do not give valuable insights during the discussion, all your 
efforts of initiating the discussion will be in vain. 



8. Your body language says a lot about you - your gestures and mannerisms 
are more likely to reflect your attitude than what you say. 

9. Language skills are important only to the effect as to how you get your 
points across clearly and fluently. 

10. Be assertive not dominating; try to mainrain a baJanced tone in your discus­
sion and analysis. 

11. Don't lose your cool if anyone says anything you object to. The key is to 
stay objective: Don't take the discussion personally. 

12. Always be polite: Try to avoid using extreme phrases like: 'I strongly object' 
or 'I disagree'. Instead try phrases like: 'I would like to share my views 
on?' or 'One difference between your point and mine?' or ''I beg to differ 

with.you"_ 

13. Brush up on your leadership ski&; motivate the other members of the team 
to speak (this surely does not mean that the only thing that you do in the 
GD is to say "let us hear what the )Qung lady with the bhre b'ral'f~ to say," 
or "Raghu, let us hear your views" - Essentially be subtle), and listen to their 
views. Be receptive to others' opinions and do not be abrasive or aggres­
sive. 

14. If you have a group of like-minded friends, you can have a mock group 
<mcussion where )QU can learn from each other through giving and receiving 
feedback. 

15. Apart from the above points, the panel will also judge team members for 
their alertness and presence of mind, problem-solving abilities, ability to 
work as a team without alienating certain members, and creativity. 

GD PREPARATION 

While selection tools and techniques like tests, interviews etc. provide good data 
about an individual, they full short in providing real life data of how an individual 
would be performing in a real life situation especially a group situation. Team work 
being an integral part of the BPO work profile, it~ important to ~ group and 
inter-personal qualities of an individual. Group ~ion is a useful tool to ascertain 
these qualities and many organiz.ations use GDs as a selection tool along with 
Personal Interviews, aptitude tests etc. A GD is an activity where 

• Groups of 8-10 candidates are formed into a leaderless group, and are 
given a specific situation to analyse and discuss within a given time limit, 
which may vary between twenty minutes and forty-five minutes, or 

• They may be_given a case study and asked to came out with a sohltion for 
a problem 
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• They may be given a topic and are asked to discuss the same 

1. Preparing for a Group Discussion: 

While GD reflects the inherent qualities of an individual, appearing for it unprepared 
may not augur well for you. These tips would help you prepare for GDs: 

' Reading: This is the fust and the most crucial step in preparation This is a never 
ending process and the more you read, the better you are in your thoughts. While 
you may read anything to everything, you must emure that you are in good touch 
with current affairs, the debates and hot topics of discussion and aJso with the Jatest 
in the IT and ITES industry. Chances are the topics would be around these. Read 
both for the thoughts as well as for data. Also read multiple view points on the same 
topic and then create your point of view with rationale. Also create answers for 
counter arguments for your point of view. The electronic media also will be of good 
use here. 

Mocks: Create an informal GD group and meet regularly to dis~ and exchange 
feedback. This is the best way to prepare. This would give you a good idea about 
your thoughts and how well c.an you convince. Remember, it is important that you 
are able to exp~ your thoughts well The better you perform in these mocks the 
better would be you chances to perform on the final day. Also try to interact and 
participate in other GD groups. This will develop in you a skill to discuss with 
unknown people as well. 

2. During the Group Discussion: 

What do the panelists assess:Some of the qualities assessed in a GD are: 

Leadership Skills - Ability to take leadership roles and be able to lead, inspire and 
carry the team along to he.Ip them achieve the group's objectives. 

Communication Skills -'Candidates will be ~ssed in telm'i of clarity of thought, 
expression and aptness of language. One key aspect is listening. It indicates a 
willingness to accommodate others views. 

Interpersonal Skills - People skills are an important aspect of any job. They are . 
reflected ~ the ability to interact with other members of the group in a brief situation. 
Emotional maturity and balance promotes good interpersonal relationships. The 
person has to be more people centric and less self-centered. 

Persuasive Skills - The ability to analy7.e and persuade others to see the problem 
from multiple~-

GD is a test of your ability to think, your analytical capabilities and your ability to 
make your point in a team-based enviroilment. 

These are some of the sub-skills that also get assessed with the skills mentioned 
above: 



~ Clarity of thought 

• Group working skills ( especially dming a group task of case study discus-
sion) 

• Conflict handling 

• Listening and probing skills 

• Knowledge about the subject and individual point of view 

• Ability to create a consensus 

• Openess and flexibility towards new ideas 

• Data based approach to decision making 

While, it is not possible to reflect all these qualities in a short time, you would do 
well if you are able to show a couple or more qualities and avoid giving negative 
evidence on others. 

GD MISTAKES 

Here's a list of the most common mistakes made at group discussions: 

Emotional outburst 

Rashmi was offended when one of the male participants in a group discussion made 
a statement on women generally being submissive while explaining his point of view. 
When Rasbmi finally got an opportunity to ~ instead of focussing on the topic, 
she vented her anger by accusing the other. candidate fur being a male chauvinist and 
went on to defend women in general. 

What Rashmi essentially did was to 

• Deviate :from the subject 

• Treat the discussion as a forum to air her own views. 

• Lose objectivity and make personal attacks. 

Her behaviour would have been perceived as immature and demotivating to the rest 

of the team. 

Quality Vs Quantity 

Gautam believed that the more he talked, the more likely he was to get through the 
GD. So, he interrupted other people at c;very opportunity. He did this so often that 
the other candidates got together to prevent him from participating in the rest of the 
discussion. 

• Assessment is not only on your cotmmmation skills but also on your ability 
to be a team player. 
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• Evaluation is based on quality, and not on quantity. Your contribution must 

be relevant. 

• The mantra is ''Contributing meaningfully to the team's success." Domination 
is frowned upon. 

Egotism Showing off 

Krishna was happy to have got a group discussion topic he had prepared for. So, 
he took pains t<? project his vast knowledge of the topic. Every other sentence of 
his contained statistical data - ''200/4 of companies;· 24.27% of parliamentarians felt 
that; I recently read in a Jupiter Report that..." and so on so forth. Soon, the rest 
of the team either laughed at him or ignored his attempts to enlighten them as they 
perceived that he was cooking up the data. 

• Exercise restraint in anything. You will end up being frowned upon if you 
attempt showing-off your knowledge. 

• Facts and figures need not validate all your statements. 

• Its your analysis and interpretation that are equally important - not just facts 
and figures. 

• You might be appreciated for your in-depth knowledge. But you will fuil 
miserably in your people skills. 

Such a behavior indicates bow self-centered you are and highlights your inability to 
work in an atmosphere where different opinions are expressed. 

Get noticed - But for the right reasons 

Srilrumar knew that everyone would compete to initiate the discussion So as soon 
as the topic' - ''Discuss the negative effects of India joining the wrG" - was read 
out, he-bega,, talking In his anxiety to-be the 1irst to start speaking, he did not hear 
the word ''negative" in the topic. He began cmcussing the ways in which the countty 
had benefited by joining wro, only to be stopped by the evaluator, who then 
corrected his mistake. 

• False starts are extremely expensive. They cost you your admission. It is 
very _important to listen_ and understand the topic befure you air your opin­
ions. 

• Spending a little time analyzing the topic may provide you with insights 
which others may not have thought about. Use a pen and paper to jot down 
youride$. 

• Listen! It gives you the time to conceptualize and present the information in 
a better manner. 



Some mistakes are irreparable. Starting off the group discussion with a mistake is 
one such mistake, unless you have a great sense of humor. 

Managing one's insecurities 

Sumati was very nervous. She thought that some of the other candidates were 
exceptionally good. Thanks to her insecurity, she contributed little to the discussion. 
Even when she was asked to comment on a particular point, she preferred to remain 
silent. 

• Your personality is also being evaluated Your verbal and non verbal cues 
are being read. 

• Remember, you are the participant in the GD; not the evaluator. So, rather 
than evaluating others and your performance, participate in the discussion. 

• Your confidence level is being evaluated Decent oomrmmication skills with 
good confidence is a must to crack the GDs. 

Focus on your strengths and do not spend too much time thinking about how others 
are superior or inferior to you. It is easy to pick up these cues from your body 
language. 

Knowledge is strength. A candidate with good reading habits has more chances of 
su~ss. Io other words, sound knowledge on different topics like politics, finance, 
economy, science and technology is helpful 

Power to convince effectively is another quality that makes you stand out among 
others. 

Clarity in speech and expression is yet another essential quality. 

If you are not sure about the topic of dis~ion, it ~ better not to initiate. Lack of 
knowledge or wrong approach creates a bad impression. Instead, yo~ might adopt 
the wait and watch attitude. Listen attentively to others, may be you would be able 
to come up with a point or two later. 

A GD is a fonnal occasion where slang is to avoided. 

A GD is not a debating stage. Participants should confine themselves to e~ing 
their viewpoints. Io the second part of the discussion candidates can exercise their 
choice in agreeing, disagreeing or remaining neutral 

Language use should be simple, direct and straight forward. 

Don't interrupt a speaker when the session is on. Try to score by increasing your 
sire, not by cutting others short. 

Maintain rapport with fellow participants. Eye contact plays a major role. Non­
verbal g~s, such as mtening intently or nodding while appreciating someone's 
viewpoint speak of you positively. 
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Communicate with each and every candidate present. While speaking don't keep 
looking at a single member. Address the entire group in such a way that everyone 
feels you are speaking to him or her. 

GENERAL GD TOPICS 

• US war on lraq--justified or not. 

• Role of UN in peacekeeping. 

• Position ofWomen in India compared to other nations. 

• Environmmt M.aoagerrent. 

• Is China better than India in software. 

• Should SONIA Gandhi be made the PM 

• BPOs in INDIA 

• Govt contribution to IT 

• will punch lines rule the Advt 

• premarital sex 

• is china a threat to Indian industry 

• India or west, which is the land of opportunities 

• water resources should be nationalized 

• "BALANCE BETWEEN PROFESSIONALISM AND FAMILY" 

• Effect of cinema on Youth 

• Education in India compared to Foreign nations 

• Is it necessary to ban COCO COLA in India. 

• What is the effect of movies on youth. is it good or bad) 

• Are studies more beneficial in India or in.Abroad. 

• ''UN's peace activities" and "America's war on Iraq". 

• ''Enviromnent-Whose Responsibility''. 

• Is China a tmeat to the Indian software industry. 

• Role of UN in Peace keeping 

• War on Iraq 

• About Hockey being the primary game in India 



• Can America occupy Iraq 

• Cricket should be banned or not. 

• IS CIDNAA TIIB.EAT TO INDIA 

• Present state oflndian Cricket team. 

• Love marriage/Arranged marriage. 

• Advantages of Co-education. 

• How to deal with international. terrorism. 

• Should we pursue our policy of dialogue with P~tan? 

• Is peace and non-violence outdated concepts? 

CURRENT GD TOPICS 

• A Unipolar World spells disaster for Wlderdeveloped countries like India 

• . Is Globalisation Really Necessary? 

• What shall we do about our ever-increasing Population? 

• Corruption is the price we pay for Democracy 

• Foreign Television Channels are destroying our culture 

• What India needs is a Dictatorship. 

• Wrth media publishing and telecasting trivia, censorship is the need of the 
hour. 

• Kaun Banega Krorepati is less about knowledge but more about money 
and personality. 

• Beauty contests degrade womanhood 

• The rise of regional blocs threatens independent nations like India 

• Six billion and one bronu! 

• Is dependence on computers a good thing? 

• Should the public sector be privatised? .. 

• China and India are similar nations with contrasting ways 

• Is India a Soft Nation? 

• Value based politics is the need of the hour 

• Religion should not be mixed with politics 
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Business Communic.ation • Ho~ to deal with high oil prices 

• Our cricketers are not to blame for match fixing 

NOTES 
• Why cant we be world players in industry as we are in software? 

• Multinational corporations: Are they devils in disguise? 

• Should there be limits on artistic :freedom (the controversy on Fire). 

• Should there be private universities? 

• Does banning fushion shows and New Year parties save our cuhure 
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7 Interview 

The Chapter Covers : 
■ Role 

■ Process 

■ Types 
■ Controversies 

■ Validity and predictive power 

■ Interview success tips 
■ Interview Skills 

■ Tips on Preparing for an Interview 

■ Sample Interview Questions 
■ Writing a Cover letter when Applying for a Job 

■ Case Studies for Job Interviews 

■ Importance of Skills in Job Interviews 

■ Indirect Interview Questions and What They Really Reveal 

■ Sample Interview Questions - Case Study 

A job interview is a process in which a potential employee is evaluated by an 
employer for prospective employment in their company, organimtion, or firm. Dur­
ing this process, the employer hopes to determine whether or not the applicant is 
suitable for the job. 
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ROLE 

A job interview typically precedes the hiring decision, and is used to evaluate the 
candidate. The interview is usually preceded by the evaluation of submitted resumes 
from interested candidates, then selecting a small number of candidates for inter­
views. Potential job interview opportunities also include networking events and 
career fairs. The job interview is considered one of the most useful tools for evalu­
ating potential employees. [lJ It also demands significant resources from the em­
ployer, yet has been demonstrated to be notoriously umeliable in identifying the 
optimal person for the job. llJ An interview also allows the candidate to assess the 
corporate culture and demands of the job. 

Multiple rol.lllds of job interviews may be used where there are many candidates or 
the job is particularly chaJlenging or desirable. Earlier rol.lllds may involve fewer staff 
from the employers and will typically be much shorter and less in-depth. A connnon 
initial interview form is the phone interview, a job interview conducted over the 
telephone. This is especially co~n when the candidates do not live near the 
employer and has the adyantage of keeping costs low for both sides. 

Once all candidates have been interviewed, the employer typically selects the most 
desirable candidate and begins the negotiation of a job offer. 

PROCESS 

A typical job interview has a single candidate meeting with between one and three 
persons representing the employer; the potential supervisor of the employee is 
usually involved in the interview process. A larger intentiew panel will often have 
a speciaJ:ized human resources worker. While the meeting can be over in as little as 
15 minutes, job interviews usually last less than two hours. 

The bulk of the job interview will entail the interviewers asking the candidate ques­
tions about his or her job history, personality, work style and other fuctors relevant 
to the job. For instance, a connnon interview question is ''What are your strengths 
arid weaknesses?'' In some ways, all questions are really subsets of one oftbre_e 
overarching questions "Can you do the job?'' (strengths), "Will you love the job?'' 
(motivation), ''Can we stand working with you?'' (fit).121 The candidate will usually 

be given a chance to ask any questions at the end of the interview. These questions 
are strongly encouraged since they-allow th~ interviewee to acquire more informa­
tion about the job and the company, btit they can also demonstrate the candidate's 
strong interest in them · · 

Candidates for lower paid and lower skille<i positions tend to have nruch simpler job 
interviews than do candidates for more senior positions. For instance, a Jawyer's 
job interview will be much more demanding than that of a retail cashier. Most job 
interviews are formal; the larger the firm, the more formal and structured the inter­
view will tend to be. Candidates generally dress slightly better than they would for 



work, with.a suit (called an interview suit) being appropriate for a white--collar job 
interview. 

Additionally, some pro~ns have specific types of job interviews; for performing 
artists, this is an audition in which the emphasis is placed on the perfurmance ability 
of the candidate. 

In many companies, assessment days are increasingly being used, particularly for 
graduate positions, which may inchide analysis tasks, group activities, presentation 
exercises, and psychometric testing. 

In recent years it bas become increasingly common for employers to request job 
applicants who are successfully shortlisted to deliver one or more presentations at 
their interview. The purpose of the presentation in this setting may be to either 

, demomtrate candidates' skills and abilities in presenting, or to highlight their knowl­
edge of a given subject likely to relate closely to the job role for which they have 
applied. It is common for the applicant to be notified of the request for them to 
deliver a presentation along with their invitation to attend the interview. Usually 
applicants are only provided with a title fur the presentation and a time limit which 
the presentation should not exceed. 

A bad hiring decision nowadays can be innnensely expensive for an organization-­
cost of the hire, training costs, severance pay, loss of productivity, impact on morale, 
cost ofre--biring, etc. (Gallup international places the cost ofa bad hire as being 3.2 
tnres the individual's salary). Studies indicate that 400/o of new executives filil in their 
first 18 m.>ntbs in a new job. l3l This has led to oiganizations investing in onboarding 
for their new employees to reduce these failure rates. 

TYPES 

Behavioral I. 

A common type of job interview in the modem workplace is the behavioral inter­
view or behavioral event interview, also called a competency-based interview. 

This type of interviewing is based on a philosophy that a comprehensive assessment 
of the past behavior and experiences of a candidate is a reliable indicator of his/her 
response to identical s~tio~ in the fu~. Typically, prior to the interview, an 
interviewer identifies a set ofbehavioral traits and characteristics he/she believes is 
essential furs~ on a particular 8$ignment. in behavio~ ~ews, the inter-

. viewer asks candi<JatP.S to recall specific instances where they were meed with a set 
of circumstances, and how they reacted. Typical behavioraf interview questions: 

• ''Tell me about a project you worked on where the requirements changed 
midstream. What did you do'r' 

• ''Tell me about a time when you took the lead on a project. What did you 
do?" 
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• ''Describe the worst project you worked on." 

• ''Descnbe a time you had to work with someone you didn't like." 

• "Tell me about a time when you had to stick by a decision you had made, 
even though it made you very unpopular.,, 

• ''Give us an example of something particularly innovative that you have done 
that made a difference in the workplace." 

• ''What happened the last time you were late with a project?" 

• "Have you ever witnessed a person doing something that you feh was 
against company policy? What did you do and why?" 

Case 

A case interview is an interview form used mostly by management consulting firms 
and investment banks in which the job applicant is given a question, situation, 
problem or challenge and asked to resolve the situation. The case problem is often 
a business situation or a business case that ·the interviewer has worked on in real 
lire. 

Panel 

Another type of job interview found throughout the professional and academic ranks 
is the panel interview. In this type of interview the candidate is interviewed by a 
group of panemts representing the various stakeholders in the hiring process. Wrthin 

> 

this format there are several approaches to conducting the interview. Example for-
.mats include; 

• Presentation format - The candidate is given a generic topic and asked to 
make a presentation to the panel Often used in academic or sales-related 
interviews. 

• Role format - Each panelist is tasked with asking questions related to a .,, 

specific role of the position. For example one panelist may ask technical 
questions, another may ask management questions, another may ask cus­
tomer service related questions etc, 

• Skeet shoot format - The candidate is given questions from a series of 
panelists in rapid succession to test his or her ability to handle stres.s filled 

situatiom. 

The benefits of the panel approach to.interviewing in.chide: time savings over serial 
interviewing, more focused interviews as there is often less time spend building 
rapport with small talk, and "apples to apples" comparison because each stake 
holder/interviewer/panelist gets to hear the answers to the same questions. l4J 



Stress 

Stress interviews are still in common use. One type of stress interview is where the 
employer uses a succession of interviewers (one at a time or en masse) whose 
mission is to intimidate the candidate and keep him/lier off-balance. The ostensible 
purpose of this interview: to find out how the candidate handles stress. Stress 
interviews might involve testing an applicant's behavior in a busy environment. 
Questions about handling work overload, dealing with multiple projects, and han­
dling conflict are typical [SJ 

Another type of stress interview may involve only a single interviewer who behaves 
in an uninterested or hostile manner. For example, the interviewer may not make eye 
contact, may roll bis eyes or sigh at the candidate's answers, interrupt, tum his back, 
take phone calls during the intexview, or ask questions in a demeaning or challenging 
style. The goal is to assess how the interviewee handles pressure or to purposely 
evoke emotional responses. This technique was also used in research protocols 
studying stress and type A (coronary-prone) behavior because it would evoke 
hostility and even changes in blood pressure and heart rate in study subjects. The 
key to success for the candidate is to de-personalize the process. The interviewer 
is acting a role, deliberately and calculatedly trying to ''rattle the cage". Once the 
candidate realizes that there is nothing personal behind the interviewer's approach, 
it is easier to handle the questions with aplomb. 

Example stress interview questions: 

• Sticky situation: "If you caught a colleague cheating on his expenses, what 
would you do?" 

• Putting you on the spot: "How do you feel this interview is goingT' 

• Popping the balloon: ( deep sigh) ''Well, if that's the best answer you can 
give ... "(shakes head} "Okay, what about this one ... ?" 

• Oddball question: ''What would you change about the design of the hockey 
stick?'' 

• Doubting your veracity: ''I don't feel like-we're getting to the heart of the 
matter here. Start again - tell me what really makes you tick." 

Candidates may also be asked to deliver a presentation as part of the selection 
proc~. The ''Platform Tem'' method involves having the candidate make a pre~ 
tation to both the selection panel and other candidates for the same job. Th.is is 
obviously highly str~ful and is therefore useful as a predictor ofhow the candidate 
will perform under similar circumstances on the job. Selection processes in aca­
demic, training, airline, legal and teaching circles frequently involve presentations of 
this sort. 
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Technical 

This kind· of interview focuses on problem solving and creativity. The que&ions aim 
at your problem-solving skills and likely show your ability and creativity. Sometimes 
these interviews will be on a computer module with multipJe..choice questions. 

TeJephone 

Telephone interviews take place if a recruiter wishes to reduce the number of 
prospective candidates before deciding on a shortlist for fac(}-to-face interviews. 
They also take ·place if a job applicant is a significant distance away from the 
premises of the hiring company, such as abroad or in another state or province.161 

CONTROVERSIES · 

In mmy countries, employment equity laws forbid discrimination based on a number 
of classes, such as race, gender, age, sexual orientation, and marital status. [7J Asking 
questions about these protected areas in a job interview is generally considered 
discriminatory, and constitutes an illegal hiring practice. Interviewers nmst pose their 
questions carefully in order to obtain the answers they want without instigating 
allegations of discriminationOO Human Resources professionals generally learn these 
methods during their training and help to incorporate them into structured interview 
questions. 

VALIDITY AND PREDICTIVE POWER 

There is extant datal9J which puts into question the value of job interviews as a tool 
for selecting employees. Where the aim of a job interview is ostensibly to choose 
a candidate who will perfunn· well in the job role, other methods of selection 
provide greater predictive power and often lower costs.[dtalloll.-1,,d] Furthermore, 
given the unstructured approach of most·int~ they often have ahnost no useful 
predictive power of employee success. · 

Honesty and integrity are attnbutes that can be very hard to determine using a 
formal job interview process: the competitive envirom:rent of the job interview may 
in fact promote dishonesty. Some experts on job interviews express a degree of 
cynicism towards the process 

••' 

' ', 

INTERVIEW SUCCE~S .1'1PS. 
You're a superstar. Y-oti:r mother. says you are, right? With a little preparation and 
follow-through, you can prove it to your future boss. 

A job interview can be an excruciating,_ painful, stressful and awkward hour. Or it 
can be pleasant, educational, enlightening and successful The experience of that 
hour is largely determined by how you spend your time before and after the 
interview. 

http:province.l6


Prepare and plan that first impression long before you walk in the door. Continue 
that excellent impression in the days following, and that job could be yoms. 

Here's a timeline fur your pre-, during and post-interview phases: 

Long before 

1. Get references and letters of recommendation. Think of three to six professional 
associates (i.e., co-workers, former bosses) who you believe will give you a 
good recommendation. Then ask their permission to use them as references. If 
they say yes, get their correct title, work address and work phone number. You 
could also ask them to take the time to write out a general letter of recommen­
dation fur future use. 

''People should be going through life asking fur referrals,'' reconnnends Marjorie 
Brody, author, speak.er, trainer and president of Brody Communications Ltd in 
Elkins Park, Pa. ''In college, after a successful semester, ask for a letter of 
recommendation. Not just professors (but also teaching ~istants and employ­
ers]." 

She recommends keeping in touch with people from old jobs. She says, ''Create 
networks on an ongoing basis." 

Days before 

2. Research the company. Even befure applying, learn all you can about this par­
ticular ~rganization and the field, advises Brody. The interviewer will expect you 
to know something about the work you want to be doing, and about the place 
where you want to be doing it. It also shows you care - which does count fur 
som:thing. 

''Your best interviewees are the ones who've done their homework," says Brody. 
'1{.now who the officers of the ~mpany are. There's so nruch information out 
there. Look up the company's Web page," Brody explains that tbjs .homework 
will show that you are proactive, intelligent and energetic. 

This research will also keep you from wasting your time interviewing fur jobs 
that you either don't want or are not s~ted for. Brody adds, ''Try to find out 
as much as possible what they're looking for to see if you're a good match." 

3. Identify your key skills and accomplishments. Make a list and be ready to 
describe your personal and professional.~~. your transferable skills and 
your relevant accomplishments. Wrth: your ·research, you have been able to 
identify qualities that the company va!Q~,_ ~-~ up ~ a few personal anec-
dotes.that illustrate your possession of.those. qualities. · . . 

4. Practice the interview. Practice· makes .perfect, and it will give you confidence 
and a sense of ease when you 're truly in the hot seat at an interview. Wrth a 
friend or a career counselor, practice responding with confidence to typical 
interview questions. Here are just a few: 
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• How has your background influenced what you are today? 

• How do you define success? 

• What's the most difficult challenge you've overcome on a job? 

• How do you deal with deadlines? 

• Tell me something about yourself 

• Why are you leaving your old job? 

• Why would you be good for our company? 

• Where would you like to be five years from now? 

"Have answers that are clear, concise and truthful," advises Jennifer Maxwell 

Parkmson. president of Look Consulting International in New York. ''People 
admire honesty and frankness.'' 

''Get interview books," rec:ormnends Brody. "Write out the worst questiom that 
could be asked. Role-play answering possible questions. The books will give 
you a list of questions and also tell you how to respond." 

Additionally, you'll want to have a few questions ready to ask the futerviewer. 
For more on this topic, read Got Any Questions? 

5. Check clothing. Make sure your suit is clean, shirt ironed, and shoes polished. 

Now's your chance to check whether your best outfit needs to go to the 

cleaners or a seamstress for repairs. If you 're going to borrow any clothing 
from a friend or buy a new pair of shoes, do it ahead of time so that you can 

be sure everything fits well. 

Parkmson recommends that you select clothes that are appropriate for the 

industry and company. Additionally, she s~es the importance of being com­

fortable. 

"Don't wear sweat pants," she explaim. ''But make sure the suit, the shoes, the 
jewelry are comfortable, so you'll feel pulled together. Then you don't have to 

think about it and can focus on the person interviewing you." 

Brody agrees, ''In an interview, you want to be attentive to the interviewer. If 
you're worried about a skirt that's too tight, you'll be distracted" 

6. Test drive. If you are unsure ofthe·.location of the interview, drive there. This 
way you can be sure of the building, the time to get there and any parking 
difficulties. 

Day before 

7. Call to reconfirm. Parkinson recommends that when you first make an appoint­
ment for an interview that you ask the name of the secretary or receptionist. 
Then when you call back to reconfirm you can refer to them by name. She 

reminds, 'They have a lot of influence." 



8. Prepare clothes. Parkinson says, ''Check head to toe what you 're going to be 
w~." Also, gather all the things you'll be bringing to the interview: an extra 

copy of your resume, references, a portfolio, a pad of paper, a pen. 

9. Watch the weather. "If the weather's going to be~ be prepared," adds 
Parkinson. 

10. Get a good night's sleep. It's a big day-you'll want to be fresh and alert. 

Day of interview 

11. Work it off. Parkinson suggests exercising earlier in the day if possible, to get 
your blood flowing and to release stress. 

12. Get to the interview on time. Arrive 10 minutes early even. No excuses. 

13. Last-minute check. Take a look in your car mirror or in a bathroom mirror at 
a location near interview. Fix your lipstick, pull loose hairs off the shoulder of 
your jacket, make sure your shirt is properly tucked in and straighten your tie. 

Now smile. And check your teeth for any food particles. Yecb. OK, now smile and 
show your confidence. 

Don't forget: Ditch the gum and turn off your cell phone and/or beeper. 

Waiting 

14. Look confident and busy. More than likely you '11 end up in a waiting room for 
at least a few minutes. Don't get sloppy- you are already on. Parkinson 
recommends, ''Bring something to do - look busy, even if it's just writing 
notes in a book. And don't slouch." 

When the interviewer walks in, be ready to shake bands. "Remember, purses 
and briefcases in left hand," Brody says. 

During 

15. Pay attention. After all your preparation, the interview will be a snap, right? Er, 
sorry, job interviews can still be a little nerve--wracking. Since you prepared, 
it won't be nearly as much of a struggle - but it is vital that you listen to the 
intexviewer. You may not get exactly the questions you practiced but variations. 

16. Relax. If you're nervous, Brody bas a sohrtion. She says, ''When you sit, keep 
your palms up. This lowers your blood pressure and air dries the palms." · 

Right after 

17. Write it down. On a pad of paper in your car, write down your impressions of 
the company and the interview, and the names of your potential co-workers 
These notes have three uses. If you're called for another interview, you can 
review what was discussed at the first one, thus preparing even better for the 
second. Also, if you're ofrered a job, you can determine whether you want to 
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work for this company. Finally, you can learn from any problems or successes 

you experienced during the interview. 

Day after 

18. Send thank you note. Thank the interviewer(s) for taking the time to meet with 

you. This is a polite gesture - and a subtle reminder to them of you, says 
Parkinson. 

"Recap some key interview issues that came up," advises Brody. She says to 
write them ''I look forward to hearing from you." 

Week after 

19. Make follow-up call If you haven't heard from the company and you are still 

interested in the job, make a quick call to the person who interviewed you or 

the Human Resources department. See if they are closer to making a decision 

and when you might expect to hear from them. Go ahead and tell them how 
excited you are about the prospect of working there. 

Weeks after 

20. Be patient. You might hear about the job right away. More likely, the company 

will take some time to interview candidates and then review them If you got 
good vibes from the interview or the follow-up call, just be patient. 

But don't quit your job search, just because you found what you think will be your 

dream job. It might not work out, and waiting before applying somewhere else is 
going to drag out your job search. While some companies won't call or write you 

w~ the job is filled- which is irritating as hell- others may just be ta1cing their 

time. 

If you don't get the job, Brody recommends calling and asking, "I'd like to know 

why you chose someone over me." While this may seem embarrassing, Brody says 

more than likely they'll answer you because it shows you want to learn. 

A job interview that does not result in a job need not be a failure. You can learn 

from the experience, improving your presentation and concentration for the next 

time. 

INTERVIEW SKILLS 

Going for a New Job? 

Every once in a while something happens and our lives are shaken up. Sometimes 

we shake them up deliberately and sometimes outside forces come along and throw 

our world into a bit of a tailspin. 

That's certainly what it feels like at the moment. 

When people are fed up, need a new challenge, want more money, want a more 

conducive work environment they start reading the want ads, polishing their CV s, 



pounding the pavements and trawling the internet job updates and interview help 

sites like ours. 

The current situation, however, does tend to mean that a whole lot of other people 
are also looking for new jobs, so you need to have a jump on the competition by 
presenting yourself at interview in the best possible light, no matter whether you've 
been made redundant or are looking for something fresh and motivating. 

Even before we created Impact Factory 18 years ago we were helping people 
develop their careers, present themselves more effectively, identify their best skills 
and acknowledge their unique qualities, all with the aim of interviewing well and 
getting terrific jobs. 

There are six ways to get a job: 

• Internal promotion 

• Applying for an advertised job 

• Wordofmouth 

• Nepotism (a form of word of mouth, with a familial twist) 

• Going through an agency or using head hunters 

• Identifying a company you want to work for, a career you want to pursue 
or a fantasy job you'd like to ha\'.e and being pro-active about getting 
through the door. 

They're all valid 

If your brother-in-law's second cousin knows the head of HR at a company you 
are really interested in, go f~r it! 

Equally, if you want to go to employment agencies and try your luck that way, go 
for it! 

If you want the job, chances are so do about a million other eager people, so your 
application has to stand out from the crowd. The majority of CVs are usually dull 
and boring, and people create them as historical documents, rather than as market­
ing tools. 

Remember your CV has about seven seconds (yes 7) to make a visual impression. 
You can dratmtically boost your chances of getting an interview by making your CV 
look and 'sound' special 

• Use good paper 
!l 

• Design a personal logo 

• Fiddle with the layout to make it easy on the eye 

• Edit it ruthlessly ( everyone always puts in too much detail) 
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• Highlight the bits that relate to the jo~ you're going for 

• They don't need to know you went to St Mary's School when you were 
12! 

• Put ''Who you are now" at the beginning of your CV 

• Leave education and qualifications for the end. 

If you don't have what you think are the right educational qualifications, don't 
worry. Just leave them off If you include enough interesting and intriguing material 
about who you are now, what you didn't do is fur less important. 

Put a short paragraph at the beginning that says something about your personal 
qualities and your busine~ skills.A short statement about what you're seeking can 
also go down a treat. 

As we know, a job for life is very rare nowadays, that eclectic, unusual and even 
inconsistent CVs are OK as long as they're presented well 

Depending upon the specific job you're going after, you can be as creative as you 
like. We've seen CVs presented as graphs, as poems, as drawings, as a route map, 
as a podcast; you name it, we've probably seen it. • 

Whichever route you choose, make sure your CV is pitched correctly for the 
audience who will be receiving it. 

You can do the same; highlighting certain areas of your CV to showcase the skills 
that will matter for the specific jobs you're going for. 

You are what you seem! So what do we mean by that? 

When we ourselves recruit for new members of staff we are absolutely appalled by 
. the sloppy, unprofessional CVs we receive: ~Dings, poor layout, bad grammar. 
Needle~ to say, our rubbish bins get filled quickly during our recruitment drives. 

So a word of advice: proofread. No. Forget that. Get someone else to proofread 
your CV. 

Make your 7 seconds matter. 

Interview Rules 

You hear all sorts of rules about job interviews: 

• People dec:ide about you in the first 10 seconds 

• You have to make a good first impression 

• Always ask insightful questions 

• Learn as much as you can about the company 



• They'll probably ask questions designed to trip you up 

• Have some quick answers to interview questions at the ready 

Not bad, as mr as rules go: some of them make perfect sense. But getting the job 
you want isn't about following rules or giving the right interview answer. 

It's about presenting yourself in the most authentic way that takes care of you and 
the interviewers at the s~ time. 

So many people clruck their interview chances away: they don't take enough care 
and interview preparation time so that the whole proce~ ~ enjoyable, stimulating 
and infurmative fur both parties. 

If you have been invited to an interview it's a given that someone has, however 
briefly, looked at your CV. Something about you, or the way you have presented 
yourself has felt a good enough 'fit' to get you through the door. 

Here's the key and the most important thing to remember before you go through 
that door. 

Unless they are simply going through the motions because 
they've already appointed someone, they want it to be you 

They want to know their search is over, so for the length of the interview, the job 
is yours. Something else you need to make the most of 

Having said that, first impressions are incredibly inJ>ortant People do make up their 
minds quickly so be yourself right from the start. 

Of course you can tum up the volume on those bits of you that most match the job 
and tum it down on the bits that don't. This will help show you in your best light: 
However, never ever shut the vohune off entirely, as you will then be pretending 
to be someone you're not - people can smell pretence and it is a sure rec4'e for 

~-
For the .same reason it's not a good idea to lie! 

You can be judicious with the truth yes, but lies have a tendency to return and bite 
you in the bum! Even if they don't actually know that you've lied they will sense 
something is not right. When you are under pressure it's virtually impoSSible not to 
give out the signals that tell your interviewer that something is wrong. 

Even if you think your current job stinks, present the good poin,ts as though you 
were looking at the job from the outside in. Most jobs appear nruch better from the 
outside than they do from the inside ( only you know the real truth); so pump up the 
goodies and soft-pedal the baddies! 

However, we do know that being put on the spot can feel very uncomfortable, and 
it's easy to full into a defensive posture. If you're not sure of the answer or feel 
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boxed into a comer it's all right to buy time - including saying "I need some time 
to think about that.'' 

No matter how nervous you are you do need to look after the people interviewing 

you. They will be looking for signs that you know how to comrrnmicate and relate 
to people. If you get stuck or tongue-tied ask one or two of the more surprising 
questions you have prepared. 

Have a stockpile of anecdotes of past triumphs (and even a few disasters, as long 
as they're funny or the humorous side is apparent). This is not just a list of what 
you can do, but some personal examples that help paint the whole picture. 

For instance, you could say ''I successfully launched a new product for my com­
pany." Nothing wrong with that; it just doesn't tell anyone very much about you. 

Or you could say, "Let me tell you about the new product launch I ran earlier this 
year with my colleagues. We had a very tight deadline, the venue was booked, the 

product was ready, but it was bringing all the elements together that helped make 
it a success. I'll explain my part in all this .... " And off you go. 

You're telling a story, not reciting facts. People like stories (as long as they are not 
long-winded and either too boastful or too self-deprecating) because they help 
show who you are as a person. 

''That's all very well for you to say, but just how do I do all this?'' 

Ok so let's take a pragmatic approach to interviewing here. Think about it for a 
second 

You've got through the door. They want it to be you. The job is yours to lose. 

So the process you 're in now is a test. 

Their starting point will be this: ''Well, it all looks good on paper, let's get them in 
and see how they look in person." 

That is, by the way, how you will be viewed Until they see you in person, until they 
see you walk and talk, until they can smell and hear you, you are an 'it'. 

Let's be very clear here. They have infonnation about you. If you've been clever 
at presenting your_ CV and ~ppli~ion they will have expectations as to what sort 
of person you are. 

Now they want tp meet you. 

Why! Because they want to know·if they will like you, if you're someone they could 
spend working time with, if you're a good fit with the other people in the company. 

Presenting yourself isn't an 'act', nor is it a 'perfurmance', but they do want to see 
how you perform Confusing, isn't it? 



Don't worry, there's more advice coming right up. 
• 

Ok so the problem now is how to 'be yourself' whilst under this sort of pressure. 
It's worse than a first date. 

So here is one of the tricks that successful actors learn (usually after having done 
hundreds of interview/auditions) that can help take away some of that pressure. 

Treat the interview as the job. 

The job is the interview, not what you will get if you do a good interview. 

Simple. Give good interview. 

And here are some other things that will help: 

Psychologically you will feel better if this is not the only egg in your bafilcet, so apply 
for more jobs than you need. You will find that if you have another interview lined 
up there is less pressure. 

Wear something you feel good in. It is no good looking great if you feel uncomfort­
able. If you have an interview outfit it helps to wear it to one or two social events 
to bed it in. 

Have something to say in answer to an open question. They will ask open questions. 

Classic open interview questions are: 

• Tell me about yourself 

• What have you been doing lately? 

• What made you apply for this job? 

• Why should we pick you? 

Prepare an answer that allows you to talk about something you've been involved 
in recently. Preferably something that has got you feeling really enthusiastic. 

Be sure to bring in non-work-related stuff to the interview. Remember this is about . 
being a whole person. Don't go on at too much length about the excitement of your 
Saturday bowls chib, but do use anything from your outside life that might illustrate 
some of your skills and qualities. 

What we mean by 'self.disclosure' is the giving or telling of something about your­
self that is not actually necessary in order to answer the question. 

There is nothing more important you can do in an interview than help give people 
a feel of what you are like and self-disclosure is the most powerful way to do it. 
This is an extension of relating stories. 

Wrth a little training this is not hard to do. 

If they ask "Why do you want to be a nanny?'' 
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You could answer: 

"I've always wanted to work with children" 

Or you could say: 

''Well two years ago my best friend Amanda had a little baby girl Sarah and 
when she had her christened she asked me to be her Godmother. Well of 
course I said yes, but as the christening came round and as I prepared fur 
the ceremony I really started to think about Sarah and how important she 
was and how much we are all responsible for the well being of our children 
and it got me to tbink:ine about what I really wanted to do with my life .... 

You get the picture? 

What you say hardly matters. What matters is that you speak about something that 
you feel really strongly about. If you feel strongly about it you will sound enthusi­
astic, authentic, engaged and alive. 

This again is a given, there is nothing wrong with being a bit on edge. If you use 
, the approach Jaid out above the things you speak about will give you somewhere 

to channel that nervous energy. 

Remember they are unlikely to give the job to someone calm, relaxed and laid back 
either. Too laid back and you will seem as if you don't care. 

What makes everyone nervous about interview is the fact that they are going to 
judge you. 

J\bsoluteiy they are going to judge you! This is suppo~ed to happen. Remember, it's 
a test, so get some interview help or interview training and do some p1:3etise. You 
wouldn't dream of going to your driving test without studying the Highway Code, 
so treat an interview in the same way. 

But remember also, you are interviewing them as well The test is two way. If you 
can keep that in the furefront of your mind, it can also help settle interview nerves. 

Prepare and Research for your Interview 

Prepare to talk about something current, a TV programme, the election, the war, 
the weather, it doesn't matter what so long as it has affected you and you have a 
strong opinion about it. 

Research - Look at their website 

And again - WOK AT THEIR WE;BSITE. 

Read our lips: 



LOOK AT THEIR WEBSITE ? 

The number of people who have come to Impact Factory for interview and have 
not read our.website is astounding. People care about their websites and they will 
give you ~ of infurmation (both good and bad) about the o.rgamsations you ax:e 
applying to. 

Think about these thing.5: 

• What does their website tell you about them? 

• Why do you want to work for them? 

• Think about what they need 

• Who are their competitors? 

• Are they well established? 

• What do you want to know about them? 

• What do you like about them? 

They will ask at least one of the following interview questions 

• What attracted you to xxx? 

• Why are you leaving your current job? 

• Why do you want to work for xxx? 

• What do you see as your strengths and weaknesses? 

• How do you see yourself in xx years time? 

• How do you like to work? 

• What can you bring to xxx? 

• · Why should we employ you? 

• What do you do outside work? 

Yes, and sometimes they will even ask- What are your hobbies? 

Have at least one question to ask them based on something you have seen in their 
brochure or on their website. If you can mtke it something you are genuinely curious 
about and include a compliment about the organisation so much the better. 

Leave the Interview well. 

Never apolo~e at the end of an interview. Even if you were a few minutes late 
arriving do your apology at the beginning, no need to remind them of it now. 

Do smile at them as you leave the interview even if you feel like a Cheshire cat. 

Act as if it has been a good interview. Say thank you to everyone. Say goodbye 
to everyone. Shake bands. Look at people and leave with a spring in your step. 
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Do all ~f tlm even if you think the interview bas been a disaster. How you feel about 
your interview is unhlrely to bear any relation to how you have done. Indeed, [IX)st 
people are the worst judges of how they actually did. 

Take Care of the Interviewers! 

You know, interviews are so nerv(}-wracking and stressful that most people's atten­
tion goes solely on themselves. In their heads there's an on-going monologue: 

How am I doing? Oh, danm, that amwer was absolute crap. What did they 
just ask? I've gone totally blank, now what do I do? Maybe I shouldn't 
have worn the pink tie after all I could really use the Joo now. What if they 

ask me how much salary I want? Did I just say that? They're really going 
to think I'm an idiot. 

And so on. 

We can't completely shut off those voices, but we can help divert our attention 
away from them. 

Pay attention to the things around you, notice things in the reception, the office 
environment. Comment about what you see. 

But what things like this do is to serve as icebreakers. They help to break down 
some of the interviewer-interviewee barriers and help you to put yourself at ease by 
engaging with them about something to do with them (it can put them at ease as 
well). 

Of course, if you don't have anything good to say or haven't noticed anything 
outstanding, then don't make it up - then it will sound phoney and indee.d, grovelling. 

You can help take care of 'them' in other ways during the interview. The type of 
questions you ask is, of course, important. But you don't just have to limit yourself 
to questions. It's OK to comment on something they've said; try to get a dialogue 
going. 

Two-way, two-way, two-way 

You'll know something is wrong if the interview begins to fuel like a version of the 
Spanish Inquisition: Question, Answer, Question, Answer, Question, _Answer. Dia­
logue means that both sides are_ engaged in the process. 

Be bold in the-interview questions you ask. Nothing wrong with asking question like: 

• What's the most important quality you're looking for? 

• Why do you think people like working here? 

• Is there anything you think I should know that I've forgotten to ask? 



When you make someone do a little extra work themselves, you help take care of 
them because you're engaging their creative proce.9s too. 

Interview Follow Up 

At the end of your interview, if you haven't been advised, ask when they think 
they'll be making their decision. At least then you 'Il know how long you'll have to 
wait before you hear. 

Many pJaces don't automatically let people know if they haven't got the job; so one 
interview follow-up call is allowable. More than that and it can feel like badgering. 

No matter how badly you think the interview went, if you want the job, always send 
a follow-up letter. Since most of us think of clever things to say after the met, include 
one or two of those, referring to something specific from the interview. 

Use phrases such as: 

• 'I've given a lot of thought to our interview and. .. ' 

• 'Something you mentioned got me thinking ... ' 

• 'What you said about ___ really struck home ... ' 

If you don't get the job and you 're curious why not, phone up and get some 
feedback. It may help you for the next interview. 

TIPS ON PREPARING FOR AN INTERVIEW 

Your hard work sending out all those cover letters and resumes has finally paid off 
-you've been called in fur a filce-.to-f.ace job interview. Congratu]ations! But now 
is not the time to sit back and think about how you're going to spend your new 
salary; you've got a lot of work to do. The better.prepared you are beforehand, 
the better your chances are of walking out of the interview with a confident snrile 
on your mce that says, "I think_ I got the job!" 

Keep in mind that in the competitjve business world, there are sure to be dozens 
of other highly qualified candidates going after yaw job. It's important to make 
yourself stand out as ~ne special. Now is the tnre to practice exactly how you 
will sell yourself to a prospective employer during ~t ~ial firs~. •. 

Here are 10 important tips to help your next interview lead to your next job: 

1. Do your homework. Research the company befutehand so ... that you can 
showcase that knowledge during the ~w. This will ~ost your cred­
ibility with the interviewer and will relp you to fhnmdate intelligent questions 
to ask him or her. 

2. Know where you're going. Make sure to find out where the office is and 
how to get there. Do you know how long the trip will take? Do you have 

Business Communication 

NOTES 

187 



Business Communication 

NOTES 

188 

the name and phone number of the person you' ll be meeting with? Do you 
know bow easy it is to park? Save yourself time and unnecessary stress by 
knowign these things before heading to the interview. 

3. Look the part. Your clothing should be neat, pressed, and professional 
l(!oking. As it can be difficult to know the culture of the office environment 
beforehand, err on the side of conservative. Even if everyone's wearing 
jeans when you arrive, you're still probably better off having shown up in 
a suit. However, don't be afraid to inject some personality into your look, 
and don't neglect the details. Make sure to have a fresh haircut and clean, 
manicured nails. 

4. Rehearse beforehand. Prior to your interview, prepare answers to com­
mon questions the interviewer is likely to ask, such as What are your 

strengths and weaknesses? Why do you want to rVOrk here? Why should 

we hire you? and the ever popular Tell me about yourself. Conduct a 

mock interview with a trusted friend as practice. 

S. Secure your references. Find at least three key people - former super­
visors, colleagues, or instructors - who are willing to serve as your pro­
fessional references. Be sure to secure their permission beforehand, and be 
certain that they will speak highly of you if contacted by a potential em­
ployer. 

6. Anive early. Be sure to arrive at least 15 minutes before the interview. 
VJSit the restroom and check your appearance in the mirror. Announce 
yourself to the receptioJmt to let him or her know that you have arrived and 

that you_ have an appointment. Turn your cell phone off so it doesn't ring 
during your meeting. 

7. Bring necessary documentation. Make a checklist of documents that you 
will need for the interview, and make sure that you have them in your 
briefcase before leaving home. These documents may include extra copies 
of your resume, a passport, driver's license, Social Security card, or port­
folio of writing samples or other professional wQrk. If you are a recent 
graduate, you should a~o bring along your college transcripts. 

8. Sell yourself. The interview is your chance to shine, so now is not the time 
to be humble. Develop a 25-second sales pitch that sings your praises. In 

business this is called an "elevator speech," a compelling overview of why 
you? that can be recited in the time it talces to ride the elevator. It should 
include your strengths, your ~es, and what sets you uniquely apart from 
other applicants. 

9. Don't neg)ect to ask quesdons. Based on your earlier research, ask how 
the responsibilities of the open position relate to the company's goals and 
plans for the future. Interviewers are often favorably impressed by candi­
d.ates who show that they are knowledgeable about the organization. 



10. Follow up. After the interview, dQn't forget to send a handwritten. note or 
friendly email thanking the interviewer fur his or her time and consideration, 
as well as restating your interest and commitment to the position. If you 
don't hear anything after one week, call to politely inquire when they will ~ 
making a final decision. 

Remember to keep this in mind; Every interview is a valuable learning experience. 
Even if you don't get this particular job, when the next interview rolls around, you'll 
be much better prepared and more at ease with the whole process. All of which can 
go a long way to boosting your confidenoe and improving your chances of being 
offered the next job. Good luck! 

Job interviews can be a source of concern for students and graduates who haven't 
bad much experience with them Hopefully, what is written here will help to make 
them less so. Perhaps the most important key to. a successful interview is to be well­
prepared for it and to have some knowledge of what to expect. Anned with this 
information you should be able to approach your interview with confidence and 
hopefully, even pleasurable anticipation. Remember, the ~ loyers want you. 

The interview itself is merely an exercise in two-way communication between the 
recruiter and you and each attempts to "sell" the other. The recruiter "sells" the job 
and his/her company while the student "sells" ~elf or herself as the person best 

suited to fill it. The first step is to read the job description carefully and up.derstand 
the content. Your next step is to find out all you can about the company. Information 
may be available from the business pages in various newspapers, trade publications 
and company annual reports, as well as the College library. 

As a bare minimum. you should know what products the company produces or the 
services it provides and where it is located. 

As mentioned previously, the job .inteIView will require you to "sell" yourself Your 
appearance, manner and attitude are of first importance. You must be on time for 
your interview since nothing creates a worse impression than being late. 

As far as dress is concerned, be neatly and conservatively dressed. Your manner 
and attitude should reflect the type of person you are or would like to be. Recruiters 
are generally quite good at detecting the person who ''puts on an act", so just be 
yourselfl Come to the .interview prepared to talk about yourself: your career ob­
jectives and your interests. Don't underestimate your hobby •interests and extra 
curricular activities since recruiters are fully aware that what you like to do in your 
spare time says a lot about the type of person you are. If you have no such interests 
you should do something about cultivating them. · 

Above all, approach your interview with a reasonable degree of confidence and 
self-assurance. Convince yourself that you can do the job as well as the next person 
and probably better if you put your mind to it. Recruiters are invariably impressed 
with the student who displays real interest and enthusiasm. 
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Thank the interviewer fur the opportunity and leave with a warm smile and hand­
shake. 

REMEMBER: Koop in mind posture, body language, and active listening. 

For the interview, ask yourself ..... 

On Your Career 

• What are your future career plans? 

• Why did you choose your particular career? 

• What qualifications do )QU have that make )QU feel you would be succesmtl 
in your field? 

• Do you prefer any specific geographic location? Why? Is this a good rea­
son? 

• What do you think determines a person's progress in a good company? 

• What personal characteristics are necessary for success in your chosen 
field? 

• Do you prefer working with others or by yourself? 

• What kind of boss do you prefer? 

• What do )QU know about opportunities in the field in which )QU are t:raoxl? 

• What do you expect to be doing in five, ten or fifteen years? 

• Do you prefer to work in a large or small city? 

• Would you prefer to work for a large or a small company? 

• What are the disadvantages of your chosen field? 

On Your Education 

. • In what school activities have you participated? Why? Which ones did you 
enjoy the most? 

• What courses did you like best? Least? Why? 

• How did you spend your vacations whiJe in high school? 

• Do you feel you have received a good general training? 

• Do you tlililk t~i your extra-curricular activities were worth the time that 
you devoted to them1·Why? 

• Have you ever changed your major field of interest while studying? Why? 

• Do you :feel you have don~ the best scholastic work of which you are 
capable? 

• How did you happen to ·go to college or vocational school? 

• Have you ev~ had any difficulty getting along with fellow students and 
teacher? 



• Which of your school years was the most difficult? 

• Did you enjoy going to school? 

• Do you consider your education valuable? Why? 

On Former Employment 

• What jobs have you held? How were they obtained, and why did you 
leave? 

• What do you think of your previous employer? 

• What have you learned from some of the jobs you have held? 

• Can you get recommendations from previous employers? 

• What jobs have you eajoyed the In?St? The least? Why? 

• Have you ever trained anyone to do a job? 

• Did you train your replacement? 

On Your Application and the Company to Whom You Are Applying 

• On Your Application and the Company to Whom Yo.u Are Applying 

• Why do you think you might like to work for our company? 

• What do you know about our company? 

• What interests you about our product or service? 

On Salary 

• What are your ideas on salary? 

• What salary do you expect on this job? 

• What did you make on your last job? 

• Would you be willing to work for the minimum wage to start? 

On Your Penonal Life 

• What types of books have you read? 

• Do you enjoy sports as a participant? As an observer? 

• What do you .do to keep in good physicaJ, cof¥lition? 

• Have you ever had any serious illness or injury? 

Self-Evaluation ,I/ . 

• Are you primarily interested iD making money or do you feei that service to 
humanity is a satisfactory accomplishment? 

• Can you take instructions without feeling upset? 

• Do you like routine work? 
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• Do you like regular hours? 

• What is your major weakness? 

• Define cooperation. 

• Will you fight to get ahead? 

• Do you demand attention? 

• Have you an analytical mind? 

• Are you eager to please? 

• Is it an effort for you to be tolerant of persons with a background and 
interest different from your own? 

• What are your own special abilities? Strengths? 

• Do you like to travel? 

• How about overtime work? 

• What have you done which shows initiative and willingness to work? 

• Define success. 

SAMPLE INTERVIEW QUESTIONS 

Education & Career Plans 

• Why did you choose to study ? ----
• What is the objective of the OC ____ program? 

• How are you enjoying the program? Why? 

• Why did you get involved with the co-op program? What do you hope to 
get out of participating? 

• What are your grades like? (If not good, why?) 

• Which courses do you enjoy best? least? Why? 

• Which area(s) of the _ ___ field interests you most? Why? 

• What do you think it takes to succeed in the _ ___ field? 

• You're m. school now, but what do you expect to be doing in five years? 
ten years? 

Experience & Skills 

• Which past jobs have you enjoyed the most? the least? Why? 

• Under what circumstances did you leave your last job? 

• Describe your working relatiomhip with your last supervisor. 

• Are you currently working part-time? (If yes,) do you plan to quit to take 
a co-op position? 



• What experience related to this position have you had? 

• (If no related experience,) how specifically will your past experience be 
valuable in the ____ field? 

• (For non-CIS students) How computer literate are you? What kinds of 
computer equipment and software have you used? 

Job SpedfidTechnical 

• You are ·being interviewed by several employers this week. Why would you 
like to work for our organization? 

• We are looking for a student who will want to come back here for their 
second and maybe third work terms, and possibly a permanent position 
after graduation. How does this suit your plans? 

• We are participating in the co-op program because _ ___ is our 
busy period. We do not foresee an opportunity for fuhl1:e permanent em­
p~yment. How does this suit your plans? 

• This job requires someone with a concern for for detail (for example). Do 
you qualify? Give an example from past experience. 

• This job requires someone with abov(}-average interpersonal communication 
skills (for _example). Do you qualify? Give an example from past experience. 

• What salary are you expecting during your first work term? Why? 

• How would you summarize your overall knowledge and skills in the 
_ ___ field? (Mention strengths and areas of special interest.) 

They will likely ask some technical questions to test your professed level of exper­
tise; sometimes there will be a written test. You may also be asked to construct~ , 
brief business letter or memo to demonstrate your business writing skills. Where 
appropriate you may be asked to provide a portfolio or demonstrate specific skills 
pertaining to the job. 

Personal 

• What are your strengths? weaknesses? How do you know? Can you give 
an example _of each? (relate to work environment) 

• Which three adjectives best descnbe you?.(e.g., reliable, kind, etc.) 

• Can you give an example of how you have shown initiative in a past job or 
volunteer experience? 

• What do you consider your greatest accomplishment? Why? 

• Do you prefer working on your own or in a team? Why? 

• What are some of your leisure interests? 

• Do you have a car or some other reliable form of transportation? 

Business Communication 

NOTES 

193 



Business Communication 

NOTES 

194 

• Are you willing to relocate for co-op/permanent employment? 

Your Questions 

At the end of the interview. you will usually be given an opportunity to ask ques­
tions. Ask about the work itself and the people you will be working with. Do not 
ask about salary, benefits or working conditions (perks!) until you are offered the 
position. 

The Interview Checklist 

The goal of a selection interview is to predict the on-the-job performance of each 
applicant in order to select the best person for the available position. A handful of 
"on-paper'' qualified candidates are interviewed to clarify their skills and experience 
and to assist their personal suitability to the position. 

An interview should be viewed as an opportunity to show an employer what you 
have to offer, rather than as a nerve-racking ordeal 

Use this list to help with pre-interview planning. 

Be Prepared 

• Know where the office is and how you are going to get there on time; 
getting lost will only add to your anxiety level 

• Take time to choose appropriate attire (preferably the day before) and 
groom carefully - appearances are important! 

• Learn about the organization; the employer will want to know why you want 

to work there and how you think you can contribute to the organization's 
overall goals. 

• Identify the relevant skills and experience you can bring to the job. 

• Prepare two or three questions to ask the interviewer; avoid asking about 
benefits until you have been offered the job. 

Demonstrate Good Manners 

• Arrjve 5 to 10 minut~ before your appointment time. · 

• Shake hands firmly with the interviewer when you are introduced and again 
when the interview concludes. 

• Do not smoke, chew gum or drink tea or coffee- even if you are invited 
to do so. 

• Maintain eye contact with the interviewer; otherwise, you will give the im­
pression that you are disinterested or untrustworthy. 



• Try not to fidget; it will distract the interviewer from what you are saying. 

• Allow the interviewer to take the lead; do not interrupt when she/he is 
talking. 

• Answer questions clearly and concisely, do not ramble. 

• Pause to construct a thoughtful answer, do not blurt out the first thing that 
comes into your mind. 

• Attend to the interviewer's body language and other cues to sense when the 
interview is concluding; do not linger. 

• Thank the interviewer fur her/his time befure leaving. 

Be Yourself 

• Convey your strengths and ab~ without appearing boastful or conceited; 
do not exaggerate your qualifications. 

• Answer the questio·ns honestly, rather than telling the interviewer what you 
think she/he wants to bear; you do not want to succeed in getting hired for 
a job for which you are not suited! 

• Do not hesitate to show your (genuine) enthusiasm and engaging personality 
and ... remember to smile. 

In General 

• Vohmteer information only if it is positive and pertinent. 

• Watch for opporhmities to sell your skills. 

• Avoid using negative t:errm. Substitute the words "challenge" or "opportu­
nity" for the word problem. 

• Never forget that your objective is to get a job offer. 

Dealing with Rejection 

You're not alone. Everyone who is now successfully employed bas, at one time or 
another, either lost a job or has been turned down for one. 

There are at least two ways to deal with rejection - either mope around compJaining 
about your bad luck or to take charge of_your life by adopting a positive attitude 
while realizing that feelings of stress and anxiety are normal, expected and need not 
be Jong lasting. . 

WRITING A COVER LEITER WHEN APPLYING FOR 
. • •_(.= 

AJOB 

The cover letter should always be included when sending your resume or CV for 
a possible job interview. This letter of applic:ation serves the purpose or introducing 
you and asking fur an interview. Here is an outline to writing a successful cover 
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Jetter. To the right of the letter, look fur important notes concerning the layout of the 
letter signaled by a number. 

Cover Letter Outline 

2520 VISta Avenue - 1 
Olympia, Washington 98501 
April 19, 2001 

Mr. Bob Trimm, Personnel Manager - 2 
Ideas Inc. 
587 Lilly Road 

Dear Mr. Trimm: - 3 

Opening paragraph - Use one of the following to bring yourself to the attention of 
the reader and make clear what job you are applying for: 

1. Summariz.e the opening 

2. Name the opening 

3. Request an opening 

4. Question the availability of an opening 

Middle paragrapb(s)- Use one of the following in each of your middle paragraphs 
to provide the reader with plenty of reasons to invite you to an interview: 

I 

1. Education 

2. Work experience 

3. Ability to work with others and/or alone 

4. Interest in your fiekl 

5. Interest in the company 

6. Responsibilities in previous positions 

Closing paragraph - Use the closing paragraph to ensure ~ti.on on the part of the 
reader 

The last paragraph needs to help ensure-that action is taken. You can ask for an 
interview appointment time, stating that }OU will be happy to come to the eqiployer's 

office when convenient. Make it ~y for the-reader to follow-up by providing your 
telephone number and email address'. 

Sm;:erely, 

Kenneth Beare - 4 

Enclosure 



Important Salutation Notes 

1. Begin your cover letter by placing your address first, foll<JlVed by the 
address of the company you are writing to. 

2. Use complete title and address; don 1 abbreviate. 

3. Always make an effort to write directly to the person in charge of 
hiring. 

4. Always sign letters. 

Example Cover Letter: 

Here is an exampJe of a sample cover Jetter written in response to an advertisement 
in the newspaper. Before taldng a look at the letter, here are some useful key 
phrases to use in your own cover letters. 

Useful Key Phrases 

• I am writing to you in response to your advertisement for ... 

• As you can see from my enclosed resume, my experience and qualifications 
match this position's requirements. 

• I would like to point out ... immediately upon his return. 

• During .... , I improved (furthere~ extended, etc.) my knowledge of..., 

• I look furward to an opportunity to speak with you in person. (OR to speak 
with you personally) 

Cover Letter: Example 1 

2520 VISta Avenue 
Olympia, Washington 9850 I 
April 19, 2001 

Mr. Bob Trimm, Personnel Manager 
Importers Inc. 
587 Lilly Road 

Dear Mr. Trimm 

I am writing to you in response to your advertisement fur a Legal Assistant special­
izing in Port Regulatory Law, which appeared-in ~ Seattle .T-imes on Sunday, June 
15. As you can see from my enclosed resume, my experience and qualifications 
match this·position's reqwrements. 

I especially would like to.point out that I graduated Cum Laude from The University 
of Tacoma and was hired rurectly upon graduation due to my expertise in port 
authority regu]afum. 
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During the four years that I worked for Shoreman and Co., I further deepened my 
knowledge of the fast changing regulatory laws in our state. My employer also 
thought highly enough ofmy abilities to promote me to head legal researcher after 
my first year of employment. 

I look forward to an opportunity to personally discuss the position with you. I will 
call you~ the next five days to arrange an interview. 

Sincerely, 

Kenneth Beare 

Enclosure 

Example Cover Letter 2: 

Here is an example of a sampJe cover letter requesting a position. Before taking a 
look at the letter, here are some useful key phra.5es to use in yom own cover letters. 

Useful Key Phrases 

• Please accept this letter as an expression of interest in the position oL. 

• I have enclosed a copy of my resume for your review. 

• ... and believe I po~ess the right combination oL .. skills. 

• My current position .... has provided the opportunity to ... 

• I would welcome the opportunity to personally discuss my potential contri­
butions to your company with you. 

• I look forward to your reply. 

, Cover Letter: Example 2 

2520 VISta Avenue 
Olympia, Washington 98501 
April 19, 2001 

Mr. Bob Trimm, Personnel Manager­
Importers Inc. 
587 Lilly Road • , 

Dear Mr. Trimm: 

Please accept this Jetter as an expression of interest in the position of Areas Sales 
Manager 



I have enclosed a copy of my resume for your review. I am familiar with the 
requirements for success in the Sales profession and believe I possess the right 
combination of marketing and management skills. 

My current position coordinating two local area sales teams has provided the op­

portunity to woik in a high-pressure, team environment, where it is essential to be 
able to work closely with my colleagues in order to meet sales deadlines. 

Thank you for your time and consideration. I would welcome the opportunity to 
personally discuss my potential contributions to your company with you. Please 
telephone me at after 4.00 p.m to suggest a time that we may meet I look forward 

to your reply. 

Sincerely, 

Kenneth Beare 

fu;Josure 

CASE STUDIES FOR JOB INTERVIEWS 

The Job-Seeker's "Three Interview Objectives" 

ACTUAL CASE HISTORY: Erica, a journalism major at a large southwestern 
university, was soon to face her first real job interview. She was nervous, to say the 
least After four years of college, armed with college newspaper experience and two 
prestigious internships, her "big step forward" was about to begin. At least that's 
what she hoped. AB an aspiring journalist, this was the job of her dreams: a staff 
writer for a leading monthly fashion magazine. Her interview was coming up, and 
she didn't know where to begin. Her dad, a senior executive client of ours, asked 
us to spend a few minutes with her. 

To help Erica focus her thoughts and effurts fur her upcoming interview, we shared 
with her the same thing we share with each of our clients racing interviews. While 
there's never any "standard" interview, there is a "standard," best way to approach 
interview preparation. 

Every job .seeker with an upcoming interview bas a goal in mind: getting a good job 
ofter. But getting that goal requires reaching three distinct objectives. Three objec­
tives to prepare to reach, three objectives to achieve, and three objectives to serve 
as a checklist of sorts before arriving at, and leaving, the interview. Even when 
meeting with five different people in interviewing fur one position, in each interview 
session the job seeker has the same three objectives. 

They are: (a) making the right ".investigations" to see if you and the position will 
likely be a good "fit." That's a matter of asking the right questions, and being 
prepared fur theirs, as welt {b) Making a lasting, positive "impression." That's done 
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by considering and exhibiting what's so "special" about you. And, ( c) showing your 
potential employer that you will be a good 'ljnvestment." That is, that you will 
enhance one or more of their (1) revemies, (2) valuable relations, and/or (3) busi­
ness reputation. 

Sure eno~ our sharing Toe Three Interview Objectives with Erica bad the desired 
effect: First, by reducing the uncertainties inherent in the overall experience, and 
making the objectives simply three-fuld, Erica fult more "certain" of what lied ahead, 
it seemed a bit more concrete and clear. Erica felt more up to the task; her in­
creased confidence was striking. Second, by giving Erica specific objectives to 
fucus her thoughts on, she became more focused, less anxious, and more purpose­
driven - always a great combination. Her confidence, fucus, poise and purpose all 
came across, and won her the position. Would she have been successful without 
The Jbree Objectives of the Interview? We'll never know, and never need to find 
out. She made the right investigatiom, the right impression, and impired the invest­
ment in her that she sees as pure opportunity. The rest is now up to her. 

LESSON TO LEARN: When preparing for an interview, focus your thoughts, 
energies and preparations on The Three Interview Objectives: 

1. Investigation: Your first Interview Objective is aJso your interviewer's objective: 
mutual investigation. That's why they call it an ''inter-view." Simply put, that's what 
an interview's all about. Your objective, though, is to •~estigate" your employer, 
to see if the position, your prospective boss, the company, its culture, the com­
pemation, even the conditions of the position, are what you're really interested in. 
It's possible they're not. Some people are very, very disappointed with a new job 
they'd previously longed fur. As in many a budding ''romance," there's a tendency 
to overlook telltale signs of incompatibility. It's of the essence that you prepare 
thoughtful inquiries, ask good questions, and not be bashful about asking fullow-up 
questions, as well. Be tactful, but be-tenacious, too. 

At the same. time, be prepared fur ~ir investigation of you. Imagine yourself to be 
your interviewer. She may ask you about any gaps in employment on your resume, 
the basis of your interest in the position, what you think about your present boss, 
perhaps your willingness to travel ha1f-time. Or he may ask you why you're looking 
to leave your present employer. Just as you should prepare a list of insightful 
questions, you should prepare yourself fur the questions that the interviewers might 
ask you, and have ready good, positive, thoughtful responses. (Remember: no 
negativity, no trade secrets and no stretching the truth.) 

Investigation- mutual investigatioD: -:-- is your first interview objective. Of course, 
your investigative efforts should flow natl,lrally from your list of "employment val­
ues," . . . that is, what you value in a job, and are looking fur :from your employment 
relation ''Employment Values" might include, among others, career stability, financial 
opportunity, equity (a chance to become an owner), a career stepping stone, or 
perhaps a great learning opportunity. Your "employment values" are what you should 
make inquiry about. And don't be afraid to raise issues about anything else impor-



tant to you. Your primaty values should-be those that center on or about (a) your 
position, and bow it fits in the organiz.ation, (b) the organiz.ation, and how it works, 
( c) your and your organiz.ation's future, and how they might grow together. 

2. Jmpression: ''You don't get a second chance to make a first impression." Your 
second Interview Objective is to leave a positive, lasting ~ion. Something that 
your interviewers will not soon forget about you. Even if you have the best creden­
tials, and have the most to offer, if you put your interviewers to sleep, they won't 
remember you, or hire you even if they do remember you. 

• Positive impression comes from positive social interaction - inchlding a firm 
handshake, upbeat manner, appropriate attire, confident selt=-image, looking 
someone in the eye, sufficient smiling, a positive nature, an interest in others. 
Listening carefully to others, and amwering their quemons without pause or 
squinning, contnbutes to positive impression. 

• Lasting impression is achieved by special qualities, special insights, special 
things about you that are, literally, unforgettable. Are you ''the one" that 
knows their biggest target customer? Are you ''the one" who is an expert 
on their customer-relations software, and therefore "exactly what we needT' 
Are you ''the one" who is known in the industry as the "best," "hottest," 
"most able" in the field? Are you ''the one" who is fluent in Farsi, and thus 
the one they need to do business in Afghanistan?" Get the point? 

• The question is this: "What's So Dam Special About Your' And when we 
say "special," we mean "special enough so they put your resume on the top 
of the pile." And "special enough that they can't forget about you." Our 

QVP (Quality Vs. Power) Method™ starts with this exact message: Your 
"Unique Human Capitaf' is what you sell - make sure others are aware of 
it You'd be amazed how many people are too timid to take that first step, 
who actually~ the opportunity to make the impression that they other­
wise could. Make your Impression a· positive one, and a Jastiag one, as well 

3. Investment: More than any other lesson of our QVP Method™, and its ~st 
important advantage - bar none - is that it instills in those who use it the important 
habit of seeing your negotiation through the eyes and mind of your employer. Every 
employer sees hiring a new employee, ~ least in good part, as a potential"invest­
ment. Just like an investrrent in new corrputers, or investrrent in a new l>ui]ding. The 
investment in hiring a new employee is a~ one, in that, while like all other 
investments, it may or may not pay off: hiring a new employee requires a great deal 
of time, e~ interaction and resources that, 'if the 0 investment" does not pay off: 
are lost forever. Poor hiring choices can cost an employer more dearly than any 
other investment. Yet - at the same time - investment in people can yield greater 
and longer lasting returns than any other investment. . 

Your message needs to be one that inspires an investment in you. In essence, your 
message needs to be: ''Hire me, and it will pay off ... big .. . for a long time.'' Be 
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concrete, practical, and honest. That's your most important message to convey. 
"Hire me, and I will . .. increase your revenues .. . strengthen your critical reJations 
... enhance your reputation . .. pay off quickly, over time, and more than anyone 
else you can hire." Be convincing, be inspiring, be motivating. 

WHAT YOU CAN 00: Whenever you face an upcoming job intervfew, don't fret; 
iMtead, fucus. Focus on the three objectives in front of you. Start with Investigation 
of the position, the company and the posSibilities. Proceed with creating a laming, 
positive Impression so that you are remembered, remembered in a positive way, 
and rem~red as someone who is truly special. Move onto your third phase: 
inspire Investment in you and your hiring by "raising a resounding sense of return" 
on any investment in you, that is, all that you can and will do fur your employee Use 
Investigation, Impression and Investment as your Interview Objectives, and you'll 
be fur more likely to reach the Interview Goal of being hired, as well. 

IMPORTANCE OF SKILLS IN JOB INTERVIEWS 

S.kill emphasis through the interview is very important to show the employer why 
you distinctive from all the other job candidates. Within this competitive world, 
companies seek out the most qualified employees by weighing skills with the can­
didates and determining the way they would profit the company. 

Most of the top companies look for employers who sticks out based using their 
expertise, capability to give new developments, and pleasing personalities that could 
enhance the organiz.afun 

Skills are grouped into three kinds - knowledge-based, transferable, and personal 
traits. . 

1) Knowledge-based skills are the ones learned from experiences. These can 
sometimes in.chide educational ·attainment, additional training, seminars at­
tended, along with other praclices you have studied to improve your exper­
tise. 

Knowledge-based skills include computer and eommuoication skills, mar­
keting or managerial knowledge, product, and many more. These skills vary 
with respect to the field of industry of every job candidate. 

2) Tramferable oi portable skills· are those you bring to a specific job. Th.is is 
the rearon why interviewers ask, What could you offer the company? Trans­
ferable sk::illi;) are impo.rtant, because companies strive to look for quality 
employees tbat would improve the development of the workforce. 

Portable skills include problem solving, team leader potential, organi7.ed, 
writing and cormnnoication skills, customer care oriented, serious amounts 
of project management, and good with numbers and budget. This type of 
skillil varies with regards to the experience and versatility of each and every 
job candidate. 



3) Personal traits determine what you are. In a meeting, one of the most 
common things a company says is Tell me something about yourself Your 
met is vital since it wouJd set a dark tone. for the rest of the job iQterview. 

Personal traits include good judgment, well-organized, analytical, goal oriented, 
flexible, creative and more. Try to sell yourself in as modest as you can within a 
short time. 

* Self-assessment. In order to provide an impressive presentation, examine 
your resume and list all the skills you have used for each past job experi­
ence. Make a comprehensive list of your skills and strengths inchuting per­
sonal traits, knowledge-based and transferable skills. Th.is would be the 
basis for your personal commercial . 

* After you have completed your script, after you are ready to fuce the 
interviewer. Keep in mind that employers are curious about your accom­
plishments. Use words which are concise, direct and clear. 

Although a lot of companies need a unique group of ski&, you need to still 
highlight your technical skills within the interview. These skills, which top 
companies usually seek, include leadership, counmmcdion, confidence, flex­
ibility, problem solving and. 

Emphasizing all your strengths and skills on job interviews would improve 
your chances of landing the required job 

INDIRECT INTERVIEW QUESTIONS AND WHAT 
THEY REALLY REVEAL 
The interview is a classic point of stress for most job seekers, and with good cause. 
Many finm like asking mirect quesoons that make it hard to judge what information 
they're really fishing looking fur. Of oourse, interviewers don't want anyone to know 

the motivation behind their method of ques~nµig, or else po~ntial~b candidates 
could easily game the system. For this reason, most firms ask slightly different 
questions and have their own method of interviewing. Today, we explore twelve 
common indirect questions that employers often ask and the motivation behind 
them 

"How long have you been looking for . a new-; _ _j()b?" . 

A big sign that something is ~ with a potential hire in a normal economic climate 
is how long he or she bas been searching for a job. What potential employers really 
need to determine is whether there is sometbing·wrong with the clmdidate that other 
potential employers have picked up on already. Of course, asking the candidate 
such a thing will not yield an honest answer, so instead, empioyers ask how long 
the candidate bas been looking for a job. They can interpret the candidate's re­
sponse and try to gauge how likely it is that other interviewers have picked up on 
some glaring ~ that they have not yet <µscovered. 
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"How did you prepare for this interview?" 

The more passionate an employee is about a particu1ar organization, the more likely 
it is that he or she will strive to exceed expectations if they are hired. A good 
candidate will have read up on the firm, researched the products and services they 
offer, read a bit about tlie executives who work there, etc. A bad can4idate takes 
the shotgun at the wall approach. This latter candidate takes walks into any old 
office building, hoping to get through the interview on personality alone. One way 
companies separate the two is to ask an indirect question regarding how they 
prepared for the interview. The candidate who mentions reading up on the organi­
zation and demomtrates a workmg knowledge of the firm's strengths, services and 
management team is enthusiastic about working for that company and will likely 
strive to be the best they can be if selected. 

"What are your salary requiremena for this position?" 

No matter how stellar a candidate might be, budgetary capacity often limits who 
co~ can afford to hire. The firm might only have room for a $60,000 annual 
salary for the position and anyone requiring more than that is out ofluck. Beyond 
a certain point, more qualifications and experience cannot equal a higher salary. This 
is why it is important to the company to determine if they can afford to hire new 
applicants. They might also try to determine if they can the right person fur less than 
is budgeted for that position, because money saved equa1s a bigger bottom line. Of 

course, no interviewer will ever tell the candidate ''we can afford to pay you up to 
$60,000, but we'd like to hear you say you'll do it for less.'' Instead, companies 
will frequently ask the person what their salary requirements are. The number they 
name will be important when they review the interview results of rrntltiple applicants 
and make the final hiring decision. 

"What kinds of people do you have difficulties working with?" 

In today's expanding g)obtl economy, it is ahnost unavoidable that any new hire will 
be working in some capacity with people from a wide range of ethnic, cuhural and 
religious backgrounds. The last thing companies want to find out is that their new 
employee is a bigot and treats peop1e differently because of their background. Not 
only will this cause problems in-house, it can also desqoy the firm's credibility and 
-reputation, depending on how high-up a position he or she is assuming. However, 
it isn't politically correct or at all professional to ask someone if they have a problem 
with specific groups of peopJe, and even if an interviewer did, the candidate would 
likely deny it. Instead, many :firms try an indirect way of asking the same thing, for 
examp1e: "What kinds of people do you have difficulties working with?" By asking 
this question. the interviewer is subconsciously communicating that the candidate 
must have a problem working with some kinds of people. This method can be very 
effective in subtly revealing inner prejudices the potential hire might possess. In 
contrast, a good candidate will likely name some neutral group of people, like 
"dishonest employees," or ')Jerpetual slackers." 



"When have you been most satisfied in your career?" 

Much like individual people, every company has its own ''personality," per se. This 
means that every new working environment bas its own perks and bottlenecks, its 
own energy, its own level of emp1o~ loyee interaction, etc. Certain co~aoies 
ofter their employees more creative leeway while others demand strict adherence to 
guidelines. Every one of these factors ( and many more) will directly effect a new 
hire's motivation. Various people thrive under many different circumstances, and the 
job of the interviewer is to try to select the person whose personality best fits their 
firm's tmique environment. The problem is that people in interviews like to smile and 
nod along whenever the interviewer starts talking at length about the perks of their 
working environment, making it almost impossible to read what the candidate is 
really thinking. Instead, many companies have taken to asking something like, "When 
have you been most satisfied in your career'l'' This question will get the potential hire 
talking about the elements of their last few positions and will likely higbligbt aspects 
of those jobs that they felt happiest worlang under. From this, firms can determine 
if the person would fit in well with their atmosphere. 

"What is your greatest weakness?" 

Perhaps one of the most important tasks of the interviewer is to find a person with 
a level head on their shoulders. No company wants the narcissistic, fresh-out-of­
grad-school candidate who thinks that they're an infalhbJe compendium of industry , 
knowledge any firm would be lucky to acquire. These kinds of people hurt com­
panies :fur more often than they help them because they refuse to acknowledge their 
weaknesses or consider the idea that they might need further training in certain 
areas. Rather, companies strive to find confident and qualified employees who can , 
be honesfwith themselves about their shortcommgs. These erq:,Joyees are likely to 
be flexible, honest and are less likely to try aod pass blame around the cubicles 
when they make a mistake. In order to get a grasp on how realistic a candidate is, 
employers like to ask people about what they reel their biggest weakness is. This 
question will demonstrate whether or not a Nmftidate can be honest in accepting that 
which they need to work on. (In contrast, a haughty candidate might spin off the 
tired response of"My biggest flaw is that I work too much.") 

"Where do you see yourself five years from now?" 

A big problem in the corporate world is employees using firms as rungs up the 
corporate latter. Especially in today's economy, the 1ast thing a company wants is 
to allocate salary, benefits and human capital into acquiring a new manager only to 
have themjump ship to a competitor a~ or two later. So~ this isn't even 
the employees fault. One cannot reasonably expect a person to stunt their own 
professional life fur the sake of a few headaches. Nonetheless, companies will try 

and gauge the likelihood of that happening by asking an indirect question such as 
"Where do you see yourself five years from now?' Responses to this question can 
be good indicators of how stable and loyal the potential employee is likely to be. 
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A response like "I want to lead a large team at a marketing firm somewhere" is 
indicative of a mercenary attitude to the corporate world. In contrast, someone who 
says something like "At the moment I plan on growing my roots here in this com­
pany and rising from within to be the best marketer I can for XYZ Firm" demon­
strates far more loyalty. 

"What are some of your hobbies?" 

Employers must be careful not to cross the line into asking too specific questions 
about a person's personal life. Professionally speaking, your personal life needn't 
impact your working life. However, in reality we all know that it does. For this 
reason, employers often look for indicators of stability and heahhy hobbies in a 
person's home life. The idea is that a person with a healthy and enjoyable life 
outside the office is likely to carry some of that positive energy-into work with them. 
Workaholics and, at the other end of the spectrum, party animals, are not likely to 
be very friendly, e:trotionally stable peop1e. Wrthout probing too fur, some interview­
ers will ask questions such as ''What are some of your hobbies." Answers to this 

question can help reveal a little bit about the potential hire 's lifestyle and serve as 
good indicators of roughly how they will carry theimelves day to day. 

"What were you hoping we'd ask today, but didn't?" 

No intefviewer can poS&bly ask all the right questions to highlight every one of the 
candidate's strengths and accomplishments. At the same time, candidates are often 
somewhat nervous on the other side of the desk and might not freely offer up 
infonnation pertaining to aspects of their personal or professional life that they are 
not asked for. Nonetheless, this infurmation may positively or negatively sway the 
interviewer's opinion of the candidate and it is thus necessary to prompt the poten­
tial hire to speak about it. Therefore, µiany films now ask the open-ended question, 
''What were you hop.mg we'd ask y6u today, but didn't?" This question gives the 
candida~ ,a chance to touch on an~ he feels is important to the interview and 
the employer a chance to hear the candidate speak on his own behalf 

"What do you think of your old boss?" 

No employ~ wants to be maligned to other companies or to the public. Many ex.­
employees hqld very, sour op~ns ~f their furmer bosses. Justified or not, this is 
not the kind of thing companies· want people spreading around. Especially if it 
appears that a candidate was· fired from their last position, an employer might ask 
about their opinion of their old boss. Of course, very few candidates will go on a 
tirade about the injustices they~ at their old job during the interview, but even 
subtle hints of distain can be picked up ·mrby the interviewer. This question gives 
the firm an indicator of how they may be spoke of to other firms this person 
interviews at in the future, should they nee4 to fire him. 



"H you bad enough money to retire right now, would you?" 

Many companies smvive not on great ideas alone, but by the tireless work ethic and 

dedication of their teams. It is therefore of great in:p:,rtance fur a firm to find people 
who are passionate about their work and who have a drive to get the job done 
regardless of reward Of course, money is extremely important in our society, but 
the last thing a firm wants is a bump on a log who jum wants to do the bare minimum 
and suck up his salary until he can retire. Questions such as, ''If you had enough 
money to retire right now, would you?" reveal a candidate's level of passion about 
their field Someone who quickly shouts "Yes of course!" without much thought is 
seen as being in it primarily fur money. The$e are not the kinds of people most finm 
want to see in their inner circle. 

If you -were hiring a person for this job, what would you look 
for? 

Questions about another person can only reveal so much about about them SoIDer 
thing companies really want to know is what the candidate thinks are the qualities 
of a good employee for that position. The idea is that if the candidate has a 
misconstrued concept of the roles he or she will be expected to play at that firm, 
they might not be the right person fur the job. It is much easier to hire a person with 
notions of the job that ·are congruent with company expectations than to try to 
change a candroates entire idea of what's important in that position. To determine 
tlm, interviewers will often ask the question "If you were hiring a person fur this job, 
what would you look for?'' This allows the candidate to give his 9oncept of what 
a good manager is. His or her answer is a great indicator of how he or she will 

behave if hired. 

SAMPLE INTERVIEW QUES~IONS - CASE STUDY 

The following are some sample inteiview qu~ns in case study interviews, they 
may be presented in four different types. 

1) Estimation questions: 

• How many cars are there in the U.S.? 

• How many divorces take place natidrially'iri·any gi~eri year?° ... -

• What is the market for digital cameras likely to be in 15 years? 

• How many airplanes are in air ~gbt ri9w?·_ 
, . 

2) Actual or theoretical client questions:· 

. • 
,• 

• An oflline business wants to go online, what is your advice? 
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• FedEx is going to offer a new service where customers can drop a package 
directly into a driver's vehicle. What issues need to be thought about? 

• An airline finds that, while its revenues are at an all time high, the company 
is still operating at a loss. What is going on? 

• You are contacted by ABC Pizza to help them develop a plan fur entering 
the home delivery market in a coonnunity where XYZ Pizza has the domi­
nant position. As lead consultant to ABC, what would you do? 

3) Brain Teaser Questions: 

• What will be ciiflerent it: in the future, COilS1.ltrerS have to pay fur every drop 
of drinkable water piped to their residence or business? 

• Why are manhole covers round? 

• How to know if the light inside refrigerator is on or not? 

4) Graphic Interpretation Questions: 

• Interpreting data in a chart or other form of graph. 



8 Presentation Skills 

The Chapter Covers : 

■ Introduction 

■ The Objectives of Communication 

■ Presentation Skills 2 

Presentations are one of the first managerial skills which a junior engineer 
must acquire. This article looks at the basics of Presentation Sid/ls as they 
might apply to an eme,gent manager. 

IN1RODUCTION 

Management is the art of getting things done. A Presentation is a ~ and potentially 
effective method of getting things ·done through other people. In managing any 

project, presentations are used as a fonnal method for bringing people together to 

plan, monitor and review its progress. 

But let us look at this another way: what can a presentation do for you? 
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Firstly; it puts you on display. Your staff need to see evidence of decisive planning 
and leadership so that they are confident in your position as their manager. They 
need to be motivated and inspired to undertaking the tasks which you are present­
ing. Project leaders from other sections need to be persuaded of the merits of your 
project and to provide any necessary support. Senior management should be im­
pressed by your skill and ability so that they provide the resources so that you and 
your team can get the job done. 

Secondly; it allows you to ask questions and to initiate discussion. It may not be 
suitable within the presentation formats of your company to ho.Id a discussion during 
the presentation itself but it does allow you to raise the issues, present the problems 
and at least to establish who amongst the audience could provide valuable input to 
your decision making. 

Finally; presentations can be fun. They are your chance to speak your mind, to strut 
your stuff and to tell the people what the world is really like. While you ho.Id the 
stage, the audience is bound by good manners to sit still aIXi watch the performance. 

THE OBJECTIVES OF COMMUNICATION 

The single most important observation is that the objective of conm:nmication is not 
the transimission but the reception. The whole preparation, presentation and content 
of a speech nmst therefore be geared not to the speaker but to the audience. The 
presentation of a perfect project plan is a failure if the audience do not understand 
or are not persuaded of its merits. A customers' tour is a waste of time if they leave 
without realising the full worth of your product. The objective of communication is 
to make your message understood and remembered. 

The main problem with this objective is, of course, the people to whom you are 
talking. The average human being has a very short attention span and a million other 
things to think about. Your job in the presentation is to reach through this ImDta1 fug 
and to hold the attention long enough to make your point. 

The Plan 

It is difficult to over estimate the importance of careful preparation. Five minutes on 
the floor in front of senior management could decide the acceptance of a proposal 
of several months duration for the manager and the whole team With so much 
potentially at stake; the presenter must concentrate not only upon the facts being 
presented but upon the style, pace, tone and ultimately tactics which should be used 
As a rule of thumb fur an average presentation, no less than 1 hour should be spent 
in preparation for 5 minutes of talking. 

Suppose you have a talk to give, where do you start? 

I? ormulate your Objectives 

The starting point in planning any speech is to formulate a precise objective. This 
should take the form of a simple, concise statement of intent. For example, the 



purpose of your speech may be to obtain funds, to evaluate a proposal, or to 
motivate your team. No two objectives will be served equally well by the same 
presentation; and if you are not sure at the onset what you are trying to do, it is 
unlikely that your plan will achieve it. 

One question is: how many different objectives can you achieve, in say, 30 minutes 
- and the answer: not many. In the end it is fur tmre productive to achieve one goal ' 
than to bhmder over several The best approach is to isolate the essential objective , 
and to list at most two others which can be ad.dressed providing they do not distract 
from the main one. Focus is key. If you do not focus upon your objective, it is 
unlikely that the audience will 

Identify the Audience 

The next task is to consider the audience to determine how best to achieve your 
objectives in the context of these people. Essentially this is done by identifying their 
aims and objectives while attending your presentation If you can somehow con­
vince them they are achieving those aims while at the same time achieving your own, 
you will find a helpful and receptive audience. For instance, if you are seeking 
approval for a new product plan from senior management it is useful to know and 
understand their main objectives. If they are currently worried that their product 
range is out of date and old fushioned, you would emphasise the innovative aspects 
of your new product; if they are fearful about product diversification you would then 
emphasise how well your new product fits within the existing catalogue. 

This principal of matching the audience aims, however, goes beyond the simple 
salesmanship of an idea - it is the simplest and most-effective manner of obtaining 
their attention at the beginning. If your opening remarks imply that you understand 
their problem and that you have a solution, then they will be flattered at your 
attention and attentive to your every word. 

Structure .r, 

Ail speeches should have a definite structure or format; a talk without a structure 
is a woolly mess. If you do not order your thoughts into a structured manner, the 
audience will not be able to follow them. Having established the aim of your pre­
sentation you should choose the most appropriate structure to achieve it. 

However, the structure must not get in the way Q.f the ma~-illlessage. If it is too 
complex, too convoluted or simply too p9ti~~ble the audience will be distracted. 
Ifa section is unnecessary to the acbievement.afyour fundamental objectives, pluck 
it out. ,-

Sequential Argument 

One of the simplest structures is that of sequential argument which consists of a 
series of linked statements uhimately leading to a conchlsion. However, this simplic­
ity can only be achieved by careful and deliberate delineation between each section. 
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One technique is the use of frequent reminders to the audience of the main point 
which have proceeded and explicit explanation of how the next topic will lead on 
from this. 

Hierarchical Decomposition 

In hierarchical decomposition the main topic is broken down into sub-topics and 
each sub-topics into smaller topics until eventually everything is broken down into 
very small basic units. In written comrrtunication this is a very powerful technique 
because it allows the reader to re-order the presentation at will, and to return to 
omitted topics at a later date. In verbal communication the audience is restricte4 to 
the order of the presenter and the hierarchy should be kept simple reinforced. As 
with sequential argmnent it is useful to summarise each section at its conch.Ision and 
to introduce each major new section with a statement of how it lies in the hierar­
chical order. 

Question Orientated 

The aim of many presentations given by managers is to either explain a previous 
decision or to seek approval for a plan of action. In these cases, the format can be 
question orientated. The format is to introduce the problem and any relevant back­
ground, and then to outline the various solutions to that problem listing the advan­
tages and disadvantages of each solution in tum. Finally, all possible options are 
summarised in terms of their pro's and con's, and either the preferred solution is 
presented fur endorsement by the audience or a discussion is initiated leading to the 

decision. One trick for obtaining the desired outcome is to establish during the 
presentation the criteria by which the various options are to be judged; this alone 
should allow you to obtain your desired outcome. 

Pyramid 

In a newspaper, the story is introduced in its entirety in a catchy first paragraph. The 

next few paragraphs repeat the same information only giving further details to each 
point. The next section repeats the entire story again. but developing certain themes 
within each of the sub-points and again adding more information. This is repeated 
until the reporter runs out of story. The editor then simply decides upon the 
newsworthiness of the report and cuts from the bottom to the appropriate number 
of co hmm inches. 

There are two main advantages to this style for presentations. Firstly, it can increase 
the audiences' receptiveness to the main ideas. Since at every stage of the pyramid 
they have all ready become fumiliar with the ideas and indeed know what to expect 
next. This sense of deja vu can m.lsely give the impression that what they are hearing 
are their own ideas. The second advantage is that the dmation of the talk can be 
easily altered by cutting the talk in exactly the same way as the newspaper editor 
might have done to the news story. This degree of flexibility may be useful if the 
same presentation is to be used several times in dilferent situations. 



The Meaty Sandwich 

The simplest and most direct format remains the meaty sandwich. This is the simple 
beginning-middle-end format in which the main meat of the exposition is contained 
in the middle and is preceeded by an introduction and followed by a summary and 
conclusion. This is really the appropriate format for all small sub-sections in all the 
previous structures. If the talk is short enough, or the topic simple enough, it can 
indeed form the entirety of the presentation. 

The Beginning 

It is imperative to plan your beginning carefully; there are five main elements: 

Get their attention 

Too often in a speech, the-first few minutes of the presentation are Jost while people 
adjust their coats, drift in with coffee and finish the conversation they were having 
with the person next to them You only have a limited time and every minute is 
precious to you so, from the beginning,-make sure they pay attention. 

Establish a theme 

Basically, you ~eed to start the audience thinking about the subject matter of your 
presentation. 1bis can be done by a statement of your main objective, unless for 
some reason you wish to keep it hidden. They will each have some experience or 
opinions on this and at the beginning you must make them bring that experience into 
their own minds. 

Present a structure 

If you explain briefly at the beginning of a talk how it is to proceed, then the 
audience will know what to expect. 1bis can help to establish the theme and also 
provide soirething concrete to bold their attention. Ultimately, it provides a sense of 
security in the promise that this speech too will end. 

Create a rapport 

If you can win the audience over in the first minute, you will keep them for the 
remainder. You should plan exactly how you wish to appear to them and use the 
beginning to establish that relationship. You may be presenting yourself as their 
friend, as an expert, perhaps even as a judge, but whatever role you choose you 
must establish it at the very beginning. · 

Adminhttation 

When planning your speech you should make a note to find out if there are any 
administrative detaik which need to be announced at the beginning of your speech. 
This is not simply to make yourself popular with the people organising the session 
but also because if these details are over looked the audience may become dis­
tracted as they wonder what is going to happen next. 

Business Communication 

NOTES 

213 



Business Communication 

NOTES 

214 

The Ending 

The final impression you make on the audience is the one they will remember. Thus 
it is worth planning your last few sentences with extreme care. 

As with the beginning, it is necessary first to get their attention, which will have 
wandered This requires a change of pace, a new visual aid or perhaps the intro­
duction of one final culminating idea. In some furmats the ending will be a summary" 
of the main points of the talk. One of the greatest mistakes is to tell the audience 
that this is going to be a summary because at that moment they simply switch off. 
Indeed it is best that the ending comes unexpectedly with that final vital phrase left 
hanging in the air and ringing round their memories. Ahernatively the ending can be 
a flourish, with the pace and voice leading the audience through the final crescendo 
to the inevitable conclusion. 

Visual Aids 

Most people expect visual reinforcement for any verbal message being delivered. 
While it would be unfair to bJame television entirely for this, it is useful to understand 
what the audience is accustomed to, for two reasons: firstly, you can meet their 
expectations using the overhead projector, a slide show, or even a video presen-

' tation; secondly, if you depart from the :framework of a square picture flashed 
befure their eyes, and use a different format, then that novehy will be most arresting. 

For instance, if you are describing the four functions of a project manager then 
display the four ''hats" he/she must wear; if you are introducing the techniques of 
brainstorming then brandish a fishing rod to ''fish for'' ideas. 

Wrth traditional visual aids however, there are a few rules which should be followed 
to ensure they are used effectively. Most are connnon sense, and most are com­
monly ignored. As with all elements of a speech. each different view should have 
a distinct purpose - and ifit bas no purpose it should be removed With that purpose 
firmly in mind you should design the viewfoil for that purpose. Some viewfoils are 
there to reinforce the verbal message and so to assist in recall; others are used to 
explain information which can be more easily displayed than discussed: and some 
viewfoils are designed simply for entertainment and thus to pace the presentation. 

If }Our viewfoil is scruffy then your audience will :ootice that, and not what is written 
upon it. Do not clutter a viewfoil or it will confuse rather than assist. Do not simply 
photocopy infonnatioq if there is more data !>n the page than you wish to present; 
in these cases, the data should.be extracted before being displayed. Make sure that 
your writing can be read from ~e back of the room. Talk to the audience, not the 
visual aid. 

The· Delivery 

"The human body is truly fascinating - theT'f! aT'f! some I could watch all day" 
-Anon 



Whatever you say and whatever you show; it is you, yourself which will remain the 
focus of the audience's attention. Ifyo~;but strut and fret your hour upon the stage 
and then are gone, no-one will remember what you said. Toe presenter has the 
power both to kill the message and to enhance it a hundred times beyond its worth. 
Your job as a manager is to use the potential of the presentation to ensure that the 
audience is motivated and impired rather than disconcerted or distracted There are 
five key meets of the human body which~ attention in presentation skills: the . 
eyes, the voice, the expression, the appearance, and how you stand. 

The Eyes 

Toe eyes are said to be the key to the soul and are therefore the first and most 
effective weapon in convincing the audience of your honesty, openness and confi­
dence in the objectives of your presentation. This impression may of course be 
totally false, but here is how to convey it. 

Even when in casual conversation, your feelings of friendship and intimacy can be 
evaluated by the intensity and duration of eye contact. During the presentation you 
should use this to enhance your rapport with the audience by establishing eye 
contact with each and every member of the audience as often as possible. For small 
groups this is clearly possible but it can also be achieved in large auditoriums since 
the further the audience is away from the presenter the harder it is to tell precisely 
where he or she is looking. Thus by simply staring at a group of people at the back 
of a lecture theatre it is possible to convince each of them individually that he or she 
is the object of your attention. During presentations, try to hold your gaze fixed in 
specific directions for five or six seconds at a time. Shortly after each change in 
position, a slight smile will convince each person in that direction that you have seen 
and acknowledged them. 

The Voice 

After the eyes comes the voice, and the two most impo~nt aspects of the voi~e 
for..the public speaker are projection and variation. It is important to realise from 
the onset that few people can take their ordinary conversation voice and put it on 
stage. If you can, then perhaps you should move to Hollywood. The mun difference 
comes in the degree offeedback which you can expect from the person to whom 
you are talking. In ordinary conversation you can see from the exp~sion, perhaps 
a subtle movement of the eye, when a word or phrase has been missed or misun­
derstood. In front of an audience you have to make sure that this never happens. 
Toe simple advice is to slow down and to take' your time. Remember the audience 
is constrained by good manners not to interrupt you so there is no need to maintain 
a conmant flow of sound A safe style is to be slightly louder and slightly slower than 
a fire-side chat with slightly deaf aunt. As you get used to the sound, you can adjust 
it by watching the audience. 

A monotone speech is both boring and soporific, so it is important to try to vary 
the pitch and speed of your presentation. At the very least, each new sub-section 
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should be proceeded by a pause and a change in tone to emphasise the delineation. 
If tonal variation does not come to you naturally try making t1se of rhetorical ques­
tions throughout your speech, since most British accents rise naturally at the end of 
a question. 

Expression 

The audience watch your face. If you are looking listless or distracted then they will 
be listless and distracted; if you are smiling, they will be wondering why and listen 
to find out. In normal conversation your meaning is enhanced by facial reinforce­
ment. Thus in a speech you must compensate both for stage nerves and for the 
distance between yourself and the audience. The message is quite s~ly: make sure 
that your fac.ial expressions are natural, only more so. 

Appearance 

There are many guides to management and presentation styles which lay heavy 
' emphasis upon the way you dress and in the last analysis tpis is a matter of personal 

choice. That choice shouJd however be deliberately made. When.you are giving a 
presentation you must dr~ for the audience, not for yourself; if they think you look 
out of place, then you are. 

As an aside, it is my personal opinion that there exists a code of conduct among 
engineers whi~h emphasizes the scruffy look, and that in many organisations this 
tends to set the engineer apart, especially from management. It conveys the sublimi­
nal message that the engineer and the manager are not part of the same group and 
so hinders communication. 

Stance 

When an actor initially learns a new character part, he or she will instinctively adopt 
a distinct posture or stance to COT.!Vey that character. It follows therefore that while 
you are on stage, your stance and posture will convey a great deal about you. The 
least you must do is make sure your stance does not convey boredom; af best, you 
can use your whole body as a dynamic tool to reinforce your rapport with the 
audience. 

1be perennial problem is what to do with your hands. These_ must not wave aim­
lessly through the air, or fiddle constantly with a pen, or (worst of all visually) juggle 
change in your trouser pockets. The key is to keep your hands still, except when 
used in unison with your speech. To train them initially, find a safe resting place 
which is comfortable for you, and aim to return them there when any gesture is 
completed. 

The Techniques of Speech 

Every speaker has a set of "tricks of the trade" which he or she holds dear - the 
following are a short selection of such advice taken from various sources. 



Make an impression 

The average audience is very busy: they have husbands and wives, schedules and 
slippages, cars and mortgages; and although they will be trying very hard to con­
centrate on your speech, their minds will inevitably stray. Your job is to do some­
thing, anything, which captures their attention and makes a lasting impression upon 
them Once you have planned your speech and honed it down to its few salient 
points, isolate the most important and devise some method to make it stick. 

Repeat, Repeat 

The average audience is very busy: they have husbands or wives etc, etc - but 
repetition makes them hear. The average audience is easily distracted, and their 
attention will slip during the most important message of your speech - so repeat it. 
You don't necessarily have tp use the resonant tonal sounds of the repeated phrase, 
but simply make the point again and again and again with different explanations and 
in different ways. The classic advice of the Sergeant Major is: ''First you tell 'em 
what you are going to tell 'em, then you tell 'em, then you tell 'em what you told 
'em!" 

Draw a Sign 

Research into teaching bas yielded the following observation: 'We found that stu­
dents who failed to get the point did so because they were not looking for it". If 
the audience knows when to listen, they will So tell them: the important point is ... 

Draw a Picture 

The human brain is _used to dealing with images, and this ability can be used to make 
the message more memorable. This means using metaphors or analogies to express 
your message. Thus a phrase like "we need to increase the market penetration 
before there will be sufficient profits_ for a pay related bonus" becomes ' 'we need 
a bigger slice of the cake before the feast". 

Jokes 

The set piece joke can work very well, but it can also lead to disaster. You must 
choose a joke which is apt, and one which will not offend any member of the 
audience. This advice tends to rule out all racist, sexist or generally rude jokes. If 
this seems to rule out all the jokes you can think of: then you should avoid jokes 
in a speech. 

Amusing asides are also useful in maintaining the attention of the audience, and for 
relieving the tension ·of the speech If this comes naturally to you, then it is a useful 
tool for pacing your delivery to allow periods ofrelaxation in between your sign­
posted major points. 
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Plain Speech 

Yes! 

Short and Sweet 

One way to polish the presentation of the main point of your speech is to consider 
it thus. The day before your presentation, you are called to to the office of the 
divisional vice-president; there you are introduced to the managing director and a 
representative of the company's major share holder; "O.K." says the vice president 
"we hear you have got something to say, we'll give you 30 seconds, GO". Can you 
do it? 

If you can crystallise your thoughts and combine your main message with some 
memorable phrase or imagery, and present them both in 30 seconds then you have 
either the perfect ending or the basis for a fine presentation. 

The Narrative 

Everyone loves a story and stories can both instruct and convey a message: Zen 
Philosophy is recorded in its stories, and Christianity was originally taught in parables. 
If you can weave your message into a story or a personal annocdote, then you can 
have them wanting to hear your every word - even if you have to make it up. 

Rehearsal ' 

There is no substitute fur rehearsal You can do it .in front of a mirror, or to an empty 
theatre. In both cases, you should accentuate your gestures and vocal projection so 
that you get used to the sound and sight of yourself Do not be put off by the mirror 
- remember: you see a lot less of yourself than your friends do. 

Relaxation 

If you get nervous just before the show, either concentrate on controlling your 
breathing or welcome the extra adrenaline. The good news is that the audience will 
never notice your nerves nearly as IIDJCh as you think. Similarly, if you dry-up in the 
middle -smile, look at your notes, and take your time. The silence will seem long 
to you, but less so to the audience. 

Conclusion 

Once the speech is over and you have calmed down, you should try to honestly 
evaluate your performance. Either.alone, or with the he]p of a :friend in the audience, 
decide what was the least successful aspect of your presentation and resolve to 
concentrate on that point in the next talk you give. If it is a problem associated with 
the preparation, then deal with it there; if it is a problem with your delivery, write 
yourself a reminder note and put it in front of you at the next talk. 

Practice is only productive when you make a positive effort to improve - try it. 



PRESENTATION SKILLS 2 

Presentations and reports are ways of comrmmicating ideas and information to a 
group. But unlike a report, a presentation carries the speaker's personality better 
and allows immediate interaction between all the participants. 

A report is the orderly presentation oftbe results of the research which seeks truth 
and interprets fucts into constructive ideas and suggestions (Gwinn, 2007). A report 
is normally built on research that finds, develops, or substantiates knowledge. Once 
all the facts are collected, they are then organized and presented in a report de­
signed to meet a need for specific infurmation. 

A presentation is created in the same manner as a report; however, it adds one 
additional element - The Human Element. 

A good presentation contains at least fin.tt elements: 

o Content - It contains information that people need. But unlike reports, 
which are read at the reader's own pace, presentations must account for 
how DIDch infurmation the audience can absorb in one sitting. 

o Structure - It has a logical beginning, middle, and end. It _must be se­
quenced and paced so that the audience can understand it. Where as 
reports have appendices and footnotes to guide the reader, the, speaker 
must be careful not to loose the audience when wandering from the main 
point of the presentation. 

o Packaging - It must be well prepared. A report can be reread and por­
tions skipped over, but with a presentation, the audience is at the mercy of 
a presenter. 

o Human Element -A good pi_-esentation will be remembered much more 
than a good report because it has a person attached to it. However, you 
must still analyze the audience's needs to determine if they would be better 
met if a report was sent instead. 

The Voice 

The voice is probably the most valuable tool of the presenter. It carries most of the 
content that the audience takes away. One of the oddities of speech is that we can 

easily tell others what is wrong with their voice, e.g. too fust, too high, too soft, etc., 
but we have trouble listening to and changing our own voices: 

There are five main terms used for defining vocal qualities (Grant-Williams, 2002): 

o Volume: How loud the sound is. the goal is to be heard without shouting. 
Good speakers lower their voice to draw the audience in, and raise it to 
make a point. 
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o . Tone: The characteristics of a sound. An airplane has a different sound than 
leaves being rustled by the wind A voice that carries rear can frighten the 
audience, while a voice that carries laughter can get the audience to smile. 

o Pitch: How high or low a note is. Pee Wee Herman has a high voice, 
Barbara Walters bas a moderate voice, while James Earl Jones has a low 
voice. 

o Pace: This is how long a sound lasts. Ta.lk:ing too fast causes the words and 
syllables to be short, while talking slowly lengthens them Varying the pace 
he]ps to maintain the audience's interest. 

o Color: Both projection and tone variance can be practiced by taking the line 
"This new policy i5 going to be exciting" and saying it first with smprise, then 
with irony, then with grie~ and finaJ!y with anger. The key is to over-act. 
Remember Shakespeare's words "All the worlds a stage" - presenta­
tions are the opening night on Broadway! 

There are two good methods for improving your voice: 

1. Listen to it! Practice .listening to your voice while at home, driving, walking, 

· etc. Then when you are at work or with company, monitor your voice to 
see if you are using it how you want to. 

2. To really listen to your voice, cup your right hand around your right ear and 
gently pull the ear forwanl. Next, cup your left hand around your mouth and 
direct the sound straight into your ear. This helps you to really hear your 
voice as others hear it ... and it might be completely different from the voice 
you thought it was! Now practice moderating your voice. 

The Body 

Your body communicates different impressions to the audience. People not only 
listen to you, they also watch you. Slouching tells them you are indifferent or you 
do not care ... even though you might care a great deal! On the other band, display­
ing good posture tells your audience that you know what you are doing and you 
c~e deeply about it. Also, a good posture helps you to speak more clearly and 
effective. 

Throughout you presentation, display : 

o Eye contact: This helps to regulate ~he flow of comnmnication. It signals 
interest in others and increases the speaker's credibility. Speakers who 
make eye contact open the flow of communication and convey interest, 
concern, warmth, and credibility. 

o Facial Expressions: Smiling is a powerful cue that transmits happiness, 
friendliness, warmth, and liking. So, if you smile frequently you will be 
perceived as more likable, friendly, warm, and approachable. Smiling is 



often contagious and others will react favorably. They will be more comfort­
able around you and will want to listen to you more. 

o Gestures: If you fail to gesture while speaking, you may be perceived as 
boring and stiff A lively speaking style captures attention, makes the ma­
terial more interesting, and facilitates understanding. 

o Posture and body orientation: You coJTDIDmicat.e nwnerous messages by 
the way you talk and move. Standing erect and leaning forward communi­
cates that you are approachable, receptive, and friendly. Interpersonal close­
ness results when you and your audience face each other. Speaking with 
your back turned or looking at the floor or ceiling should be avoided as it 
comrmmicates disinterest. 

o Proximity: Cultural norms dictate a comfortable distance for interaction 
with others. You should look for signals of discomfort caused by invading 
other's space. Some of these are: rocking, leg swinging, tapping, and gaz.e 
aversion. Typically, in large rooms, space invasion is not a problem. In most 
instances there is too much distance. To counteract this, move around the 
room to increase interaction with your audience. Increasing the proximity 
enables you to make better eye contact and~ the opportunities for 
others to speak. 

o Voice. One of the. major criticisms of speakers is that they speak in a 
monotone voice. Listeners perceive this type of speaker as boring and dull 
People report that they learn less and lose interest more quickly when 
listening to those who have not teamed to modulate their voices. 

Active Listening 

Good speakers not only inform their audience, they also listen to them. By listening, 
you know if they are understanding the information and if the information is impor­
tant to them. Active listening is NOT the same as bearing! Hearing is the first part 

and consists of the perception of sound. 

Listening, the second part, involves an attachment of meaning to the aural symbols 
that are perceived. Passive listening occurs when the receiv~r has little motivation 
to listen carefully. Active listening with a purpose is used to gain information, to 
determine how another person feels, and to understand others. Some good traits of 
effective listeners are: 

o Spend more time listening than talking (but of course, as a presenter, you 
will be doing most of the talking). 

o Do not finish the sentence of others. 

o Do not answer questions with questions. 

o Aware of biases. We all have them We need to control them 
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o Never daydream or become preoccupied with their own thoughts when 

others talk. 

o Let the other speaker talk. Do not dominate the conversation. 

o Plan responses after others have finished speaking ... NOT while they are 

speaking. Their full concentration is on what others are saying, not on what 
they are going to respond with. 

o Provide feedback but do not interrupt incessantly. 

o Analyze by looking at all the relevant mctors and asking open-ended ques­
tions. Walk the person through analysis (summarize). 

o Keep the conversation on what the speaker says ... NOT on what interest 

them 

Listening can be one of our most powerful communication tools! Be sme to use it! 

Part of the listening process is getting feedback by changing and altering the mes­
sage so the intention of the original communicator is understood by the second 
communicator. This is done by paraphrasing the words of the sender and restating 

the sender's feelings or ideas in your own words, rather than repeating their words. 

Your words should be saying, "This is what I understand your feelings to be, am 
I correct?'' It not only includes verbal responses, but a1so nonverbal ones. Nodding 

your head or squeezing their hand to show agreement, dipping your eyebrows to 

show you don't quite understand the meaning of their last phrase, or sucking air in 
deeply and blowing out bard shows that you are also exasperated with the situation. 

Carl Rogers (1957) limed five main categories offuedback (Demos, Zuwaytit: 1962). 
They are listed in the order in which they occur most frequently in daily conversa­

tions (notice that we make judgments more often than we try to understand): 

1. Evaluative: Makes a judgment about the worth, goodness, or appropriate-
ness of the other person's statement. 

2. Interpretive: Paraphrasing to explain what another person's stateroeot mean. 

3. Supportive: Attempt to assist or bolster the other communicator 

4. Probing: Attempt to gain additional information, continue the cmcusmon, or 

clarify a point. 

5. Understanding: Attempt to discover completely what the other communi-

cator means by her statements. 

Nerves 

The main enemy of a presenter is tension, which ruins the voice, posture, and 
spontaneity. The voice becomes higher as the throat tenses. Shoulders tighten up 

and limits flexibility while the legs start to shake and causes unsteadiness. The 



presentation becomes cannedas the speaker locks in on the notes and starts to read 
directly from them 

First, do not fight nerves, welcome them! Then you can get on with the presen­
tation instead of focusing in on being nervous. Actors recognize the value of 
nerves ... they add to the value of the performance. This is because adrenaline starts 
to kick in. It's a left over from our ancestors' "fight or flight" syndrome. If you 
welcome nerves, then the presentation becomes a challenge and you become better. 
If you let your nerves take over, then you go into the flight mode by withdrawing 
from the audience. Again, welcome your ~ recognu.e them, let them help you 
gain that needed edge! Do not go into the flight mode! When you feel tension or 
anxiety, remember that everyone gets them, but the winners use them to their 
advantage, while the losers get overwhe1med by them 

Tension can be reduced by perfonning some relaxation exercises. Listed below are 
a couple to get you started: 

o Before the presentation: Lie on the floor. Your back should be flat on the 
:floor. Pull your feet towards you so that your knees are up in the air. Relax. 
Close your eyes. Feel your back spreading out and supporting your weight. 
Feel your neck lengthening. Work your way through your body, relaxing 
one section at a time - your toes, feet, legs, torso, etc. When finished, 
stand up slowly am try to maintain the relaxed feeling in a standing position. 

o If you cannot lie down: Stand with you feet about 6 inches apart, arms 
hanging by your sides, and fingers unclenched Gently shake each part of 
yom body, starting with your hands, then arms, shoulders, torso, and legs. 
Concentrate on shaking out the tension. Then slowly rotate your shoulders 
forwards and the backwards. Move on to your head. Rotate it slowly 
clockwise, and then counter-clockwise. 

o Mental VJSualiVJtion: Before the present;ation, visualiz.e the room, audience, 
, t . / 

and you giving the presentation. M~ go over what you are going to do 

from the moment you start to the end of the presentation. 

o During the presentation: Take a moment to yourself by getting a drink of 
water, take a deep breath, concentrate on relaxing the most tense part of 
your body, and then return to the presentation saying to your self: "I can 
do it!" 

o You do NOT need to get rid of ~ety and t~n! Channel the energy into 
concentration and expressiveness. 

o Know that anxiety and tension is not as noticeable to the audience as it is 

to you. 

o Know that even the best presenters make mistakes. The key is to continue 
on after the mistake. If you pick up and continue, so will the audience. 
Winners continue! Losers stop! 
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o Never drink alcohol to reduce tension! It affects not only your coordination 

but also yom awarene~ of coordination. You might not realize it, but your 

audience will! 

Questioning 

Keep cool if a questioner disagrees with you. You are a professional! No matter 

how hard you try, not everyone in the world will agree with you! 

Ahhough some people get a perverse pleasure from putting others on the spot, and 
some try to look good in front of the boss, most people ask questions from a 

genuine interest. Questions do not mean you did not explain the topic good enough, 
but that their interest is deeper than the average audience. 

Always allow time at the end of the presentation for questions. After inviting ques­

tions, do not rush ahead if no one asks a question. Pause for about 6 seconds to 

allow the audience to gather their thoughts. When a question is asked, repeat the 

question to ensme that everyone heard it (and that you heard it correctly). When 

answering, direct yom remarks to the entire audience. That way, you keep everyone 
focused, not just the questioner. To reinforce your presentation, try to relate the 

question back to the mam points. 

Make sure you mten to the question being asked. If you do not understand it, ask 
them to clarify. Pause to think about the question as the answer you give may be 
correct, but ignore the main issue. If you do not know the answer, be honest, do 

not waffle. Tell them you will get back to them. .. and make sure you do! 

Answers that last 10 to 40 seconds work best. If they are too short, they seem 

abrupt; while longer answers appear too elaborate. Also, be sure to keep on track. 

Do not let off-the-wall questions sidetrack you into areas that are not relevant to 

the presentation. 

If someone takes issue with something you said, try to find a way to agree with part 

of their argument. For example, ''Yes, I understand yom position ... " or ''I'm glad 

you raised that point, but ... " The idea is to praise their point and agree with them 

as audiences sometimes tend to think of"us verses you." You do not want to risk 

alienating them 

Preparing the Presentation 

After a concert, a fun rushed up to famed violinist Fritz Kreisler and gushed, "I'd 

give up my whole life to play as beautifully as you do." Kreisler replied, "I did." 

To fail to prepare is tQ prepare to fail 

The first step of a great presentations is preplanning. Preparing for a presentation 

basically follows the same guidelines as a meeting (a helpful guide on preparing and 
conducting a meeting, such as acquiring a room, informing participants, etc.) 



The second step is to prepare the presentation. A good presentation starts out with 
introductions and may include an icebreaker such as a story, interesting statement or 
fact, or an activity to get the group warmed up. The introduction also needs an 
objective, that is, the purpose or goal of the presentation. This not only tells you 
what you will talk about, but it also informs the audience of the purpose of the 
presentation. 

Next, comes the body of the presentation. Do NOT write it out word for word. 
All you want is an outline. By jotting down the main points on a set of index cards, 
you not only have your outline, but aro a metmry jogger fur the actual presentation. 1 

To prepare the presentation, ask yourself the following: 

o What is the purpose of the presentation? 

o Who will be attending? 

o What does the audience already know about the' subject? 

o What is the audience's attitude towards me ( e.g. hostile, friendly)? 

A 45 minutes talk should have no more than about seven main points. This may not 
seem like very many, but if you are to leave the audience with a clear picture of what 
you have said, you cannot expect them to remember much more than that. There 
are several options fur structuring the presentation: 

o Timeline: Arranged in sequential order. 

o Climax: The main points are delivered in order of increasing importance. 

o Problem/Solution: A problem is presented, a solution is suggested, and 
benefits are then given. 

o Classification: The important items are the major points. 

o Simple to complex: Ideas. are listed from the simplest to the most complex. 
Can also be done in reverse order. 

You want to inch.Ide some visual information that will help the audience understand 
your presentation. Develop charts, graphs, slides, handouts, etc. 

After the body, comes the closing. This is where you ask fur questions, provide a 
wrap-up (summary), and thank the Rarticipan~ for attending. 

No~ that you told them wbat_t~yare about to hear (the.objective), told them(the 

body), and told them what they heard (the wrap up). 

And finally, the important part-. practice, practice.and practice. The main purpose 
of creating an outline is to develop a coherent pJan of what you want to talk about. 
You should know your presentation so well, that during the actual presentation, you 
should only have to briefly glance at your notes to ensure you are staying on track. 
This will also help you with your nerves by giving you the confidenre that you can 
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do it. Your practice session should include a live session by practicing in fr:ont of 
coworkers, family, or friends. They can be valuable at providing feedback and it 
gives you a chance to practice controlling your nerves. Another great feedback 
technique is to make a video or audio tape of your presentation and review it 
critically with a colleague. 

Habits 

We all have a few habits, and some are more annoying than others. For example, 
if we say "uh", "you know," or put our hands in our pockets and jingle our keys 
too often during a presentation, it distracts from the message we are trying to get 
across. 

The best way to break one of these distracting habits is with immediate feedback. 
~ can be done with a small group of coworkers, fiunily, or friends. Take turns 

giving small off-the-cuff ta1ks about your :favorite hobby, work project, first work 
assigmmnt, etc. The talk should ~ about five minutes. Thning a speaker's first talk, 
the audience should listen and watch fur annoying habits. 

After the presentation, the audience should agree on the worst two or three habits 
that take the most away from the presentation. After agreement, each audience 
member should write these habits on a 8 1/2 ''x 11" sheet of paper ( such as the 
word '1.Jh"). Use a magic marker and write in BIG letters. 

The next time the person gives her or his talk, each audience member should wave 
the corresponding sign in the air whenever they hear or see the annoying habit. For 

· most people, this method will break a habit by practicing at least once a day fur 
one to two weeks. 

Slides 

Your slides should not only be engaging, but also easy to understand quickly 
(Reynolds, 2008). Think "VlS1131" - such as pictures, charts, and drawings that 
support what you will be speaking about. You want the slides to support and clarify 
the story you will be telling rather than simply be redundant text that mimics what 
you are saying. 

Tips and Techniques For Great Presentations 

Eleanor Rooseveh was a shy young girl who was terrified at the thought of speaking 
in public. But with each passing year, she grew in confidence and self-esteem She 
once said, ''No one can make you feel inferior, unless you agree with it." · 

·o lfyou have handouts, do µot read strai~from them. The audience does 
not know if they should ~ad along with you or listen to you read 

o Do not put both hands in your pockets fur long periods of time. Thls tends 
to make you look unprofessional It is OK to put one hand in a pocket but 
ensure there is no loose change or keys to jingle around. Thls will distract 



the listeners. 

o Do not wave a pointer armmd in the air like a wild knight branding a sword 
to slay a dragon. Use the pointer for what it is intended and then put it 
down, otherwise the audience will become fixated upon your "sword", 
instead upon you. 

o Do not lean on the podium for long periods. The audience will begin to 
wonder when you are going to fall over. 

o Speak to the audience ... NOT to the visual aids, such as flip charts or 
overheads. Also, do not stand between the visual aid and the audience. 

o Speak clearly and loudly enough fur all to hear. Do not speak in a monot.one 
voice. Use inflection to emphasize your main points. 

o The disadvantages of presentations is that people cannot see the punctuation 
and this can lead to misunderstandmg. An effective way of overcoming this 
problem is t.o pause at the time when there would normally be punctuation 
marks. 

o Learn the name of each participant as quickly as possible. Based upon the 
atmosphere you want to create, call them by their first names or by using 
Mr., Mrs., Miss, Ms. 

o Tell them what name and title you prefer to be called. 

o Listen intently t<? comments and opinions. By using a lateral thinking 
technique ( adding to ideas rather than dismissing them), the audience will 
feel that their ideas, comments, and opinions are worthwhile. 

o Circulate around the room as you speak. This movement creates a physical 
closeness to the audience. 

o List and ~ your objectives at the beginning of the presentation. Let the 
audience know bow your presentation fits in with ·their goals. Discuss some 
of the fears and apprehensions that both you and the audience might have. 
Tell them what they should expect of you and how you will contribute to 
their goals. 

o Vary your techniques (lecture, ~sion, de~. ~ slides, reading, etc.) 

o Get to the presentation' before your audience arrives; be the last one to 
leave. 

o Be prepared to use an alternate approach if the one you've chosen seems 
to bog down. You should be confident enough with your own material so 
that the audience's interests and concerns, not the presentation outline, 
determines the format. Use your background, experience, and knowledge 
to interrelate your subject matter. 
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o When writing on flip charts use no more than 7 lines of text per page and 
no more than 7 word per line (the 7 x 7 rule). Also, use bright and bold 
colors, and pictures as well as text. 

o Consider the time of day and how long you have got fur yom talk. Time of 
day can affect the audience. After lunch is known as the gravey.ml section 
in training and speaking circles as audiences will feel more like a nap than 
attending a presentation. 

o Most people find that if they practice in their head, the actual talk: will take 

about 25 percent longer. Using a flip chart or other visual aids also adds to 
the time. Remember - it is better to finish slightly early than to over-­
nm. 



9 Meetings 

The Chapter Covers : 

■ Types of meetin~ 

■ Meeting frequency options 

■ Running Corporate Meetin~ 

■ Media Management 

■ Being strategic 

■ Building a media culture 

■ Working with partners and inspectorares 

■ Media monitoring and evaluation 

■ Managing a media crisis 

■ Prepare for the Crisis 

Def"lnitions 

An act or process of coming together as an assembly fur a common purpose. A_ 
meeting is a gathering of two or more people that bas been convened fur the 
purpose of achieving a common goal through verbal interaction, such as sharing 
information or reaching agreement. Meetings may OCCW" face to fuce or virtually, as 
m:diated by rommmiraticms teclmo1ogy, such as a telep~ conirence call, a skyped 
conference call or a videoconference. 

Thus, a meeting may be distinguished from other gatherings, such as a chance 
encounter (not convened), a sports game or a concert (verbal interaction is inciden­
tal), a party or the company offtiends (no COilllmn goal is to be achieved) and a 
demonstration (whose common goal is achieved mainly through the number of 
demonstrators present, not verbal interaction). 
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Co~cially, the term is used by meeting planners and other meeting professiona.Js 
to denote an event booked at a hotel, convention center or any other venue dedi­
cated to such gatherings. In this sense, the term meeting covers a lecture ( one 
presentation), seminar (typically several presentations, small audience, one day), 
conference (mid-size, one or more days), congress (large, several days), exhibition 
or trade show (with manned stands being visited by passers-by), workshop (smaller, 
with active participants), training course, team-buikling session and kick-off event 

TYPES OF MEETINGS 

Meetings are often held in conference rooms 

Common types of meeting include: 

1. Investigative Meeting, generally when conducting a pre-interview, exit inter­
view or a meeting among the investigator and representative 

2. Work Meeting, which produces a product or intang:tble result such as a 
decision 

3. Staff meeting, typically a meeting between a manager and those that report 
to the manager 

4. Team meeting, a meeting rumng colleagues working on various aspects of 
a team project 

5. Ad-hoc meeting, a meeting called for a special purpose 

6. Management meeting, a meeting among managers 

7. Boar-cl meeting, a meeting of the Board of directors of an organization 

8. One-on-one meeting, between two individuals 

9. Off-site meeting, also called "offsite retreat" and known as 
an Awayday meeting in the UK 

IO.Kickoff meeting, the first ireeting with the project team and the client of the 
project to discuss the role of each team member 

11. Pre-Bid Meeting, a meeting of various competitors and or contractors to 
visually impect a jobsite for a future project. The meeting is normally hosted 
by the future customer or engineer who wrote the project specification to 
ensure all bidders are aware of the details and services expected of them. 
Attendance at the Pre-Bid Meeting may be mandatory. Failure to attend 
usually resuhs in a rejected bid 

MEETING FREQUENCY OPTIONS 

Since a meeting can be held once or often, the meeting organizer has to determine 
the repetition and frequency of occurrence of the meeting. Options generally include 
~fo~wing: . 



• A one-ti.me meeting is the most common meeting type and covers events that 
are self-contained. WhiJe they may repeat often, the individual meeting is the 
entirety of the event. This can include a 2006 conference. The 2007 version of 
the conference is a stand-alone meeting event. 

• A recurring meeting is a meeting that recurs periodically, such as an every 
Monday staff meeting from 9:00AM to 9:30 AM The meeting organizer wants 
the participants to be at the meeting on a constant and repetitive basis. A 
recurring meeting can be ongoing, such as a weekly team meeting, or have an 
end date, such as a 5 week training rµeeting, held every Friday afternoon. 

• A series meeting is like a recurring meeting, but the details differ from meeting 
to meeting. One example of a series meeting is a monthly ''lunch and Jearn" 
event at a company, church, c1ub or organization. The placeho1der is the same, 
but the agenda and topics to be covered vary. This is more of a recurring 
meeting with the details to be determined. 

Six Tips for More Effective Meetings 

1. Don't Meet 

Avoid a meeting if the same information could be covered in a memo, e­
mail or brief report. One of the keys to having more effective meetings is 
d.iffurentiating between the need for one--way information dissemination and 

two-way information sharing. To disseminate information you can use a 
variety of other comrrnmication media, such as sending an e-mail or posting 
the information on your company's intranet. If you want to be certain you 
have delivered the right message, you can schedule a meeting to simply 
answer questions about the information you have sent. By remembering to 
ask yourself: "Is a meeting the best m.zy to haruile this?" you'll cut down 
on wasted meeting time and restore your group's belief that the meetings 
they attend are necessary. 

2. Set Objectives for the Meeting 

Set objectives before the meeting! Before planning the agenda fur the meeting, 
write down a phrase or several phrases to complete the sentence: By the 
end of the meeting, I mint the group to ... Depending on the focus·ofyour 
meeting, your ending to the sentence might include phrases such as: ... be 

able to list the top three fe_atures of our newest product, ... have gen­

erated three ideas for increasing our sales, ... uruierstarui the way we do 

business wi.th customers, ... leave with an action plan, ... decide on a 

new widget supplier, or ... solve the design problem. 

One benefit of setting objectives for the meeting is to help you plan the 
meeting. The more concrete your meeting objectives, the more focused your 
agenda will be. A second important benefit of having specific objectives for 
each meeting is that you have a concrete measure against which you can 
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evaluate that meeting. Were you succes.wl in meeting the objectives? Why 
or why not? Is another meeting required? Setting meeting objectives allows 
you to continuously improve your effective meeting process. 

3. Provide an Agenda Beforehand 

Provide all participants with an agenda befure the meeting starts. Your 
agenda needs to include a brief description of the meeting objectives, a list 
of the topics to be covered and a list stating who will address each topic 
and fur how long. When you send the agenda, you sbouki include the time, 
date and location of the meeting and any background information partici­
pants will need to know to hold an informed discussion on the meeting 
topic. What's the most important thing you shouki do with your agenda? 
Follow it closely! 

4. Assign Meeting Preparation 

Give all participants something to prepare for the meeting, and that meeting 
will take on a new significance to each group member. For problem-solving 
meetings, have the group read the backgrmmd information necessary to get 
down to business in the meeting. Ask each group member to think of one 
possible so1ntion to the problem to get everyone thinking about the meeting 
topic. For example, to start a sales meeting on a positive note, have all 
participants recall their biggest success since the last meeting and ask one 
person to share his success with the group. For less furmal meetings or 
brainstorming ~oos, ask a trivia question related to the meeting topic and 
give the correct answer in the first few minutes of the meeting. These tips· 
are sure-fire ways to warm up the group and direct participants' attention 
to the meeting objectives. 

5. Assign Action Items 

Don't finish any discussion in the meeting without deciding h~w to act on 
it Listen for key COl'.lllD:;nts that flag potential action item; and don't let them 

pass by without addressing them during your meeting. Statements such 
as We should really ... , that's a topic for a different meeting .. . , or/ 
wonder ifwe could .. . are examples of comments that should trigger action 
it~ to get a task done, hold another meeting or further examine a particu­
lar idea. Assigning tasks and projects ~ they arise during the meeting means 

that your fulJow-through will be complete. Addressing off-topic statements 
during the meeting in this way a1so allows you to keep the meeting on track. 
By immediately addr~ing these statements with the suggestion of making 
an action item to examine the issue outside of the current meeting, you show 
meeting participants that you value their input as well as their time. 

6. Examine Your Meeting 'Process 

Assign the last few minutes of every meeting as time to review the following 
questions:What worked well in this meeting? What can we do to im-



prove our next meeting? Every participant should briefly provide a point­
form answer to these questions. Answers to the second question should be 
phrased in the form of a suggested action. For example, if a participant's 
answer is stated as Jim was too long-winded, ask the participant to re­
phrase the comment as an action. The sta1ementWe should be more to-the­
point when stating our opinions is a more constructive suggestion. Re­
member - don't leave the meeting without assessing what took place and 
making a plan to improve the next meeting! 

Meeting Tips Summary 

Don't Meet. 

Avoid a meeting if the same infurmafun could be covered in a memo, e-mail or brief 
report. 

• Set Objectives for the Meeting. 

Before planning the agenda, determine the objective of the meeting. The 
more concrete your objectives, the more focused your agenda will be. 

• Provide an Agenda Beforehand. 

Your agenda needs to include a one-sentence description of the meeting 

objectives, a list of the topics to be covered and a list stating who will 
address each topic for how long. Follow the agenda closely during the 
rreetiog. 

• Assign Meeting Preparation. 

Give all participants something to prepare for the meeting, and that ~ting 
will take on a new significance to each group member. 

• Assign Action Items. . 

Don't finish any discussion in the meeting without deciding how to act on 
it 

• Examine Your Meeting Process. 

Don't leave the meeting without assessing what took place and making a 

plan to .improve the next meeting. 

RUNNING CORPORATE MEETINGS 

Here are the rules for running ~~-M~-are vital for management and 
cormmmication. Properly run~~ save time, in,crease motivation, productivity, 
and solve problems. Meetings create new ideas and initiatives. Meetings achieve 
buy-in. Meetings prevent 'not invented here' syndrome. Meetings diffuse conflict in 
1 way that emails and mem>s cannot. Meetings are effective because the written 
word only carries 7% of the true meaning and feeling. Meetings are better than 
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telephone conferences because only 38% of the meaning and feeling is carried in the 
way that things are said. The other 55% of the meaning and feeling is carried in 
facial expression and non-verbal signals. That's why meetings are so useful (Sta­
tistics from research by Dr Albert Mebrabian.) 

Hold meetings, even if it's difficult to justify the time. Plan, run and follow up 
meetings properly, and they will repay the cost many times over because there is 
still no substitute fur physical fuce-to-fuce meetings. Hold meetings to manage teaim 

and situations, and achieve your object:iws quicker, easier, at less cost. Hold effec.. 
tive meetings to make people happier and more productive. 

Brainstorming meetings are immensely powerful fur ~earn-building, creativity, deci­
sion-making and problem-solving (see thebrainstorming section). 

See also how to run wotkshops and workshop meetings. 

Techniques of goal planning and project management are useful fur rumring effective 
nretings. 

.Presentation skills and delegation abilities are helpful in meetings, and so is a basic 
understaming of motivation and peraonality. 

Problem solving and decision-making are important in many meetings, ahhougb al­
ways consider how much of these responsibilities you can give to the group, which 
typically depends on their experience and the seriousness of the issue. 

Meetings which involve people and encourage participation and respoDSibility are 
more constructive than rreetings in which the leader tells, instructs and makes all the 
decisions, which is not a particularly productive style ofleadership. 

Holding meetings is an increasingly expensive activity, hence the need to run meet­
ings well. Badly run meetings waste time, money, resources, and are worse than 
having no meetings at all. 

The need to run effective meetings is more intense than ever in modem times, given 
ever-increasing pressures on people's time, and the fact that people are rarely now 
based in the same location, due to mobile working and progressively 'globalised' 

· temm and organisational structures. 

New technology provdes several alternatives to the conventional fuce..to-face meeting 
around a table, fur example phone_ and video-conferencing, increasingly mobile and 

web-based. These 'virtual meeting' methods save time and money, but given the 
advantages of physical fuce-to-fuce comnnmications (see the Mehrabian theory) there 
will always be a trade-off between the e~~ies of 'virtual meetings' (phone and 

video-conferencing notably) and the imperfectioll$ of rermte communications meth­
ods (ootably the inability to convey body languag~ :effectively via video conferencing, 
and the inability to convey body language and racial expressions by phone commu­
nications). 



Acconiingly, choose meeting met.bods that are appropriate fur the situation. Explore 
other options such as telephone conferencing and video conferencing before decid­
ing that a physical meeting is required, and decide what sort of meeting is appro­
priate for the situation. Subject to obvious adaptations and restrictions, the main 
principles of ninning physical face-to-fdce meetings apply to running virtual meet-

~ -
Physical fure.to-filce meetings are the most efiective type of meetings fur conveying 
feelings and meanings. Therefore it is not sensible or fair to hold a virtual (phone or 
video-con:furencing) meeting about a very serious matter. Understand that meaning 
and feelings can be lost or confused when people are not physically sitting in the 
srure room as each other. Trying to save time and money by holding virtual meetings 
for serious matters is often a :fu.lse economy for the organisation, and can actually 
be very unfuir to staff if the matter significantly affects their personal futures or well­
being. 

A meeting provides a special opportunity to achieve organisational outcomes, 
and also to help the attendees in a variety of ways, so approach all meetings 
keeping in mind these two different mutually supporting aims. 

The aim and test of a well run meeting is that whatever the subject, people 
feel afterwards that it took care of their needs, as well as the items on the 
agenda. 

Factors affecting how best to run meetings 

Your choice of structure and style in running an effective meeting is hugely depen­
dent on several factors: 

• the situation ( circumstances, mood, atmosphere, background, etc) 

• the organisational context (the implications and needs of the business or 
project or organisation) 

• the team, or the meeting delegates (the needs and interests of those attend-

~ 

• you yourself(your own role, confidence, experience, your personal aims, 
etc) 

• your position and relatiomhip with the team 

• and of course the aims of the meeting. - ' 

There will always be more than one aim; because aside from the obvious reason(s) 
for the meeting, all meetings-bring 'with them the need and opportunity to care for 
and/or to develop people,' as ·individuals and/or as a team. 

When you run a meeting you are making demands on people's time and attention. 
When you nm meeting you have an authority to do so, which you must use wisely. 
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This applies also if the people at the meeting are not your direct reports, and even 
if they are not a part of your organisation. 

Whatever the apparent reason for the meeting, you have a responsibility to manage 
the meeting so that it is a positive and helpful experience for all who attend 

Having this aim, alongside the specific meeting objective(s), will help you develop 
an ability and reputation for running effective meetings that people are happy to 
attend 

Having a good understanding of other areas of management, inchlding many fea­
tured on this website, will improve your overall ability to run meetings, .for eX8Illlle: 

• delegation 

• goal planning 

• project management 

• the Tuckman model of team maturity and development 

• t~ Tannenbaum and Schmidt model of team development 

• personality and styles 

• facilitative decision-making (Sharon Drew Morgen's methodology - it's not 
just for selling) 

• ethical and social responsibility considerations ( ethical refurence points are 
essential) 

Meetings - basic rules 

Here is a solid basic structure for ID:Ost types of meetings. This asrumes you have 
considered properly and decided that the meeting is necessary, and also that you 
have decided (via consultation with those affected if necessary or helpful) what sort 
of meeting to hold. 

1. plan - use the agenda as a planning tool 

2. circulate the meeting agenda in advance 

3. run the meeting- keep control, agree outcomes, actions and respon­
sibilities, take notes 

4. write and circulate notes - esp~~ !lctions and accountabilities .. 
5. follow up agreed actions and responsibilities 

Meetings come in all shapes and sizes, and for lots of purposes. 

Meeting purposes include: 



• giving infunmtion 

• training 

• discussion (leading to an objective) 

• generating ideas 

• pJaming 

• workshops 

• consulting and getting feedback 

• finding solutions/solving problems 

• crisis management 

• performance reporting/asse&fflJellt 

• setting targets and objectives 

• setting tasks and delegating 

• making decisions 

• conveying /clarifying policy ismres 

• team building 

• tmtivatiog 

• special subjects - guest speakers 

• inter-departmental- process improv~ 

The acronym POSTAD 1V helps to remember how to plan effective ~. and 
particularly how to construct the, tpeeting agenda, and then notify the meeting del­
egates: 

Priorities, Outcomes, Sequence, Timings, Agenda, Date, Time, Venue. 

Meeting priorities 

What is the meeting's purpose, or pmposes? Always have a clear purpose; other­
wise don't have a meeting. Decide the issues for inchlsion in the meeting and f:heir 
relative priority: importance and urgency - they are quite ditrerent and need treating 
in different ways. Important matters do oot necessarily need to be resolved quickly. 
Urgent matters generally do not w~t-a lot of discussion. Matters that are both 
urgent and important are clearly serious priorities that need careful planning and 
management. 

You can avoid the pressure for 'Any Other Business' at the end of the meeting if 
you circulate a draft agenda in advance of the meeting, and ask for any other items 

Business Communication 

NOTES 

237 



Business Communic.ation 

NOTES 

238 

fur consideration. {'Any Other Business' often creates a free-fur-all session that 
wastes time, and gives rise to new tricky expectations, which if not managed proJr 
erly then closes the meeting on a negative note.) 

Meeting outcomes 

Decide the type of outcome (ie., what is the purpose) fur each issue, and put this 
on the agenda a1ongside the item heading. This is important as people need to know 
what is expected of them, and each item will be more productive with a clear aim 
at the outset. Typical types of outcomes are: 

• DecEion 

• Discussion 

• Infurmation 

• Planning ( eg workshop session) 

• Generating ideas 

• Getting feedback 

• Finding solutions 

• Agreeing (targets, budgets, a.nm, etc) 
.. 

• Policy statement 

• Team-building/DDtivation 

• Guest speaker - information, initiatives, etc. 

Meeting sequence 

Put the less important issues at the top of the ~enda, not the bottom. If you put 
them on the bottom you may never get to thenrbecause you'll tend to spend all the 
time on the big issues. 

Ensure any urgent ismres are placed up the agenda. Non-urgent iteim place down 
the agenda - if you are going to miss any you can more easily afford to miss these. 

Try to achieve a varied mix through the nmning order - if possible avoid putting 
heayr controversial itetm together - vary the agenda to create changes in pace and 
intensity. 

Be aware of the tendency fur people to ~ ai_tpeir most sensitive at the beginning 
of meetings, especially if there are attendees wh<> are keen to stamp their presence 
on proceedings. For tlris reason it can be he]pfiilto schedule a particularly contro­
versial issue later in the sequence, which gives people a chance to settle down and 
relax first, and maybe get some of the sparring out of their systems over less 
significant items. 



Also be mindful of the lull that generally affects people after hmcb, so try to avoid 
scheduling the most boring item of the agenda at this ture; instead after lunch get 
people participating and involved, whether speaking, presenting, debating or doing 
other active things. 

Meeting timings ( of agenda items) 

Consider the tiire required fur the various items rather than habitually or arbitrarily 
decide the length of the meeting. Allocate a realistic time slot for each item. Keep 
the timings realistic - usually things take longer than you think. 

Long meetings involving travel fur delegates require pre-meeting refreshments 30 
minutes prior to the actual meeting start ture. 

Put plenty of breaks into long meetings. Unless people are participating and fully 
involved, their concentration begins to drop after just 45 minutes. Breaks don't all 
need to be 20 minutes for coffee and cigarettes. Five minutes every 45-60 minutes 
for a quick breath of fresh air and leg-stretch will help keep people attentive. 

Unless you have a specific reason fur arranging one, avoid funna], sit-down restau­
rant hmches - they'll add at least 30 minutes unnece$arily to the lunch break, and 
the whole thing makes people drowsy. Working lunches are great, but make sure 
you give people 10:.15 minutes to get some fresh air and move about outside the 
meeting room If the venue is only able to provide lunch in the restaurant, arrange 
a ruffet, or if a sit-down meal is unavoidable save some time by the giving delegates' 
menu choices to the restaurant earlier in the day. 

It's not essential, but it is usually helpful, to put precise (planned) times fur each item 
on the agenda. What is essential however is fo.ryou to have thought about and 
planned the timings so you can run the sessions according to a schedule. In other 
words, if the delegates don't have precise timings on their agendas-make sure you 
have them on yours. This~ one.of the biggest responsibilities of the person running 
the meeting, and is a connnon ~ -so plan and manage th.is aspect firmly. People 

· will generally expect you to control the timekeeping, and will usually respect a 

decision to close a discussion fur the purpose of good timekeeping, even if the 
discussion is still in full flow. 

Meeting attendees 

It's often obvious who should attend; but sometimes it isn't. Consider inviting rep­
resentatives from other departments to your own department meetings - if relation­
ships are not great they will oft~n appreciate being asked, and it will help their 
understanding of your issues;·and you'r'uii.derstanding of theirs. - ... 

• f 

Having outside guests from mternal and external suppliers he]ps build relationships 
and strengthen the chain of supply, and they can often also shed new light on difficult 
issues too. Use your discretion though- certain sensitive issues should obviously not 
be aired with 'outsiders' present. 

--------
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Avoid and resist senior managers and directors attending your meetings unless you 
can be sure that their presence will be positive, and .certainly not intimidating. Senior 
people are often quick to criticise and pressurise without knowing the facts, which 
can damage team relationships, morale, motivation and trust. 

If you mist have the~ at your meeting, try to limit their involvement to lunch only, 
or presenting the awards at the end of the meeting. In any event, tell your boss what 
you are trying to achieve at the meeting and how - this gives you more chance in 
controlling pos&ble interference. 

Meeting date 

Ensure the date you choose causes minimum disruption for all concerned. It 's 
~ingly diffx;uJ:t to gather people for meetings, particularly from different depart­

ments or organisations. So take care when finding the best date - it's a very 
important part of the process, particularly if senior people are involved. 

For meetings that repeat on a regular basis the easiest way to set dates is to agree 
them in advance at the first meeting when everyone can commit there and then. Try 
to schedule a year's worth of meetings if possible, then you can circulate and publish 
the dates, which helps greatly to ensure people keep to · them and that no other 
priorities encroach. 

Pre-planning meeting dates is one of the keys to achieving control and well-organised 
meetings. Conversely, leaving it late to agree dates for meetings will ahnost certainly 
inconvenience people, which is a major source of upset. 

Generally try to consult to get agreement of best meeting dates for everyone, but 
ultimately you will often need to be finn. Use the 'inertia method', i.e., suggest a 
date and invite alternative suggestions, rather than initially asking for suggestions, 
which rarely achieves a quick agreement. 

Meeting time 

Times to start and finish depend on the type and duration of the meeting and the 
attendees' availability, but generally try to start early, or finish at the end of the 
working day. Two-hour meetings in the middle of the day waste a lot of time in 
travel Breakfilst meetings are a good idea in certain cultures, but can be too 
demanding in more re1axed environments. If attendees have long distances to travel 
(i.e., more than a couple of hours, comider overnight accommodation on the night 
before. 

If the majority have to stay overnight it's often worth getting the remainder to do 
so as well because the team building benefj:ts frpm evening socialising are consid­
erable, and well worth the cost of a hotel room. Overnight accommodation the night 
before also allows for a much earlier start. By the same token, consider people's 
travelling times after the meeting, and don't be unreasonable - again offer overnight 



accommodation if warranted - it will allow a Jater finish, and generally keep people 
happier. 

As with other aspects of the meeting arrangements, ifin doubt always ask people 
what they prefer. Why guess when you can find out what people actually want, 
especially if the team is mature and prefers to be consulted anyway. 

Meeting venue 

Many meetings are relatively informal, held in meeting rooms 'on-site' and do not 
warrant extensive planning of the venue as such. On the other hand, big important 
meetings held off-site at nnfamj]jar venues very definitely require a lot of careful 
planning of the venue layout and facilities. Plan the venue according to the situation 
- leave nothing to chance. 

Venue choice is critical for certain sensitive meetings, but fur less so fur routine, in­
house gatherings. Whatever, there are certain preparations that are essential, and 
never leave it all to the hotel conference organiser or your own fucilities department 
unle~ you trust them implicitly. Other people will do their best but they're not you, 
and they can't know exactly what you want. You must ensure the room is right -
mainly, that it is big enough with all relevant equipment and services. It's too late to 
start hunting for a 20ft power extension lead five minutes befure the meeting starts. 

Other aspects that you need to check or even set up personally are: 

• table and seating layout 

• top-table (if relevant) position 

• tables for demonstration items, paperwork, hand-outs, etc 

• electricity power points and extensions 

• heating and lighting controls 

• projection and flip chart equipment positioning and correct operation 

• whereabouts of toilets and emergency exits - fire drill 

• confirm reception and catering arrangements · · 

• back-up equipment contingency 

All of the above can and will go wrong unless you check and confirm - when you 
book the venue and then again a few days befure the meeting. 

For a big important meeting; you should also arrive an hour early to check every­
thing is as you want it. Some meetings are difficult enough without having to deal 
with domestic or logistics emergencies; and remember if anything goes wrong it 
reflects on you - it's your credibility, reputation and control that's at stake. 
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Positioning of seating and tables is important, and for certain types of meetings it's 
crucial Ensure the layout is appropriate for the occasion: 

• Formal presentations to large groups - theatre-style - the audience in rows, 
preferably with tables, facing the chairman. 

• Mediunrsized participative meetings - horse-shoe (U) table layout with the 
open part of the U facing the chairman's table, or delegates' tables arranged 
'cabaret' style. 

• Small meetings for debate and discussion - board-room style - one rectan­
gular table with chairman at one end. . 

• Relaxed team meetings for planning and creative sessions - lounge style, 
with easy chairs and coffee tables. 

Your own positioning in relation to the group is important. If you are confident and 
comfortable and your authority is in no doubt you should sit close to the others, and . 
can even sit among people. If you expect challenge or need to control the group 
strongly set yourself further away and clearly central, behind a top-table at the head 
ofthings. 

Ensure everyone can see screens and flip charts properly - actually sit in the chairs 
to check - you'll be surprised how poor the view is from certain positions. 

Set up.of projectors and screens is important - strive for the perfect rectangular 
image, as this gives a professional, controlled impression as soon as you start. 
Experiment with the adjustment of projector and screen until it's how you want it. 
If you are using LCD projector and overhead projector (a rare beast these days) 
you may need two screens. A plain white wall is often better than a poor screen_ 

People from the western world read from left to right, so if you want to present 
anything in order using different medla, set it up so that people can follow it naturally 
from left to right. For instance show introductory bullet points (say on a flip chart 
on the left - as the audience sees it) and the detail for each point (say on projector 
and screen on the right). 

Position screens and flip chart where they can be used comfortably without obscur­
ing the view. Emure the speaker/chairman's position is to the side of the screen, not 
in front ofit obscuring the view. 

Ensure any extension leads and wiring is taped to the floor or otherwise safely 
covered and protected. 

Supply additional flip chart ·easels and paper, or write-on acetates and pens, for 
syndicate work if applicable. You can also.ask people to bring laptops for exercises 
and presentation to the group assuming you have LCD projector is available and 
compatible. 

In venues that have not been purpose--buih fur modem presentations, sometimes the 
lighting is problenmical. If there are strong fluorescent lights above the screen that 
cannot be switched off independently, it is sometimes possible for them to be 



temporarily disconnected (\?y removing the starter, which is a small plastic cylinder 
plugged into the side of the tube bolder). In older buildings it sometimes possible 
to temporarily remove offending light-bulbs if they are spoiling the visual display, but 

always enlist the help of one of the venue's staff rather than resorting to DIY. 

Finally, look after the venue's staff - you need them on your side. Most business 
users treat hotel and conference staff disdainfully - show them some respect and 
appreciation and they will be more than helpful. 

Meeting planner checklist 

There's a lot to remember, so, particuJarly for big important meetings and training 
sessions, use a meetings checklist to make sure you plan properly and don't miss 
anything: 

Meetings Checklist 

done co1-rn11ents date/.ref 

Agenda 

Priorities 

Outcomes 

Sequence 

T~ 

Attendees 

Date 

Tnre 

Venue 

Variety 

Notification ' ' -

Notes of last meeting 

Directions'map 

Materials (as required by agenda items) 

Reference material for ad-hoc queries 

Resuhs and performance data 

Equipment (make separate check-list) 

Electrical Power (if applicable) 

Domestics 

Catering arrangements .. ; 

Note-paper, pens, name-plates 

Refreshments 

Guest care/instructions 
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Meeting agenda 

Produce the meeting agenda. This is the tool with which you control the meeting. 

Include all the relevant information and circulate it in advance. If you want to 

, avoid having the ubiquitous and time-wasting 'Any Other Business' on your 

agenda, circulate the agenda well in advance and ask for additional items to be 

submitted for comideration. 

Formal agendas for board meetings and committees will. normally have an es­

tablished fixed format, which applies for every meeting. This type of formal 

agenda normally begins with: 

1. apologies for absence 

2. approval of previous meeting's minutes (notes) 

3. matters arising (from 1ast meeting) 

and then the main agenda, finishing with 'any other business'. 

For more cormnon., informal meetings ( departmental, sales teams, projects, ad­

hoc issues, etc), try to avoid the formality and concentrate on practicality. For 

each item, explain the purpose, and if a decision is required, say so. If it's a 

creative item, say so. If it's for information, say so. Put timings, or time-per-item, 
or both (having both is helpful for you as the chairman). If you have guest 

speakers or presenters for items, name them Plan coffee breaks and a lunch 
break if relevant, and ensure the caterers are informed. Aside from these formal 

breaks you should allow natural 'comfort' breaks every 45-60 minutes, or people 

Jose concentration and the meeting becomes less productive. 

Sample meeting agenda 

(Meeting Title) Monthly Sales Meeting - New Co - Southern Region 

(Venue, lime, Date) Conference Room, New Co, Newtown - 0900hrs Monday 09/05/04 

Agenda 

Coffee available m;,m 0830hrs - Dress is smart casual. 

09:00 Warm up and introductions. New starters Sue Smith and Ken Brown. 15 
Guests are Jane Green, Fleet Manager, 
Jim Long, Off-shore Product Manager, 
and Bill Sykes, Tecir-range Chief 

' Engineer. 

09;15 Health and safety update. Revised procedures for hazardous chemicals 15 
at Main Street production facility. 

09:30 Product revision update. Tech-range Model 3 now has stand-by 30 
mode control. Product will be demonstrated. 

10:00 Coffee Chance for hands-on the new Model 3. 15 



10:15 Sales results & forecasts. Ensure you bring gtr2 forecast data and 60 
be prepared to present prospect lists and 
adMlies. 

11:15 New product launch. The new Digi-range is launched in month 60 
live. Proouct demonstratioos and 
presentation of ~ data, USP's, 
benefits for key sectors, and details of 
launch promotion. 

12:30 Major aca>lllts initiatives. Brainstonn session - How can we 45 
accelerate major accounts development 
in offshore sector? - Do some preparatory 
thinking about this please. 

13:15 Lurch Buffet in the meeting room. 45 

14:00 New product launch. The new Digl~nge Is launche.d in month 120 
five. Product demonstraioos and 
presentatioo of performance data, USP's, 
benefits for key sectors, and details of 
latJlch promotion. 

16:00 Coffee 30 

16:30 New Company ~r Scheme Presentation from Fleet Manager Jane 45 
Green about the new car scheme. 

17:15 Awards and Incentive. Qtr 1 Sales Awards and launch of Qtr 2 45 
Sales lnoontive. 

18:00 Meeting review, questions, 30 
dale. 

Running the meeting 

The key to success is keeping control You do this by sticking to the agenda, 
managing the relationships and personalities, and concentrating on outcomes. 
Meetings nrust have a purpose. Every item must have a purpose. Remind yomself 
and the group of the required outcomes and steer the proceedings towards 
making progress, not hot air. 

Politely suppress the over-realous, and encourage the nervous. Take notes as you 
go, recording the salient points and the agreed actions, with names, measurable 
outcomes and deadlines. Do not record everything word-for-word, and if you 
find yourself ta1cing over the chairmanship of a particularly stuffy group which 
produces reaim of notes and very little else, then change things. Concentrate on 
achieving the outcomes you set the ~ when you drew up the agenda Avoid 
racing away with decisions if your aim was ~ly di<;ewsion and involving people. 
Avoid hours of discussion if you simply need a decision. Avoid debate if you 
simply need to convey a policy issue. Policy is policy and that is that. 

Defer new issues to another time. Practice and use the phrase 'You may have 
a point, but it's not for this meeting - we'll discuss it another time.' (And then 
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remember to do it.) 

If you don't know the answer say so - be honest - don't waffle - say that you'll 

get back to everyone with the answer, or append it to the meeting notes. 

If someone persistently moans on about a specific issue that is not on the agenda, 
quickly translate it into a simple exploratory or investigative project, and bounce 

it back to them, with a deadline to report back their findings and recommen­
dations to you. 

Use the rules on delegation to help you manage people and tasks and outcomes 
through meetings. 

Always look at bow people are behaving in meetings - look for signs of tiredness, 

exasperation, and confusion, and take necessary action. 

As a general rule, don't deviate from the agenda, but if things get very heavy, 

and the next item is very heavy too, swap it around for something participative 
coming later on the agenda - a syndicate exercise, or a team game, a quiz, etc. 

Meetings notes or meetings minutes 

Who takes the meeting notes or minutes, keeps connnand (minutes is a more 

traditional term, and today descnbes more formal meetings notes). 

You must take the notes yourself: unless the meeting format dictates a formal 
secretary, in which case ensure the secretary is on your side. Normally you'll 
be able to take the notes. They are your instrument of contro~ so don't shirk 

it or give them to someone else as the 'short straw'. 

If you are seen to take the notes, two things happen: 

• people respect you for not forcing them to do it 

• people see that you are recording agreed actions, so there's no escaping 

them 

Meeting notes are essential for managing meeting actions and outcomes. They also 
cement agreements and clarify confusions. They also prevent old chestnuts re­

appearing. A meeting without notes is mostly pointless. Actions go unrecorded 
and therefore forgotten. Attendees feel that the meeting was largely pointless 

because there's no published record. 

After the meeting, type the notes (it's usually quicker for you to do it), and 

circulate them straight away, copy to all_ attendees, including date of next meeting 

if applicable, and copy to anyone else· who should see the notes. 

The notes should be brief or people won't read them, but they must still be 
precise and cleat. Include relevant facts, figures, accountabilities, actions and 
timescales. Any agreed actions nmst be clearly described, with person or persons 



named responsible, with a deadline. See again rules of delegation. Use the ac­

ronym SMART fur any agreed action (Specific, Measurable, Agreed, Realistic, 

Timebound). See more acronyms fur meetings and training sessions on 
the acronyms page, there are lots of useful tips there. 

The final crucial element is following up the agreed actions (your own included). 
If you run a great meeting, issue great notes, and then fail to ensure the actions 

are completed, all is lost, not least your credibility. You must fullow up agreed 

actions and hold people to them. If you don't they will very soon learn that they 

can ignore these agreements every time - negative conditioning - it's-the death 
of managing teams and remilis. By following up agreed actions, at future meetings 
particularly, (when there is an eager audience waiting to see who's delivered and 

who hasn't), you will positively condition your people to respond and perform, 
and you will make meetings work for you and your team. 

See also the brainstorming meeting techniques. 

Meeting notes structure and template 

Here is a simple structure for furmal meeting notes involving a group of people 

within an organisation: 

• Heading: fur example - Notes of Management Meeting (if a one-off 

meeting to consider a specific issue then include purpose in the heading 

as appropriate) 

• Date and Time: 

• Venue: 

• Present: 

• Apologies for absence: 

• In attendance: (if appropriate - guests not normally present at regular 
meetings, for instance speakers or non-board-members at board meetings) 

Followed by numbered agenda items, typically: 

• 1. Approval of previous meeting notes/minutes: 

• 2. Matters arising: (itetm arising from meeting or continued from previous 

meeting which would not be covered by normal agenda items) 

And then other items as per agenda, fur exan:w.le (these are some of the many 

possible typical reports and meeting items discussed within a business or board 

meeting; other types of meetings would have different item headings): 

• 3. Finance/financial performance 

• 4. Sales 

• 5. Marketing and Business Development 
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• 6. Operations or Divisional Activities 

• 7. Manufacturing 

• 8. Distribution 

• 9.Enviromnental 

• I 0. Quality Assurance, etc 

• 11. Human Resources 

• 12. Projects 

• 13. Comrmmications and Team Briefing Core Brief 

• 14. Any other business (AOB - issues not covered under other agenda 
item,) 

• 15. Date of next meeting 

• Time meeting finished (normally for formal meetings only) 

• Signed and dated as a true record (signed by the chair-person - normally 
for formal meetings only) 

• Writer's initials, file reference and date (useful on all types of meeting 
notes) 

Normally the items and points within each item are numbered 1. 1, 1.2, 1.3, etc., 
then 2.1, 2.2, 2.3, 2.4, etc. 

Importantly, all actions agreed in the meeting need to be allocated to persons 
present at the ~ting. It is not normally appropriate or good practice to allocate 

an action to someone who is not present at the meeting. Actions that are agreed 
but not allocated to anyone will rarely be implemented. (See the article 

on delegation) 

Responsibility for actions can be id~ed with a person's name or initials as 
appropriate. 

Action points and persons responsible can be highlighted or detailed in a right­

margin cohmm if helpful 

These days verbatim-minutes (precise word-for-word records) are only used in 
the most formal situations. Modern meeting notes should ideally concentrate on 

actions and agreements. 

Reports should if po~ible be circulated in advance of meetings giving delegates 

adequate time to read and formulate reactions and answers to any queries raised. 
1t is not good practice· to table a report at a meeting if opportunity exists to 

circulate the report beforehand. 

Reports can be appended to the meeting notes or minutes to which they relate. 
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Meeting notes template Business Communication 

Heading: 

Date and Time: 
Venue: NOTES 

~t: 

Apologies for absence: 

In attendance: 

notes, agreements and actions ( change item headings as 
applicable) person 

responsible 

for each 

action 
agreed 

1. Approval of previous meeting notes/minutes: 

2. Matters arising: 

3. Finance/financial performance 

4 . Sales 

5. Marketing and Business Development 
6. Operations or Divisional Activities 

7. Manufucturing 
8. Distribution 

9. Environmental 
10. Quality Assurance, etc 

· 11. Human Resources 

12. Projects 
13. Communications and Team Briefing Core Brief 
14. Any other business 

15. Date of next meeting 

Time meeting finished= 

Signed and dated as a true record ..................... ........ 

Writer's initials, file reference and date: 
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Mediation and running mediation meetings 

Ensure you have a clear agenda - ensure both sides submit items for inclusion 

- the agenda is the method by which ~u control the meeting (timings, i.teim being 
·discussed, staying on track, realistically intended outcomes from agenda items). 

Keep insisting that each side really truly tries to learn and understand the other 

side's aims, objectives, feelings, background etc. Understanding is different to 

agreeing - very important to keep explaining this - by understanding each other 
there can be constructive debate towards agreement, without understanding, any 

agreement is impossible, so too is sensible adult discussion. 

Try to agree the meeting aims with the attendees before the start - important 

to keep this realistic - don't try to reach agreement too early - concentrate on 

developing DD.Itual understanding am to diffuse conflict and emotional ~ whi;h 

make it impossible to move on any further. 

If the gulf is too big to make any progress at all, suggest a job swap or shadow 

for a week - the chief of each side should experience the other side's challenges 

arid day-to-day difficulties. This will certainly improve mutual understanding and 
can accelerate improvement in cooperation and agreement. 

Follow the rules of running meetings where helpful so that you plan the meeting 
and keep control 

When you seat people at the meeting mix them up to avoid adversarial one-side-­

facing-the-other situation, which will happen unless you split them up. 

Strategic planning, goal setting meetings 

Here's a simple process for an eflective strategic planning meeting: 
. ~ 

(This ~s that necessary mark.et research and consuJtation with staff: cus-

tomers and suppliers has already taken place.) 

Start with the vision - what do we want this business to be in two years ti.me? ... 
infrastructure, staff: structure, communications and IT, customers, markets, ser­

vices, products, partners, routes to market, quality and mission values, broad 

numbers and financials. 

If de]egate numbers permit, allocate .syndicates a mnnber of aspects each- Change 
groups as appropriate, move between whole group brainstorms to small group 

syndicates s~ions. 

If appropriate use coloured mxlelling clay and/or construction kits to provide an 

interesting way for delegates to express shape, structure, etc., for each vision 

aspect (many people do not work well using only verbal or written media - shape 
and touch are essential to the creative process). 



Then work on the necessary enablers, obstacles, cause-and-effect steps along the 
way fur each aspect aim. This will resu.h in the basic timescale and strategic plan. 

And to add an extra dimension to the meeting and planning process - and too 

reinforce relationslrips with your most important customers, suppliers and partners 
- invite some of them along to the meeting to contribute, validate ideas and 

collaborate. It's a particularly useful way to make the the session more dynamic 

and meaningful, as well as keeping ·the focus on the real world. 

MEDIA MANAGEMENT 

Building Positive Media Relations 

There is a direct link between journalists' relationship with an organisation's 

comnmnications team and the impact this can have on the 'slant' of articles, Ipsos 

MORI research found. 

Relationships tend to be best where: 

• councils know what journalists want from a story 

• journalists know what they can expect from the council 

• press officers take the time to meet journalists face-to-face ·· ·' · 

• press officers are proactive - providing stories regularly, alerting journalms 
in advance of stories, phoning journalists to thank them fur a particularly 

positive story or to discuss a negative one 

• councils are honest and admit when they'•e made a mistake. 

Journalists get frustrated when the only person they can ever~ to is a press 
officer. As part of your media strategy, you· should plan a programmtf of using 

those members and senior managers who are good at delivering the council's 

message. Promoting a positive meclia culture within your council will he}p build 

people's confidence and willingn~ to make_ themselves available to the media. 

BEING STRATEGIC ... 

Your media relations shouki be driven by .. a Il'.ledia strategy linked to the corporate 

communications strategy. This should heJp yoll' t;e .clear about <'Wbat your priorities 

are and bow you are going to approach working with the media. It should be 

backed up by a detailed action plan. 

Media relations audit 

Before you develop your media strategy you need to understand how well you 

are currently handling media relations. Carrying out a media relations audit will 
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tell you a lot of information as well as highlighting any gaps in your knowledge 

about your activity. 

Done on a regular basis, an audit can also help you identify trends in your 

coverage and what is working best for you. 

The audit usually includes three elements: 

• an analysis of how residents gain their information about the council 

• an analysis of the council's media monitoring statistics, including percent­
ages of positive, neutral and negative coverage, the number of press 

stories resulting from proactive media relations and coverage in different 
media 

• a survey of journalists - from local, regional, national, black, Asian and 

minority· ethnic (BAME) and trade media - on how well they view your 

reactive and proactive media relations. 

Media relations strategy 

From this, you can devise a media relations strategy. This should be a component 

part of a wider communications strategy and should focus the council's reactive · 

and proactive media relations on the bigger picture. 

Media relations action plan 

Your action plan should set out how you are going to implement the strategy. 

It should include what -you are going to do and when, who will be responsible 

for each element and what resources you will need at each stage. It should be 

used to evaluate progress regularly. 

You should also develop an action plan for individual media campaigns. Action 

plans should cover: 

• key messages 

• key audiences 

• key media 

• milesto~ 

• comm1mications tools 

• resources 

• targets 

• timescales and deadlines 

• monitoring and evaluation. 



Proactive media relations 

High-performing councils dedicate a large amount of time and resources to 

proactive media relations, rather than Letting the media set the agenda. As part 

of their media strategy, many of them set targets for stories in different media, 

such as nationai trade and BAME, and put a great deal of effort into working 

with media other than N5t their local press. 
\ 

Here's how the best communications teams do it. 

Know your media 

• Identify which media and individual journalists are important to you and 

your public audiences - loc~ regionai nation~ specialist and BAME 1 

press. 

• Focus on the council's key messages and target key media on the issues 
that are relevant to their readers. 

• Develop an excellent relationship with key journalists - this will help you 

build trust, float ideas, better understand what stories interest them and 
find out how they want to receive press releases and briefings. 

• Be. helpful - be prepared to give a local comment on. national stories. 

Plan ahead 

• Develop one positive story a week that affects real people. 

• Encourage services to tell you their successes. 

• Create a forward planning media calendar to ensure there are no internal 

clashes, that you are prepared for potentially negative stories and that you 

have a full programme of positive stories. 

• Develop key facts around particular services or corporate priorities to 
ensure that you always have up-to-date information to share with jour­

nalists. 

Engage interest 

• Be creative - think of unusual visual stories for photographers and TV ' 

cameras and interesting sound environments for radio interviews and 

features. 

• Bring your press releases to lire by finding the human interest, for example, 
if you're opening a new service or launching a new strategy, find some 

residents who can talk about what they or the community will get out 

of it. 
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Run media campaigns 

Create ongoing campaigns with a number of media 'hooks•, rather than just o~ 

off stories. Media campaigns can also be .used as part of a wider PR or 

'marcomms' - marketing and commumcations - campaign to 'soften the biow' 

or change public perceptions on difficult decisions the council has to take - for 

example, a rise in council tax or cuts in services. 
, 

More about developing marketing campaigns 

To improve children's literacy, Rotherham Metropolitan Borough Council per­

suaded Dolly Parton's Dollywood Foundation to launch the star's Imagination 

Library UK programme in Rotherham. The council ran a media campaign to 

encourage parents to sign up the Imagination Library. The comrrmnications team 

kept all but basic infurrnation under wraps until the launch, which attracted .local, 
regional, trade, national and international coverage. The council won 'gold' in the 
LGCommunications Reputation Awards 'National story' category in 2008. 

Rotherham ~ts Dolly Parton to improve childhood literacy 

Dolly Parton talks to the IDeA 

After a 'Tonight with Trevor McDonald' TV programme misrepresented a local 

estate, the Lo~on Borough of Islington chose to fight the residents' comer and 

defend the reputation of the council and its partners. 

Together they made a film fur YouTube and promoted it via the national media 

and council co~110mnications. Coverage in 'The Observer' newspaper led to 

the television progrm running a fol.low-up piece that was much m>re ba1anced. 
Th.is strengthened relatiomhips between local agencies and residents. The council 

won 'gold' in the LGCommnnications Reputation Awards 'Media relations' cat­

egory in 2008. 

, I I 

e-communications and . new: .media 

Many councils are embracing developments in e-commnoications and new media 
as part of their communications mix to engage with their residents and stake­

.holders. It's as in:p>rtant to set 'specific, measurable, actionable, relevant am tirrely' 
(SMART) objectives fur this approach as it is fur m>re <;onventional media tools. 

. .1_ - • •• 
Ideas include: . 

• I t • 
4" • ' 'J; 

• using YouTube - fur ·example, Somerset Cmmty Council has launched its 
own YouTu,be chann:eJ ~ ~qow PCC?.Ple the variety of services it provides, 
and Cambp~ County Coun~ used it to appeal fur new councillors 

. . . 
• using the website to get across important news quickly to a large number 

of people - this came into its own during the recent snow storms, when 

several councils used the website to update parents on school closures 



• using social network sites - for example, Babergh District Council used 
Twitter to announce that refuse collections had been cancelled due to 
extreme weather conditions 

• using the website to create a shared experience - for example, Lichfield 
District Cmmcil used Twitter to appeal for local photographs during the 
snow storms and then used them to create a special 'snow section' on 
the council's website 

• SMS text messaging in campaigns targeted· at young people 

• video news releases and audio sound clips for local broadcasters, to 
encourage them to cover stories they are unable to attend 

o bhggiog 

· • even councillors are getting in on the act, with a rise in the number who 
'tweet'. 

Councils who use Youtube 

More examples of councils using Twitter 

More about using digital video 

Blogg.ing and Facebook for councillors 

Find out more about councils and their use of e-communications 

Reactive media relations 

Council commmrication ~ tend to spend much of their time dealing with media 
enquiries. The way and the speed with which the council responds to these will 
.influence the media's perception of the council, and therefore the kind of coverage 
it gets. 

A good proportion of iredia enquiries will be hostile. These need to be handled 
particularly carefully to limit potential damage to the council Some bad news 
stories will need crisis management, while others will need good liaison with 

partner organisations. 

Effective reactive media relations 

The automated systems used by many couilcils· to log and respo~ to press 
enquiries help enormously by providing accessible information to the whole 
communications team, and helping to meet wes~. deadlines. 

They can aoo store background infuIIQ&fun, b&fing notes and'the respome given 
- so if a recurring enquiry comes in, · it cari be dealt with quickly and simply. 

They will also produce useful monitoring infu{lllafun on response times - not just 
by the communications team, but also other departments' response times. 
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Whether or not councils have these syst~, there are key points to effective 
reactive media relations including: 

• responding to the journalist in full by their deadline or giving a ' hokµng 
statement' until a full response can be given 

• being helpful, polite and positive 

• never saying 'no comment', as this can sound as if the council bas 
something to hide 

• if there is a major hostile enquiry which other media may get hold of, 
share it with the team and work out the line to take 

• ensuring any statements to hostile enquiries are cleared - and send them 
in writing 

• building up a set of ' experts' across the council who can brief journalists 
directly 

• ensuring the appropriate council spokesperson is available for interview 
and is fully briefed 

• making sure officers and members are aware of media guidelines and 
media protocol 

• building up mets and figures and background information for big stories 

• monitoring response times and cuttings to evaluate how effectively the 

enquiry bas been dealt with. 

Crisis management 

Communications teams should be working closely with their top team; to shape 

how a council responds to a crisis. Effective crisis management can help to limit 
the damage caused to the council's reputation by bad headlines. 

Some bad news stories will crop up out of the blue but many can be anticipated 

and planned for. You should have strong internal relationships to help services 
understand that bad news rarely goes away. You should ensure that they alert 

you when bad news - such as a critical inspection report - is on the horizon. 
You don't want to hear it from a journalist first. 

Building a strong media culture internally, through media training and media 

guidelines and protocols will go a long way to achieving this. 

CoIIJl1llllications managers sbouki make sure that their strategy fur commJmic.ating 
in an emergency is kept up to date, and that their teams are fully aware of their 

role in a major local or national incident. 

Other useful guidelines to managing bad news and crise:s include: 



• act quickly - a speedy response and a good council statement will help 
limit the damage 

• never say 'no connnent' even if there isn't enough factual information to 

give out 

• build up background briefings and key facts for big stories in advance 

• be honest and open and do not try to deceive the media 

• if the council is at filuh, apologise_ swiftly and sincerely 

• issue the news in a planned and managed way, rather than just react 

• make sure the appropriate council spokespeople are available for inter­
view and are fully briefed 

• ensure officers and members are aware of the media guidelines and media 
protocol 

• ensure officers and members know who to contact in the press office. 

Gloucester City Council filced a potentially damaging story when, for reasons 

beyond its control, it became clear that the town's Christmas lights would not 
be delivered on time. The local evening paper got hold of the story just as the 

council prepared to go public with it. The communications team had a choice 

to make. They decided not to issue their own press release to spoil the scoop, 

which earned them journalists' goodwill And they turned the story around by 

holding regular update briefings with the local media and promoting the team of 

council staff who were on call around the clock to put up the lights as soon 

as they arrive~. The arrival of the lights prompted good picture opportunities. 

When a six-year old pupil tragically died of swine flu in the London Borough 

of Hillingdon, the media spotlight turned on the council. This case study looks 

at how its conmunications team supported schools, council staff and the primary 
care trust. 

BUILDING A MEDIA CULTURE 

An important role for the media team is to help senior officers and members 
understand the importance of effective media relations for the council and their 

role in achieving it. 

One of the most effective and simple things to do is to get out and talk to 

members and officers about upcoming stories and ideas. 

Media awareness training 

This can make officers and members more aware of the importance of media 

relations and how they can contnbute to it. The training can include council 

partners and usually covers proactive and reactive topics, including: 
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• how the media works 

• what makes a good news story 

• what makes a good photo opportunity 

• how to write a good press release 

• planning a media campaign 

• feature writing and placement 

• how to handle a negative press enqttiry 

• how to deal with a media crisis. 

Induction programmes are a useful way to explain the importance of media 
relations and cornrrn1rrications. Other training may be useful such as press release 
writing for managers or tips on taking photographs for officers. 

Media interview training 

This training is vital for chief officers and lead membess. Tim gives more specialist 
training and he]ps you identify who your best spokespeople are. It usually covers: 

. . 

• preparing fur interviews 

• developing key messages 

• how to manage the interview 

• tips on posture and appearance 

• practice at pre-recorded and live interviews 

• -group feedback on performance. 

Media guidelines and protocols 

These should be used and actively promoted to back up training and face--to­

face contact. They set out how the council will approach media relations and 
are particularly useful fur councils with a ~e of different political groups. Once 
agreed, they can inform the-way the conmnmication team works and make this 

clear to others. 

There is no one way to produce media guidelines or protocols. Some smaller 

councils may devolve media relatio~, while larger ones specify that no officer 
can speak to the media without going through the press office first. However, 

guidelines typically include: 

• responsibilities and roles fur the ~ office, members and senior officers 

• how to handle difficult press enquiries 



• working proactively 

• · general guidance to the law relating to communications 

• the principles and standards to which the council operates 

• writing, clearing and issuing press releases 

• dealing with_ tne<tia enquiries, including response times 

• use of quotes 

• media interviews. 

Raising the media team's protlle 

Communications teams should be highly visible internally, demonstrating their 
worth and explaining what they do and why. This is as important for the media 
officers as for any of their colleagues. 

Some councils issue daily e-news alert to flag up stories that senior officers and 
members should be aware of or that the council could comment on or react to 
in some way. A one-sentence summary of each story along with an electronic 
link is enough. This service is used by a mi.mber of councils, including the London 
Boroughs of Lewisham and Barking and Dagenham. 

Other effective ways to make the communications team visible include: 

• circuJating weekly press cuttings of articles published sent to key officers 
and members 

• distributing promotional material, including contact cards, which give 24-
hour co~t details for press offices and set out what to do if meed with 
a hostile enquiry 

• publicising the team's successes internally, for example by producing a 
weekly report, emailed to managers or posted on the intranet, highlighting 
what _releases have been issued and where they have been used 

• providing face-to-face briefings for members and senior officers before 
interviews and providing key mets briefing sheets for them to use 

• entering and winning awards, and then communicating internally that you 
have won. 

I 

Derby City Council wanted to refresh.i~-~ve to improve communications by 
organising a 'Communications mape easy' week ~r its employees and those of 
partner organisations. 

They ran IO events delivered by their own coIDODmic.ations professionals, with 
sessions including new media, web writing and how to communicate with bard-
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to-reach groups and p1ain English. The week was promoted through the internal 

newsletter, intranet and a prize draw. Particpants received a 'I don't do jargon' 
biodegradable pen. Evaluation of the week showed that 92 per cent said it bad 
made them more aware of why it was important to produce effective commu­
nications and 90 per cent thought they bad improved their skills. 

WORKING WITH PARTNERS AND INSPECTORATES 

Councils are expected to work ever more closely with their partners to deliver 

improved outcomes for local people. So communications tearm will want to be 
well connected with their counterparts in those organisations. 

There should be agreements about a shared approach: 

• who does what 

• clearance 

• spokespersons 

• timiJg. 

There should a1so be a commitment on all parties not to try and take sole credit 
for positive outcomes or blame each other for a negative news story. 

Councils also have to work closely with statutory inspectorates and other non­
statutory bodies. Whether good or bad news for the council, inspection reports 

need to be publicised carefully in the media,· with good liaison between the 
council's communications team and those in the inspectorates. 

Most inspectorates have specific guidelines or protocols for dealing with the 
media. It is a good idea to get hold of these early on and to ensure that they 
are comrmmicated to relevant officers and members. This will he1p to avoid leaks 

to the media or antagonise the inspectorate. Often they will be happy to share 

embargoed releases as long as the council returns the favour and respects the 

embargo. 

MEDIA MONITORING AND EVALUATION 

Ongoing media monitoring and evaluation is an essential part of effective media 
relations management. Monitoring and evaluation not only helps focus the activity 
and resources, but helps show tang:Lble results of success. 

Most councils already do some media monitoring, but if they do not have the 
full picture, an audit of media relations is a good place to start to get some 

baseline infurmation. Then the council can set targets and introduce new monitor­
ing and evaluation methods that fit with the media relations strategy and action 

plan. 



Ongoing m>nitoring and evaluation should be analysed regu]arly to help the council 
spot trends. It should include: 

• the number of press releases issued and take-up rates - media manage­
ment systems will then collate statistics automatically 

• analys~ of press cuttings, television and radio reports by good, neutral or 

bad categories - with a supportive council comment - to see how 

effective the council has been at getting its message across 

• press enquiry response times logged as the percentage achieved within 
the media's deadline 

• a breakdown of figures for releases issued and enquiries answered by 
service area 

• a breakdown of figures by corporate theme 

• a breakdown by different media, for example, local, regional, national, 
BAME and trade press. 

MANAGlNG A MEDIA CRISIS 

As much as we all like to deal only in good news, things can and do go wrong. 
Mistakes, problems, slip-ups, errors of judgement, political controversies or 

accidents come along once in a while and with them can come the media 
spotlight. 

If your group finds itself in the midst of a media furore the last thing that you 

want to happen is for an incident to build into a full-blown crisis. 

Having such a crisis on your bands ran cause long-term damage to your group, 
mainly through the loss of public confidence. This can lead to a loss of public 

support, fewer members, supporters, vohmteers or helpers and can also hit your 
group's bottom line through people being reluctant to donate to your group. 

Whatever the reason ·was fur the incident, the first priority for your group is to 
fix it. Make sure there is no ongoing risk to the public and that there are steps 

in place to ensure there is no chance if the same thing happening again. 

The next thing your group need to do is deal with the media and prevent a media 
crisis. 

PREPARE FOR THE CRISIS 

The best way of preparing for a media frenzy is to have developed a plan 
on how your group is going to deal with such ·situations. 
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That way, if something does happen and the media come calling, you will have 
a crisis communications plan prepared. 

That plan should make sure your group bas: 

• An appointed spokesperson (or, possibly a couple of spokespeople, in 
case one is unavailable) to whom inquiries and the media should be 
referred. 

• A definite process in place so your group's members know who is going 
to speak to the media if an incident occurs. It is vitally important all group 
members are clear on procedure and who to refer the media to in case 
they receive calls or inquiries from them 

• A method whereby senior group members or leaders can quickly get 
together and gather infunnation so they are well-briefed for ~ inquiries 
on any situation or issue. 

• A way in which spokespeople can quickly respond to the media with 
accurate information. 

The aim of tlm sort of plan should be to allow clear and accurate COIDODm:ication 
to the public and to your group's members, donors, stakeholders, supporters, 

volunteers and fundraisers through the media. It should also aim to stop any long­
term damage to your group or any erosion in its public confidence. 

What should you do when the media contacts you about something that bas gone 
wrong and it involves your group? 

Don't run. Don't hide. 

The first and most imtinctive reaction for many groups, especially ~se not used 
to having the media spotlight shone on them.with any intensity is to run from 
the situation . and hide. 

Simply put - don't do it. 

Trying to avoid the problem, or ignore it, in the hope it will go away will not 
work and you risk damaging your group's good name in the process. 

The reality is that the media will run the story with or without your input. So 
it makes good sense for you to positively influence that story by addressing the 
issue quickly, accurately and in a proactive manner. 
What you want to do is influence the nature of that story, as much as possible, 
to ensure that what is run is accurate and fair. It is difficult to complain about 

not having your side of the story aired when you have refused to provide it. 

An important aspect of any media crisis is getting across strongly and clearly that 
your group is doing everything in its power to address the issue. 



Organisations that come out of a media crisis with their reputations intact are 
those that deal with the ~ quickly, effectively, honestly ~ just as importantly, 
are perceived to have done exactly that. 

So how does a small non-profit organisation with no money fur public relations 
expertise d~ with the situation? 

Tips on handling the media through a crisis 

• Acknowledge there is a crisis. 

If you can't acknowledge there's a problem, how can you find a solution? 

By recognising early on that you actually have a crisis on your bands, 
gives you more of a chance of handling it successfully and rectifying it 
quickly. The sooner you take action, the better your chances of coming 
out with your reputation intact. 

• Decide who will be your group's spokesman or public face. 

Where possible ensure it~ the highest-ranking person in your group who 
has the important mix of authority and~ to all the latest information. 

You also need to have someone who is accessible and readily available 
to answer the media's questions. Your group needs to stay on top of a 
crisis, not create a vacuum where yours is the only voice not being beard.· 

• Stay calm. 

It's important you stay calm under presmire, if you can't swap places with 
someone who can. Anger makes good copy for newspapers and great 
fuotage for television but it can spell disaster fur your group. 

Remember, you have developed a crisis communications plan fur this very 
reason - so stick to it and you can remain cahn. 

• Address your "real" audience through the media. 

The media may be chasing you fur a comment, but it's·the public - the 
general public as well as your members, donors, vohmteers, helpers, 
supporters and stakeholders that you want to address and have hear your 
side of the story. 

Remember you are not spealtjng to just the media, they are a conduit 
to the wider public. So speak constructively, positively and frame your 
responses with the real audience in mind. 

• Make first impressions count. 

First impressions count both the public and the media and are vital in . 
getting your message across. If you are honem, sincere, o~ conmritted 
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to resolving the issue and project a positive attitude it will go a long way 

to dispelling any negative or preconceived notions about your group. 

• Work out what you can legally release. 

If there are legal issues that come into play, be aware of where the line 
is drawn on what you can say and don't step over it. 

Also be aware that many legal advisers will advise you to say nothing 
at all - that advice should be questioned, if not challenged You have to 
publicly address the issue; it is only the manner or amount of information 

that is up for discussion. 

• Release as much as you can as quickly as you can. 

Linked to the last point is the need for your group to get as much 

information out into the public arena as quickly as possible. 

Your crisis communications plan should cover the ,procedure for quickly 

gathering accurate infurmation about the issue at hand. 

Once you have the information, it is vital that it is passed on to your 

nominated spokesperson and crimmuoica1ed through the media. The more 

information you can release quickly, which accurately conveys your side 

of the story in context, the better. 

The sooner you respond and show that you are acting in a sincere, honest 
and reliable manner, the sooner your voice is listened to and trusted. 

• Say only what yon know to be true. 

If you don't know the answer, don't guess at it. 

Stick to confirmed information only and facts you know to be accurate 

and correct. If necessary, tell the reporters you don't know but will check 

it out and get back to them. 

• Avoid speculation or answering hypothetical questions. 

Often you are asked to speculate, even if it is in a subtle way, for 

example: ''What will your group do if this is proven to be true?" 

Don't speculate - stick to the facts and what did happen, not what might 
have. You can fend questions off by saying things such as "I don't want 
to speculate on that" or "I wouki prefur not to deal in hypotheticals. What 
we do know is .. . .. " 

If you have to use these types of quotes repeatedly to fend of questions, 

that's fine, the assembled media will soon realise you are not going to 

specu]ate. 



• Challenge information you know to be wrong. 

When dealing with infurmation you know is wrong, challenge it strongly. 
If something is published that is incorrect let the media organisation know 

their information is wrong and let other organisations know also, so they 
don't repeat it. 

This is particularly important if the problem revolves completely around 

a wrong or malicious story. To deal with unfounded allegations and 
emerge with your credibility and standing intact, it is crucial to act quickly 
to clarify your group's position on the matter. 

Wrong ''fucts" left unchallenged are often more damaging than the truth. 

• Speak in common, easily undentood language. 

Avoid jargon. Speak so that people can actually understand the me~e 
you are trying to send them. · 

• Show concern. 

As a community group, your main mission is to care for, service and 
support the community. Because of this, it needs to be mindful of the 
feelings as well as the issues. 

If something has happened that bas caused injury or distress, show 
concern and show it publicly through word and deed. 

• Ban _the words "no comment". 

Repeating this phrase makes it sound like you know the answer but just 

do not wish to give it. 

Phrases you can use instead-include: 

• "All I can say is ....... " 

• ''I can't provide that information until I have all the·details .. .. " 

• ''I can't answer that until I have a full report." 

• ''I am happy to try and answer those questions once I have spoken to 
the right people ....... " 

• Don't bother blaming the ·media. 

Your first priority is to address the problem at ~ not to "shoot the 
messenger''. 

Certainly, if there is something wrong in the coverage, point it out and_ 

seek to have the record amended. If it is a serious issue you want to 
be seen to be treating it seriously and dealing with it 
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• Consider bringing the media into your organisation. 

Hold frequent media briefings rather than have reporters camped on the 
nature strip. 

It lets them show how you are dealing with the crisis and the difficulties 
and problemr you face, that you are lmman and that you have nothing 
to hide. 



10 Telephone Etiquettes 

The Chapter Covers : 
■ BE PRESENT WlTH YOUR CALLER 

■ Proper Telephone Etiquette at Work 

A phone is ringing somewhere in your office. By the third ring the call should be 
answered. BUT ... before you pick up that phone: 

I. Clear your mind of all but the task at hand - responding to the caller. 

2. Prepare your phone voice 

3. Answer by the 3n1 ring 

4. Offer your standardized greeting. 

5. Be prepared befure you respond. 

6. Treat the caller with respect; be efficient, effective, empathetic and respon­
sive. 
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Clear Your Mind of all but the Task at Hand - Responding to the Caller 

There's nothing worse than trying to cany on a conversation with someone who is 
reading their emails, looking at documents or distracted with something other than 
your conversation. You can always tell; there's an extended pause in the conver­
sation while you wait for a response but, they have none because they were looking 
through a magazine while chatting on the phone. It's frustrating, it's rude, it makes 
you fuel unimportant and they are likely to miss important information for.lack of 
fucus. • 

BE PRESENT WITH YOUR CALLER 

Being present requires FOCUS. Your center of interest should be on the caller and 
their conversation. Allowing distractions can resuh in important information being 
overlooked or worse, the caller identifies you as a poor provider of customer 
service and tells others. 

Hints: 

Turn away from your computer and desk when you answer the phone. 

Put down your reading material. 

Focus your attention on the caller 

Take the gum out of your mouth 

No drinking or eating during the conversation 

Prepare Your Phone Voice 

How you handle yourself on the phone reflects not only on you, but also your 
department and SIUC. You see it over and over. Someone talking on the phone 
forms an opinion of the person with whom they are talking based on the tone of their 
voice, their language skills, etc. It may not be fair, but it happens. According to 
John Robertson of EZINE @rtic1es, within 60 seconds people will make assump­
tions about your education, background, ability and personality based on your voice 
alone. What reputation do you want to build? What impression do you want to 
make? Do you sound like this on the phone? 

Pay attention to: 

• What you want to say. 

• How you want to say it. 

Your voice is very important t.o your career and your personal life. When you are 
talking 87% of the listener's opinion of¥Ou is based on how you say it according 
to Robertson. That means that only 13% remains to make a positive impression 
about what we are saying. Project a tone that conveys enthusiasm, confidence, 
friendliness and attentiveness. Did you know, when you smile while you are talking 
it comes across in your voice? Let your personality shine through on the phone. 



Hints: 

Take a deep breath before you pick up the phone. 

Smile before you speak 

Assume your speaking voice, controlling speed, tone and volume 

Speak clearly, 

Prepare to Offer Your Standard Greeting 

YO, Hey, Whazzzzup may be the normal greetings you would expect to hear in the 
academic setting if you are calling the dorms but they are not generally accepted 
telephone etiquette for University offices. Remember the 87% rule? Make a good 
first impression with an effuctive, efficient greeting. Identify your department, then, 
identify yourself. Name your department (Music Department), your name (Glenn 
Campbell); that's it, 4 words! It's crisp, clean and gives all the information the caller 
can handle at this point in the call. Adding phrases such as 

"good morning", "how may I help you" are ok so long as you sound like you mean 
it. Elaborate, drawn out greetings are <mtracting and time consuming. You can lose 
your caller before the conversation begins. 

Be Prepared Before You Respond 

Be prepared to answer the phone. It's not an intenuption, it's your job. Have 
pencil and paper ready, prepare mentally to be present with the caller. Write.down 
the caller's name immediately. If the caller doesn't identify him or herself- ask for 
a name... ''May I say whose calling?" "Could I have your name please?" "Wrth 
whom am I spealcing?'' All are polite, appropriate ways to get the caller's name. 
Use their name frequently throughout the conversation. Use all of your listening 
skills, focus your attention on the caller, speak calmly and choose your words. Be 
careful to avoid jargon or acronyms not universally fa~liar. 

Hints: 

Listen not onlyto what the speaker is saying but to their unspoken thoughts as we11 
What is it this person isn't saying that is important to the conversation? 

Be sure to get cJarification. "Ifl understand you correctly .. . ", ''So you are saying 
that ... " ''This is what I understand you are telling me ... " 

The phone call and Customer Senice 

Let's pause here for a minute to talk about the effect your kindne~, courtesy and 
relationship building bas on your dep~! and uhimately the University's relation­
ships with our customers. Ah! Cust~m~! And just who are our customers? A 
short, informal Webster definition is ''a person with v.:hom one must deal". A phone 
caller is certainly someone to be dealt with: thus, a customer. There are many 
dealings occurring during the workday outside of your sphere of influence. How­
ever, how people react to you, perceive you and thus the organization you represent 
are all within your control If you are a cheerful, responsive problem solver, people 
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will react positively to you. You can confidently influence your effi:ctiveness with a 
caller and ultimately the reputation of your department, with a strong customer 
service orientation. A famous restaurant trains their greeters to ask when you leave 
about your experience at their restaurant. They ask because they know if you bad 
a bad experience you are likely to tell 7-9 people. Those people will tell others and 

quickly the customer base erodes because of one bad experience. Without custom­
ers, the business fails and employees are out of work. If you treat your caller with 
disrespect. disdain arxl ~. you will unwittingly send a ~ to 7-9 people 
you never bad direct contact with that employees and you in particu.Jar, have no 
sense of customer service. On the other hand, if you treat the caller with respect, 
focus on their situatioµ and resolve their 

problem, 5 people will hear about the positive experience the caller bad with SIDC 
and you. We build our reputation with the community we live in and serve, one 
phone call, one customer service experience at a time. Each one counts and each 
one reflects on you. 

5 Forbidden Phrases 

1. ''I Don't Know'' 

2. "I/We Can't Do That'' 

3. ''You Have To" 

4. "Just a Second" 

5. ''No" 

Be positive, a problem solver, honest and helpful. 

fum:ead of Try: "'I Don't know" "That's a good question, let~ find out fur you". 
Callers don't want to be passed from person to person. If it is absohrtely neces.wy, 
transfer the caller to the appropriate department but do not leave the line until they 
have been connected to an individual to whom you can explain who is calling and 
why you are transferring them. Never,• transfer a call and hang-up befure the 
transfer is complete. · If the call requires research, assure the person you will call 
back and give them a specific•time to expect your call. There is no excuse fur not 
returning calls. If you haven't fuund out the infu by the established deadline, call 
and say so. Make yourself a cheat sheet on your department and other depart­
ments. Talk to people outside your immediate office and use the information to 
provide good customer service. '1/we can't -do that" "Here's what we can do." 
Everyone expects·that' -somfflling can·re done about any situation. By offering 
hope, you will be seen as a problem solver: · ' 

"Here's how we can help" or ''Here's what needs to be done" or ''I need to" 
When someone is calling you fur help, avoid putting the responsibility back on them 
byusmg the ''you" woql. Give options using_tJ]e W-0

1
rds ''we" or ''f'. "Just a second" 

Give an honest answer about how long it will take y1;>U to complete whatever you 
are doing AND tell them what you are do~. Use the hold button."No" Try to 
find a way to state the situation positively. The customer is not always right but s/ 

http:qucrt:i.on


he is always the customer. They bate to hear no, as they expect their situation will 
be resolved to their advantage. If you can't do what they are asking, be sure to 
tell them what you can do. 

Problem Callers 

Problem callers don't usually start out that way. So~ happens to make them 

go ballistic. Customers have an expectation of how they ought to be treated and 
if you mil to meet that expectation, they become agitated. When you get a caller on 
the phone who is getting agitated: Listen. Allow them to vent. Stay calm and be 
sincere. Remember the 87% rule - if you aren't sincere the caller will know 
immediately. Don't jump in, even if you have heard the same thing 10 times. The 
caller will be offended. A sincere voice will have a calming effect on the caller. If 
you become upset or def'emive you will make a bad situation worse. 

Hints: 

Don't over-react to trigger words. Callers will often try to push your buttons. 
Listen completely to the complaint, allow the caller to vent. Only when they are 
finished sh>uki you comnent. If the call~ long-<mtance you might offer to call them 
back to avoid phone charges. This can have an immediate positive impact. Empa­
thi7.e. Acknowledge their fe.elings. "I can bear that you are upset by tlm" or ''I can 
tell t1m situation is upsetting you". 

Hints: 

To help with this process, keep fiunily pictures in your work area. Pretend you are 
talking to someone you know and like while you are working with your caller. 
Force yourself to focus on solving the problem rather than internalizing.the caller's 
attacks. Don't b~ anyone for the problem, no matter who is at fiutlt. It's counter 
productive to resolving the issue. 

Apologi7.e. It doesn't matter who's at fauh. Anyone who bas been inconvenienced 
wants an apQlogy. You don't have to agree with the caller, but sbouki express regret 

that there is a problem. Empt,.thize.with the person's feelings and apologize, sin­
cerely.. . ''I'm really sorry this happened". This makes tbe caller reel that you have 
alignoo with them. It's bard to be upset with someone who is sympathetic and trying 
to help. 

Hint 

Use the person's name a lot and apologize frequently. Solve the problem Suggest 
agreeable solutions. Ask how you ~ -hejp-i!ld if it'~ reasonable, do it; if not, find 
a corq,romise. Make sure something-is.dQne. Take it upon yourself to ensure the 
customer gets some satisfilction. , . ,~ ' . -: ., .. . . ~ . 
Hints I • 

Handling difficult customers isni.t easy. Remembering the Golden Rule, "Do unto 
others as you would have them do unto you", and putting it into action with difficuh 
customers, will help increase your job satisfaction. Paraphrase the problem and 
repeat it to the ca11er - get clarification before offering solutions. Work with your 
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managers to streamline office'departmental procedures so people who answer the 
phone are empowered to solve the customer's problem Picture how good it feels 
to solve a problem and send someone away satisfied. It makes your whole day 
better. 

CONGRATULATIONS!! You've successfully handled a diffi­
cult situation. 

Take care ofyourselt: If it was a particularly difficuh caR take a quick break. walk 
down the hall, or havea drink of water. Talk over the situation with a colleague or 
your manager. Find some humor in the situation if you can. Pat yourself on the 
back. Remind yourself how good you are at your job and how conn:nitted you are 
to good customer service. Screening CailsScreening calls is often an unpleasant part 
of the job. But it is sometimes necessary because the person for whom you are 
screening does not always have time to talk or want to talk to the caller. Key to 
handling these situations is considering the being irate over not finding the person 
they are calling available to them. try sequencing the questions to avoid a conflict. 

Sample Conversation: 

Receptionist: ''Bookkeeping, James Stewart" 

Caller: "Is Ms. Stell available" 

Receptionist: ''I'm sorry, Ms: Stell is unavailable at this time, may I take your 
name and number and have her return your call? Or may I help you?" (Note: you 
have given the ca1ler the expectation a phone call will be returned but a1so offered 
immediate assistance if desired.) 

Caller. 'This is Sam Davis, would you please tell her I called, she has my number." 

Receptionist: ''Mr. Davis, she has asked me to interrupt if you should call, so 
please hold while I tell her you are on the line." (Had Mr. Davis not been someone 
who sbouJd be passed through you have left no room fur doubt about the availability 
ofMs. Stell) 

Placing Callers on Hold 

The other line is ringing, and you are anxious to answer ... requiring you to put your 
current caller on Hold-it's a necessary evil. We all hate being on Hold. So when 
it's necessary to place a caller on Hold, check with them first to determine if they 
can'want to Hold. WAIT for an answer. Remember back when we talked about 
''being present" with your caller? If you are present with your caller it is only polite 
to let them decide if they will Hold, go to voice mail, or call back. Handle your 
current caller befure you rush off to another .. . first come, first serve. Once you have 
placed a caner on Hold, check back every 15-30 seconds to update them. Thank 
them for holding and be as specific as you can about bow much longer you expect 
to keep them on Hold. Each time allow them the opportunity to decide. if they 
would like to continue Holding. 



Transferring Calls 

When the caller needs to be transferred, be polite and ask if they would like to be 
transferred. Ask the caller for their number in case you lose them during the 
transfer. Give the caller the name of the person to whom you are transferring them 
along with their number in case the call does not go through or in case they woukl 
like to call later. If at all possible, stay on the line until the transfer is complete. 

lfyou have a frustrated caller who has been transferred several times already, do 
not transfer them again. Take ownership of their situation. Call the appropriate 
party; ensure they have a solution to the situation, only then should you transfer the 
caller. If you don't know how to fix the situation, take the caller's name and 
number, find the appropriate person and have them return the call Check back to 
make sure the caller's situation~ been resolved. The caller will always remember 
your kindness and will tell others about your terrific customer service skills. 

Hints: 

Treat the caller as you would want to be treatedLook at those pictures in your work 
area; help the caller as if they were fiunily. Make it your goal to call them hack 
within 4 hours if you have to do research to help them with their situation 

Taking Messages 

When taking a message for someone else, be sure you get the following information 
recorded: 

1. The caller's name and company/department 

2. The correct spelling of the caller's name, date and time of the call 

3. Complete telephone number 

4. Brief explanation for call. 

Be sure to verify this infurmation with the caller to make sure you have taken the 
message correctly and give him/her the opportunity to check what they-tokl you. 

Hints 

If someone is covering the phones for you, pick up your messages when you return. 
Don't wait for them to come to you. 

Voice Mail 

Voice mail can be a very effective tool for communication ifit is used correctly. In 
general people don't mind getting transferred to voice mail if it gives them he]pfitl 
information. Your voice mail message should be short and to the point. When 
fbrced to leave a message, callers prefer to get right to it, not &ten to a longwinded 
voice mail greeting. Don't state the obvious, (I'm away from my desk or on the 
other line). State your department, your name and leave c.kw instruction as to what 
information you need from the caller such as: 

Name and phone number, 
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Best time for you to return the call 

Brief summary of the reason for calling 

Hints: 

Sample voice mail: "Housekeeping; Mary Maid. I .will be out of the office until 
Tuesday. Please leave your name, number, and a brief message as to the nature of 
your call. I will respond when I return." 

Sample voice mail: ''Housekeeping; Mary Maid I will be out of the office until 
Tuesday. Please leave your name, number, and a brief message as to the nature of 
your call. I will respond when I return. If you need innnediate assistance please 
contact Jeeves Butler at x5555. 

Sample voice mail if you change your voice mail daily: "School of Agriculture; 
Pepper Greeitjeans. Today is {date). At the tone, please leave your name, a brief 
message regarding your call, along with your phone rrumber and the best time to call 
you back." 

lfyou are going to be away from the office, say so and leave your date ofreturn 
so people will know when they might expect a response. If you are going to be 
out for an extended period, you should consider offering information on another 
source for helping the caller. In this case, you would state your department name, 
your name and information about who the caller can contact for ~istance. lfyou 
plan to refer your calls to another member of your department, be sure to make 
arrangements with them ahead of time. Leave them a cheat sheet on how to handle 
special procedures. 

Telephone Etiquettes for Receptionists 

If you have ever applied for the post of a receptionist, or if you have even gone 
through the job advertisement for the post of a receptionist, you would know the 
basic requirements and traits that an organization looks fur in a receptionist. Apart 
from the educational qualifications and other requirements, these two prerequisites 
are a must. 'Should have a pleasing personality' and 'should possess excellent 
communication skills•! Am I not right? These qualities are required because a re­
ceptionist is the intermce between an outside _customer and the organization. So, the 
impression that the receptio~ will have on the cmtomers, is the ~ion that the 
customers will have towards the organization and its people. Be it in person, or via 
telephone, a receptionist shoulders a huge responsibility in creating goodwill of the 
organization. We shall be discussing the phone etiquette that should be fullowed by 
a receptionist so that the customers feel welcomed and important. 

Receptionist Telephone Etiquette 

The biggest misconception that people have when they talk to someone over the 
phone is that, 'because the person cannot see.us, he cannot sense our body lan­
guage'. In fact, a person can easily sense your casualty or your body language just . 
by the way you speak and respond to their queries. In filct, a minute is enough fur 
a telephonic customer to make an impression {in tenm of knowledge, skills and 



professionalism) about the person he or she is speaking to. Therefore, in order to 
create the correct impression, a receptionist needs to follow certain telephone eti­
quette, they are mentioned here. 

Speak with a Smile 

The first and foremost thing that you do when you make or receive a call, is to greet 
the caller, so make sure you do that with a smile. Yes, I know that the caller can't 
see you snn1ing, but then it is a fuct that when you smile and talk, your voice seems 
to sound more welcoming and cheerful The person on the other end would per­
ceive the voice to be friendly, helpful and welcoming, which would also be the 
impression of the organiz.ation. 

Be Polite and Attentive 

Though the caller cannot see you physically, he can definitely sense your absence 
and lack of attention from just the way you talk! For example, if the caller as.ks you 
to transfer the call to Ms. White, and you end up asking the name again because 
you just weren't paying attention, the impression of you and the organization that 
you work for would be 'unprofessional' and careless. Therefore, you always need 
to be polite ( even when the customer is angry, may be due to a bad experience with 
the previous person he or she spoke to) to each and every customer and pay close 
attention to his or her needs and requirements. 

Never Interrupt the C~er, Listen First and then Respond! 

Do you ever like being interrupted when you are speaking to a customer service 
representative over the phone? Another blunder that phone receptionists. do is that 
they assume that they have understood what the caller is trying to say, even befure 
the caller finishes his or her sentence! This is sometrung you must never ever do! 
The most important part of comrrnroication is to listen with full attention, let the other 
person complete his or her sentence and then respond to the query with complete 
politeness and professionalism If you have not understood the customer's query, 
instead of saying, 'sorry I didn't get you', sa~· a understood that you are·( say the 
little bit that you understood), Is tlris correct?' This way the customer would repeat 
~elf or herself: and yo_u will get a chance to clarify your doubts without putting 
an impression that the customer was not understandable! 

Take Permission, and then Put' the Calle_r on Hold 

The main job of a receptionist is to either answer certain business queries and 
informatio~ or connect the call to.the correct person. It is .riot always that the 
receptionist will have ready answers •. There may be a need to place the caller on 
hold to solve the concern, or to transfer ~ call to the ~o~~erned person or 
department. You must always ask the caller's~permiss1on to p~ the call on hold, 
and also specify as to for how long will the.caller have to ·be on hold. It is also 
advisable to take their call back numbe~ so·tbat in case the caH gets disconnected, 
you can call them back. This indicates professionalism, and conveys the caller the 
idea that the receptionist knows his or her job really well! 
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Thank the Customer for Calling! 

Once the query has been resolved, or if you are transferring the call to a different 
department, thank the customer for calling by taking their name. This would make 
the customer feel important and would create a sense of satisfaction with the orga­
nization as a whole. 

So these were some basic phone etiquette for receptionists on how they should 
attend a call Attentivene~, politeness and proressionalism is what is expected as a 
part of the duties and responstbilities of a receptionist. Another very basic, yet very 
important point to be kept in mind is to always use professional words and not 
casual slang. There is always a yes, instead of a ' ya' . Terms and phrases like 'not 
really', 'am sorry, could you say that again' , 'Ok, see ya' are not acceptable at all! 
Also, if you fuel like coughing, or snee-zing in the middle of the conversation, always 
press the mute button and do so, instead of sneezing and yawning right on the 
caller's race when he is trying to talk to you. Just speak with a smile, answer with 
confidence and converse with care and concern to make sure that the first impres­
sion of you and the organization is the best. 

Telephone Etiquettes at Workplace 

Among the different modes of cormmmication used today, the telephone or the 
cellphone occupies the top most position; with instant messenger or e-mail coming 
to a close second. A telephone is the most important part of the customer service, 
telecommunication, sales, an1 many other industries. Similarly, a cellphone has becmre 
a part and parcel of the modern world and today literally, every person in the 
developed nation has a cellphone. Although you know how to use a cellphone or 
a telephone, there are certain etiquettes or ru1es that you need to follow while using 
the same. Here we will take a look at telephone etiquette tips at workplace. 

PROPER TELEPHONE ETIQUETTE AT WORK 

There are certain rules you need to keep in mind and follow while ~ering a call 
or making a call. The following is a list of the most important and essential tips that 
should be followed. 

• The first and the foremost thing to remember when answering a call is to 
greet the person with a 'hello' or a simple 'good morning or good after­
noon'. Do not ever answer a phone with 'yes' as it is rude. 

• You should always ask the person's permission before putting him/her on 
hold and tell the reason for the same. You should also thank the person for 
the same. 

• It is not considered wise to put a call on hold for more than one minute; 
however, if you need to do so, talk to the person after regular intervals to 
show that you have not forgotten him. 

• If you are receiving business calls, do not end the call befure the caller does 
so. 



• You should not interrupt the caller ifhe is speaking. It is also wise to keep 
your cool as much as you can while taik:ing on phone to a frustrated cus­
torrer. 

• If making a call, you should identify yourself: your company's name and 
your intention for the call in brief 

• Lastly, one of the most important telephone etiquette to remember is to not 
sound bored, angry, frustrated while receiving calls; it will surely pay to 
sound sweet and smiling. 

Proper Cellphone Etiquette at Work · 

Cellphones are banned in most of the organizations as they lead to distractions. 
However, if they are not banned in your organization, you still need to follow cell 
phone and texting etiquette at work to avoid distractions and disturbing other 
employees. Following are the cell phone etiquette that should be followed 

• A cellphone should always be on 'vibrate' or 'silent' mode at workplace or 
any business areas. Sometimes, at meeting, vi'brating phones can also dis­
tract people and hence, it is wise to switch off the phone. 

• It is advisable to avoid making personal calls at workplace and also reduce 
the amount of time you put in making calls. 

• If you have to make calls, make sure that you are at least 5-10 feet away 
from any person and not disturbing anyone. 

• You should make personal calls or t.ext only at break times. Avoid frequent 
texting at workplace or at your desk. 

• Surfing on the cellphone, playing games, etc. should be avoided completely. 

• Texting should also avoided in movie theaters or for other audio-visual 
performances as the light emitting from the cellphone can also cause distrac­
tion to others around you. 

• Text messages should usually be simple and short as replying to complicated 
and long text messages is also complicated. 

• Lastly, it is totally improper or rude to use the restroom' washroom for 
talking on the phone as it can be uncomfortable to the speaker as well as 
fur others using the restroom. 

These were a few essential tips to be followed at workplace while using the tele­
phone or the cel.Jphone. Following.phone etiquette at work shows good manners 
and common sense which will surely help in making a positive impression on others. 
So, think about it and follow it. 

Corporate Telephone Etiquettes 

The telephone has become an indispensable tool in businesses today. Cell phone 
techoology is rapidly changing. It is imperative to know all the rules while taiking on 
a phone fur business purposes. Business teJephone etiquettes should be taught to all 
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members of the organization. This will leave a good nq,ression of your organization 
on both the callers and the called. 

When you pick up the phone, greet the person depending on the time of the day. 
While calling you should introduce yourself and give the name o{your organization 
if you are working in one. Use short phrases and simple words while talking on the 
phone. Long-winding sentences will lead to disinterest and poor comprehension in 
listeners. Avoid the use of casual words and slang. Sales people could call you. It 
is not compulsory to hear out an entire sales pitch. One can ask the salesperson's 
name and business and politely express disinterest in the business or products. 
Further you can request your number to be rem>ved from the calling list. 

Proper customer service is an integral part of business telephone etiquettes. There 
should be screening of calls by possibly the receptionist before forwarding it to the 
concerned person. 1bere should be facility to leave a voice message on the phone 
if the person is not able to take the call at that particular time. If the phone gets 
disconnected due to some reasons then instead of waiting fur the call, callback the 
person right away. You should avoid multitasking like handling Jiffexent phone call5 
at one time. There should be proper scripts for inbound and outbound calls. · 

If you dial a number that is wrong, apologize promptly and disconnect One ought 
to dial carefully and in proper lighting to avoid calling a wrong number and causing 
inconvenience to others. Etiquette demands that both the caller and receiver should 
write down information when required. Before making a. call or taking one, be sure 
to have something to write upon. In case the conversation is confidential you should 
speak from a private room where no one else is present. In case this option is not 
available speak softly and at the volume not au.ruble to neighboring colleagues. 
Ideally you should not put a person on hold. You ought to ask permission before 
putting the person on hold Unauthorized persons should not be permitted to use the 
phone. This may have a detrimental effect on the reputation of your organization. 

You should never eat food or chew gum while talking on the phone. It causes 
unpleasant sounds and could possibly irritate the user. Do not talk on the phone 
while driving. This is not only dangerous but will also divide your attention. Speak 
softly. Make sure the volwne of the phone is not very bigh as well as speech should 
be able to be distinctly heard. The correct way to answer the telephone is 'hello'. 
Simply answering ''yes" is a an inappropriate and terse response. 

You should never be !U-(ie to a caller no matter wh3.tever provocation. You should 
always conduct yourself in a professional bt~siness like manner. Speak clearly and 
slowly when taking a business call You stio.lµ(f not mumble or have shtrred speech. 
Keep phone calls brief and frienilly. Yo~ ougbt to be mindful of different time wnes. 
Try to call during tlre·day as fur-as possible. Calls before 9am and after 9pm should 
be avoided. You should also be careful in~ where cu.1tural differences come by. 
Complimentary words ~d p~ may be comidered derogatory in oth~ cultures. 

Finally fullowing good business telephone is the i:esJ>ODSibility_of ev~ person in the 
organization. These are sirq>le and effective but inexpensive Irethods to enhance the 
image of your organization. 



11 Speaking Skills for 
Me~tings 

The Chapter Covers : 
■ Strategies for Developing Speaking Skills 

■ Developing Speaking Skills 
■ Listening Skills 
■ Active Listening 

Careers are often enhanced, or blunted, in business meetings. Do you sound like 
someone on his way up - or on bis way out? How you come across as a meeting 
participant can be pivotal. The skills involved in getting your point across are not 
vastly different than those of a keynote sJ>ea:ker giving a speech to a meeting group. 

"Just because the spotlight isn't shining directly on you doesn't mean that }'OU can't 
be seen," says Susanne Gaddis, a Chapel Hill, N.C., speech coach and commu­
nications authority. 

Like public speaking, the art of effective bus~-meeting comrmmication is very 
much a leamable skill Here are eight important, yet often overlooked, tips on 
speaking well as a meeting participant. 
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and body language aside, nothing is more critical to constructive give-and-take in 
a meeting than emphasizing the upside. Rather than criticizing, stay focused on the 
implicit value of what someone else says. It's not just Pollyannish. A study at the 
University of Michigan suggests that a preponderance of positive remarks at busi­
ness meetings genuinely contnbutes to successful companies. Try keeping score 
between positive comments and those designed more to sting than support. ''Stay 
solution focused, offering.up twice as many positive COIIlireilts as you do negative," 
Gaddis says. ''When it's possible, affirm others' ideas by using active and construc-­
tive feedback. For example: 'I really like Bill's idea on how we can use a different 
approach when responding to customer complaints."' 

2. Talk to the entire group. 

We've all been treated like a fifth wheel-being part of a group, but somehow off 
the planet when someone is supposedly addressing everyone in the room. Don't 
make the same snafu. When speaking in a group, move your eyes around and talk 
to anyone who's listening to what you have to say. ''When responding to a question, 
address the entire group, not just the person who asked the question," Gaddis says. 
"In this way, everyone feels included." 

3. Reach out and encourage feedback. 

Another meeting pitfu.11 is that hollow sound of silence-comments by speakers that 
disappear over the horizon leaving no follow-up discussion in their wake. This 
silence is not golden. So actively encourage col1III1Cnt and feedback based on what 
you have to contnbute. Not only does that make for a better meeting, but it can 
broaden, amplify and substantiate your remarks. "Get your point across but also 
open it up for discussion," says Jolm Baldoni, an Ann Arbor, Mich., consultant and 
the author of"Great Communicatiom Secrets of Great Leaders." "Call on people 
and ask them what they think. The point is not just to be a participant, but also a 
fucilitator." 

4. Mirror.the tenor of the meeting. 

Another business meeting basic is establishing a comfortable atmosphere where 
everyone feels at ease. One effective way to achieve that is to establish a consis­
tency in communication. It: for instance, most participants are keeping their remarks 

short, do the same. If their tone is low and reserved, follow their lead. The point 
is not to mindlessly mimic but, rather, to affirm and contnbute to the overall tenor 
of the meeting. And that makes for productive and efficient give and take. ''You can 
also mirror other behaviors such as leaning forward, crossing your legs and other 
movements," Gaddis says. 

5. Don't be a time hog. 

Anyone speaking in a business gathering wants to take enough time to identify and, 
if need be, dissect the point he's trying to convey. But it's all too easy to slip into 
a filibuster. Gaddis identifies this element as "conversational balance": Be thorough, 



but don't take so much time to get your message across that you lose others' 
attention or, even worse, alienate someone who may be waiting his tum to talk. 
Again, if others are being succinct, try to do the same. If need be, keep an eye on 
your watch when you've got the floor so a comment meant to be short doesn't 
stretch into a <liatribe. 

6. Check the diches and rhetoric. 

A central tenet of powerful business-meeting communication is being as clear as 
possible. Don't muddy your message by wallowing in tired catch phrases - just 
watch for facial tics when you suggest 'l)ushing the envelope"-or too many rhe­
torical questions that don't advance the discussion. "Be particularly careful with 
negative rhetorical remarks like 'What were you thinking?"' says Gaddis. 

7. When and if necessary, take it oftline. 

Not every in-meeting topic warrants brain surgery. Don't derail meetings or drag 
them on endlessly by going into detail that can be ~ at another time. ''If you 
make a point that warrants a lot Imre discussion, tell someone that you'll talk about 
it in greater detail at some other time," Baldoni says. Or address the issue one-on­
one with the questioner after the meeting. 

8. Be aware of your body. 

Not everything you convey to others comes by w.ay of your mouth. How you say 
what you say is equally telling in your ability to share your thoughts with others. Here 
are a few body language precepts you may wish to embrace (pun definitely in­
tended): Don't limit supportive interaction to just what you say. Show it by nodding 
your head, making eye contact, raising your eyebrows and making other gestures 
that demonstrate that your interest and involvement in the cliscusmn aren't m:re lip 

service. 

STRATEGIES FOR DEVEWPING SPEAKING SKILLS 

Students often think that the ability to speak a language is the product of language 
learning, but speaking is also a crucial part ofthe language learning process. Effec­
tive instructors teach students speaking strategies - using minimal responses, rec­
ognizing scripts, and using language to talk about language - that they can use to 
help themselves expand their knowledge of the language and their confidence in 
using it. These instructors help students learn to speak so that the students can use 
speaking to learn. 

1. Using minimal respomes 

Language learners who lack confidence in their ability to participate successfully in 
oral interaction often listen in silence while others do the talking. One way to 
encourage such learners to begin to participate is to help them build up a stock of 
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:minirna1 responses that they can use in different types of exchanges. Such responses 
can be especially useful for beginners. 

Minimal responses are predictable, often idiomatic phrases that conversation par­
ticipants use to indicate understanding, agreement, doubt, and other responses to 
what another speaker is saying. Having a stock of such respomes enables a learner 
to focus on what the other participant is saying, without having to simultaneously 
plan a response. 

2. Recognizing scripts 

Some connnunication situations are associated with a predictable set of spoken 
exchanges - a script. Greetings, apologies, compliments, invitations, and other 
functions that are influenced by social and cultural norms often follow patterns or 
scripts. So do the transactional exchanges involved in activities such as obtaining 
information and making a purchase. In these scripts, the relationship between a 
speaker's turn and the one that follows it can often be anticipated. 

Instructors can help students develop speaking ability by making them aware of the 

scripts for different situations so that they can predict what they will hear and what 
they will need to say in response. Through interactive activities, instructors can give 
students practice in managing and varying the language that different scripts contain. 

3. Using language to talk about language 

Language learners are often too embarrassed or shy to say anything when they do 
not unq.erstand another speaker or when they realire that a conversation partner has 

not understood them. Instructors can help students overcome this reticence by 
assuring them that misundemanding and the need for clarification can occur in any 
type of interaction, whatever the participants' language skill levels. Instructors can 
al.so give students strategies and phrases to use for clarification and comprehemion 
check. 

By encouraging students to use clarification phrases in class when nmunderstanding 
occurs, and by responding positively when they do, instructors can create an au­
thentic practice environment within the classroom itself As they develop control of 
various clarification strategies, students will gain confidence in their ability to manage 
the various cotllllllllication situations that they may eocounter outside the clas&oom 

DEVELOPING SPEAKING SKILLS 
Jh . . 

Having good speaking skills is important for'today's society. Communication con­
tinues to thrive in all aspects of life. Therefore, one should develop speaking skills. 
Speech strategies can include a variety of things. In addition. .knowing when to use 
correct speech during a certain situation is important. 



Focusing on speech is important for developing speaking skills. This includes tonal­
ity, expression, emphasis, and so on. The idea is to speak in a·way that is most 
adaptable to a situation. For instance, when giving a public speech, it is good to 
focus on the words as well as speaking loud enough for the audience. Pronunciation 
is also very important and can save potential embarrassment. 

When speaking to another, it is important to clarify at times. Sometimes other 
people misconstrue what we are trying to say. In addition, they may misunderstand 
or not fully pay attention to us. Responding to environment cues is important in the.5e 
cases. Clarifying what we are saying is good for speaking skills. The idea is to be 
as UDderstanding and responsive as posstble to make others feel that they are being 
heard 

When dealing with situations, it is good to know how to respond to them via our 
speaking skills. This can include formal greetings, public speeches, talking to a small 
group, one on one conversation, and so on. Many times we have to adjust to the 
situation at ~-As a resuh, we can change our speaking methodologies to fit the 
situation. This would include what we say and how we say it. 

Speaking is one of the most basic functions of our lives. We all learn to commu­
nicate with one another through various means. Developing our speaking skills is 
important such that we can better corrummicate with others. Many times speaking 
bas great influence. Great speeches are usually admirable and have a long lasting 
effect. Therefore, having the speaking skills to influence others for the better is good 
to obtain. 

LISTENING SKILLS 

~ were given nw ears but only one mouth. 

This is because God knew that listening ~ twice as hard as talking. . . 

People need to practice and acquire skills to be good listeners, because a speaker 
cannot throw you information in the same manner that a dart player tosses a dart 

at a passive dartboard. Information is an intangible substance that must be sent by 
the speaker and received by an active listener. 

THE FACE IT SOLUTION FOR EFFECTIVE LISTENING 
' . 

Many people ar~ :fatmliar with the scene of the child standing in front of dad, just 
bursting to tell him wha~ happened in school .that day. Unfu~tely, dad has the 
paper in front of bis face and even when he drops the paper down half-way, it is 
visibly apparent that he is not really ~tening. . .. ,, , 

A student solved the problem of getting dad, t_o listen from behind his protective 
paper wall Her solution was to say, ''Move your face, dad, when I'm talking to 
you." This simple solution will force even the poorest listener to adopt effective 
listening skills because it captures the essence of good listening. 
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GOOD LISTENERS LISTEN WITH THEIR FACES 

The first skill that you can practice to be a good listener is to act like a good 

listener. We have spent a lot of our modem lives working at tuning out all of the 

information that is tlnust at us. It therefore becomes ~ rtant to change our physi­

cal body language from that of a deflector to that of a receiver, much like a satellite 

dish. Our f.aces contain most of the receptive equipment in our bodies, so it is only 

natural that we should tilt our faces towards the channel of information. 

A second skill is to use the other bodily receptors besides your ears. You can be 

a better listener when you look at the other person. Your eyes pick up the non­

verbal signals that all people send out when they are speaking. By looking at the 

speaker, your eyes will also complete the eye contact that speakers are trying to 

make. A speaker will work harder at sending out the information when they see a 

receptive audience in attendance. Your eyes help complete the communication cir­

cuit that nrust be established between speaker and listener. 

When you have established eye and face contact with your speaker, you must 

then react to the speaker by sending out non-verbal signals. Your fuce must move 

and give the range of emotions that indicate whether you are following what the 

speaker has to say. By moving your face to the information, you can better con­

centrate on what the person is saying. Your face must become an active and con­

toured catcher of information. 

It is extremely difficuh to receive information when your mouth is moving information 

out at the same time. A good listener will stop talking and use receptive 
language instead. Use the I see . .. un hunh . .. oh real-ly words and phrases that 

follow and encourage your speaker's train of thought. This forces you to react to 

the ideas presented, rather than the person. You can then move to asking questions, 

instead of giving your opinion on the information being presented. It ~ a true listening 
$kill to use your mouth as a moving receptor of information rather than a broad­

caster. 

A final skill is to move your mind to concentrate on what the speaker is saying. 
You cannot fully hear their point of view or process information when you argue 

mentally or judge what they are saying before they have completed. An open mind 

is a mind that is receiving and listening to information. 

If you really want to listen, you will act b1ce a good listener. Good listeners are good 

catchers because they give their speakers a target and then move that target to 

capture the information that is being sent When good listeners aren't understanding 
their speakers, they will send signals to the speaker about what they expect next, 

or how the speaker can change the speed of information deliveiy to suit the listener. 

Above all, a good listener involves all of their fu.ce to be an active moving listener. 



THINGS TO REMEMBER 

1. If you are really listening intently, you should fuel tired after your speaker bas 
finished Effective lliitening is an active rather than a passive activity. 

2. When you find yourse1f drifting away during a listening session, change your 
body position and concentrate on using one of the above skills. Once one 
of the skills is being used, the other active skills will come into place as well 

3. Your body position defines whether you will have the chance of being a 

good listener or a good deflector. Good listeners are like poor boxers: they 
lead with their faces. 

4. Meaning cannot just be transmitted as a tangtble substance by the speaker. ' 
It must also be stimulated or aroused in the receiver. The receiver must 
therefore be an active participant for the cycle of communication to be 
complete. 

ACTIVE LISTENING 

Hear what people are really saying 

Listening is one of the most important skills you can have. How well you listen bas 
a major impact on your job effectiveness, and on the quality of your relationships 
with others. 

We listen to obtain information. 
We listen to understand 
We listen for enjoymenL 
We listen to learn. 

Given all this listening we do, you would thiok. we'd be good at it! 

In fact most ofus are not. Depending on the study being quoted, we remember 
1 

between 25% and 50% of what we hear. That.means that when you talk to your 
boss, colleagues, customers or spouse for 10 minutes, they pay attention to less than 
half of the conversation. This is dismal! 

Tmn it around and it reveals that when you are receiving directions or being pre­
sented with information, you areo 't hearing the whole message either. You hope the , 
important parts are captured in your 25-50%, but what if they're not? 

Clearly, listening is a skill that we can all benefit from improving. By becoming a 
better listener, you will improve your productivity, as well as }Our ability to influence, 
persuade and negotiate. What's more, you '11 avoid conflict and misunderstandings. 
All of these are necessary for workplace success! 

Good comrmmication skills require a high level of se1f-awareness. By understanding 
}Our personal style of communicating, )OU will go a long way towards creating good 
and lasting impressions with others. 
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The way to become a better listener is to practice "active listenint'. This is where 
you make a conscious effort to h::aI' not only the words that another person is saying 
but, more importantly, try to understand the complete message being sent. 

In order to do this you must pay attention to the other person very carefully. 

You cannot allow yourself to beoome distracted by whatever else may be going on 
around you, or by forming counter arguments that you'll make when the other 
person stops speaking. Nor can you allow yourself to get bored, and lose focus on 
what the other person is saying. All of these contnbute to a lack of listening and 
understanding. . 

Tip : If you 're finding it particularly difficult to concentrate on what someone is 
saying, try repeating their words mentally as they say them - this will rein­
force their message and help you stay focused. 

To enhance your listening skills, you need to let the other person know that you are 
listening to what he or she is saying. To understand the importance of this, ask 

yourself if you've ever been engaged in a conversation when you wondered if the 
other person was listening to what you were saying. You wonder if your message 
is getting across, or if it's even worthwhile continuing to speak. It feels like talking 
to a bric,C wall and it's something you want to avoid. 

Acknowledgement can be something as simple as a nod of the head or a simple ' 'uh 
huh." You aren't necessarily agreeing with the person, you are simply :indicating that 
you are listening. Using body language and other signs to acknowledge you are 
listening also reminds you to pay attention and not let your mind wander. 

You should also try to respond to the speaker in a way that will both encourage him 

or her to continue speaking, so that you can get the infurmation if you need While 
nodding and ''uh huh:ing'' says you're interested, an occasional question or comment 
to recap what has been said crnmmmicates that you understand the message as well. 

Becoming an Active Listener 

There are five key elements of active listening. They all help you ensure that you 
hear the other person, and that the other person knows you are hearing what they 
say. 

1. Pay attention. 

Give the speaker your undivided attention, and acknowledge the message. 
Recognize that non-verbal ro,u:unmric_ation also "speaks" loudly. 

• Look ·at the speaker' directly. 

• Put aside distracting thoughts. Don't mentally prepare a rebuttal! 

• Avoid being distracted by environmental factors. 



• "Listen" to the speaker's body Janguage. 

• Refrain from side conversations when listening in a group setting. 

2. Show that yon are listening. 

Use your own body language and gestures to convey your ~ention. 

• Nod occasionally. 

• Smile· and use other facial expressions. 

• Note your posture and make sure it is open and inviting. 

• Encourage the speaker to continue· with small verbal comments like 
yes, and uh huh. 

3. Provide feedback. 

Our p~onal fihers, assumptions, judgments, and beliefs can distort what 
we hear. As a listener, your role is to 1mderstand what is being said. This 
may require you to reflect what is being said and ask questions. 

• Reflect what has been said by paraphrasing. ''What I'm hearing is." 

and "Sounds like you are s~ying." are great ways to reflect back. 

• Ask questions to clarify certain points. "What do you mean when 
you say." "Is this what you mean?" 

• Summarize the speaker's comments periodically. 

Tip: If you find yourself responding emotionally to what someone said, 
say so, and ask for more information: "I may not be understanding 
you correctly, and I find myself taking what you said personally. 
What I thought you just said is XXX; is that what you meant?". 

4. Defer judgment. 

. Interrupting is a waste of time. It frustrates the speaker and limits full un­
derstanding of the message. 

• Allow the speaker to finish. 

• Don't interrupt with counter arguments. 

5. Respond Appropriately. 

Active listening is a model for respect'and understanding. You are gaining 
information and perspective. Yqu add.µothing by ~ttacking the speaker or 
otherwise putting him or her down. 

• Be candid, open, and honest in your response. 

• Assert yom opinions respectfully. 
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• Treat the other person as he or she would want to be treated. 

Points Key 

It takes a lot of concentration and determination to be an active listener. Old habits 
are hard to break, and if your listeningbabits are as bad as many people's are,_ then 
there's a lot of habit-breaking to do! 

Be deliberate with your listening and remind yourself frequently that your goal is to 

truly hear what the other person is saying. Set aside all other thoughts and behaviors 
and concentrate on the message. Ask questions, reflect, and paraphrase to ensure 
you understand the message. If you don't, then you'll find that what someone says 
to you and what you hear can be amazingly different! 

Start using active listening today to become a better C0111J11)micator, improve your 
workplace productivity, and develop better relationships. 



12 Communication 
Barriers 

The Chapter Covers : 
■ Barriers to Communication 

■ Cultural Barriers to Effective Communication 

■ OverromingCommunic:ation Barriers 

■ Communication Barriers in Organisations 

■ Communication Barriers in Business 

■ Communication Challenges in the Workplace 

Connmurication is a process beg:irnring with a sender who encodes the message and 
passes it through some channel to the receiver who decodes the message. Commu­
nication is :fruitful if and only if the messages sent by the sender is interpreted with 
same meaning by the receiver. If any kind of disturbance blocks any step of com- ' 
munication. the ~age will be destroyed. Due to such disturbances, managers in 
an organiz.ation face severe problems. Thus the managers must locate such barriers 
and take steps to get rid of them. 

There are several barriers that a:ffucts the flow of communication in an organiz.ation. 
These barriers interrupt the flow of communication from the sender to the reciever, 
thus making communication ineffective. It is essential for managers to overcome 
these barriers. The main barriers of communication are summarized below. 

Business Communication 

NOTES 

289 



Business Communication 

NOTES 

290 

Following are the main communication banien: 

1. Perceptual and Language Differences: Perception is generally how each 
individual interprets the world around him All generally want to receive 
messages which are significant to them. But any message which is against 
their values is not accepted. A same event may be taken differently by 
difrerent individuals. For example: A person is on leave fur a month due to 
personal reasons ( fumily member being critical). The HR Manager might be 
in confusion whether to retain that employee or not, the in:nnedjate manager 
might think ofreplacement because his teams productivity is being ham­
pered, the family members might take him as an emotional support. 

The linguistic differences also lead to communication breakdown. Same 
word may mean different to different individuals. For example: consider a 
word ''value". 

a. What is the value of this Laptop? 

b. I value our relation? 

c. What is the value oflearning technical skillil? 

''Value" means different in different sentences. Comnnmication breakdown 
occurs if there is wrong perception by the receiver. 

2. Information Overload: Managers are surrounded with a pool of infunna­

tion. It is essential to control this information flow else the information is 
likely to be misinterpreted or furgotten or overlooked As a resuh connnu­
nication is less effective. 

3. Inattention: At times we just not listen, but only hear. For example a 

· traveler may pay attention to one ''NO PARKING" sign, but if such sign is 
put all over the city, he no longer listens to it. Thus, repetitive messages 
should be ignored for effective communication. Similarly if a superior is 
engrossed in his paper work and his subordinate expla.im him his problem, 
the superior may not get what he is saying and it leads to disappointment 
of subordinate. 

4. Time Pressures: Often in organization the targets have to be achieved 
within a specified time period, the failure of which bas adverse conse­
quences. In a baste to meet deadlines, the formal channels of cororrnmication 
are shortened, or messages are partially given, i.e., not completely trans­
ferred. Thus sufficient time should be given fur effective communication. 

5. Distraction/Noise: Comrrnmication is also affected a lot by noise to dis­
tractions. Physical distractions are a1so there such as, poor lightning, uncom­
fortable sitting. unhygienic room also affects cormmmication in a meeting: 
Similarly use of loud speakers interferes with communication. 



6. Emotions: Emotional state at a particular point of time aoo affects commu­
ni.cation. If the receiver feels that commnnic.ator is angry he interprets that 
the information being sent is very bad While he takes it differently if the 
communicator is happy and jovial (in that case the message is interpreted 
to be good and interesting). 

7. Complexity in Organizational Strncture: Greater the hierarchy in an or-
, ganiz.ation (i.e. more the number of managerial levels), more is the chances 

of communication getting destroyed. Only the people at the top level can 
see the overall picture while the people at low level just have knowledge 
about their own area and a little knowledge about other areas. 

8. Poor retention: Human memory cannot function beyond a limit. One cant 
always retain what is being told specially if he is not interested or not 
attentive. This leads to communication breakdown. 

BARRIERS TO COMMUNICATION 
It's not always easy and often takes a lot of determination. But making an effort to 
remove the obstacles - tangible and intangtble - that stand in our way, can be the 
key to building relationships that really work 

by Eric Gamer 

Many people think that communicating is easy. It is after all something we've done 
all our lives. There is some truth in this simplistic view. Conmnmicating is straight­
forward. What makes it complex, difficult, and frustrating are the barriers we put 
in the way. 

Here are the 7 top barriers. 

1. Physical barriers 

Physical barriers in the workplace include: 

• marked out territories, empires and fiefdoms into which stranger~ are not 
allowed 

• closed office doors, barrier screens, separate areas for people of different 
status 

• large working areas or working in one unit that is physically separate from 
others. 

Research shows that one of the most important factors in building cohesive 
teams•is proximity. As long as people still have a personal space that they can 
call their own, nearness to others aids communication because it helps us get to 
know one another. 
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2. Perceptual barriers 

The problem with communicating with others is that we all see the world dif­
ferently. Ifwe didn't, we would have no need to communicate: something like 
extrasensory perception would take its place. 

The following anecdote is a reminder of how our thoughts, assumptions and 

perceptions shape our own realities: 

A traveller was walking down a road when he met a man ftom the next town. 

''Excuse me," he said. ''I am hoping to stay in the next town tonight. Can you 

tell me what the townspeop1e are like?" 

''Well," said the townsman, ''how did you find the people in the last town you 

visited?' 

"Oh, they were an irascible bunch. Kept to themselves. Took me for a fool 

Over-charged me for what I got. Gave me very poor service." 

''Well, then." said the townsman, ''you '11 find them pretty much the same here." 

3. Emotional barriers 

One of the chief barriers to open and ftee communications is the emotional 

barrier. It is comprised mainly of fear, mistrust and suspicion. The roots of our 

emotional mistrust of others lie in our childhood and infancy when we were 

taught to be careful what we said to others. 

"Mind your P sand Q :S- "; "Don~ speak until you '-re spoken to"; "Children 
should be seen and not heard". As a result many people hold back ftom 

colIIIIl1lDicatin their thoughts and fueliags to others. 

They feel vulnerable. While some caution may be wise in certain re1ationships, 
excessive fear of what others might think ofus can stunt our development as 

effective communicators and our ability to furm meaningful relationships. 

4. Cultural barriers 

When we join a group and wish to remain in it, sooner or later we need to 

adopt the behaviour patterns of the group. These are the behaviours that the 

group accept as signs ofbelonging. 

The group rewards such behaviour through acts of recognition, approval and 

inclusion. In groups which are happy to accept you, and where you are happy 

to confurm, there is a mutuality<>finterest and a high level of win-win contact. 

Where, however, there are barriers to your membership of a group, a high level 

of game-p]aying replaces good communication. 



5. Language barriers 

Language that describes what we want to say in our ten:m may present barriers 

to others who are not familiar with our expressions, buzz-words and jargon. 

When we couch our comnmoication in such language, it is a way of excluding 
others. In a global market place the greatest compliment we can pay another 

person is to talk in their language. 

One of the more chilling memories of the Cold War was the threat by the Soviet 

leader Nikita Khruschev saying to the Americans at the United Nati~ns: "We 
will bury you!" This was taken to mean a threat of nuclear annihilation. 

However, a more accurate reading of Klrruschev's words would have been: 
''We will overtake you!" meaning economic superiority. It was not just the 

language, but the fear and suspicion that the West had of the Soviet Union that 

led to the more alarmist and sinister interpretation. 

6. Gender barriers 

There are distinct differences between the speech patterns in a man and those 

in a woman. A woman speaks between 22,000 and 25,000 words a day 

whereas a man speaks ·between 7,000 and 10,000. In childhood, girls speak 

earlier than boys and at the age of three, have a vocabulary twice that of boys. 

The reason for this lies in the wiring of a man's and woman's brains. When a 

man talks, his speech is l9cated in the left side of the brain but in no specific 

area. When a woman talks, the speech is located in both hemispheres and in 

two specific' locations. 

This means that a man talks in a linear, logical and compartmentalised way, 

features ofleft-braio thinking; whereas a woman talks more freely mixing logic 

and emotion, features ofboth sides of the brain. It also explains why women 

talk for much longer than men each day. 

7. Interpersonal barriers 

There are six. levels at which people can distance themselves from one another: 

1. Withdrawal is an absence of interpersonal contact. It is both refusal to be 

in touch and time alone. 

2. RJtuaJs are meaningless, repetitive routines devoid of real contact. 

3. Pastimes fill up time with others in social but superficial activities. 

4. Worldng activities are those tasks which follow the rules and procedures of 

contact but no more. 

5. Games are subtle, manipulative int.eractions which are abol,ll winning and 
losing. They include "rackets" and "stamps". 

Business Communication 

NOTES 

293 



Business Communication 

NOTES 

294 

6. Closeness is the aim of interpersonal contact where there is a high level of 
honesty and acceptance of yourself and others. 

Working on improving your communic.ations is a broad-brush activity. You have to 
change your thoughts, your feelings, and your physical connections. 

That way, you can break down the barriers that get in your way and start building 
relationships that really work. 

CULTURAL BARRIERS TO EFFECTIVE COMMUNI­
CATION 

Owing to cultural differences between people, commmrication is not always effec­
tive. Cultural barriers in conmrunication ought to be dealt with efficiently, in order 
to enable healthy comrmmication. 

"Most conversations are simply monologues delivered in the presence of a 
witness. " - Margaret Millar 

It is a fact that effective communication is the key to success in both personal and 
business relatiomhips. In the absence of proper connmmication between two people, 
actiom will not be in tandem with the actual IIX)tive. Many a time, the reason behind 
the lack of effective comnrunication between two ind.ividuaJs is, the cultural differ­
ences between them. Be it an informal or a corporate setting, a gap is created in 
the communication between individuals coming from difrerent cuhures, as a result of 
which the message to be conveyed is misinterpreted or not understood. Here is an 
overview of some of the cultural barriers to comm1mication in personal and profes­
sional relationships. 

Cultural Barriers to Effective Communication 

Social and Economic Conditions: Individuals may not communicate with each 
other due to a difference in the status they hold in society. For example people 
holding higher ranks or posts or those with a higher position in society may expe­
rience di:fficuhy in communicating with individuals holding lesser ranks or those on 
a lower social status. In the same way, those in a good economic condition may not 
communicate openly with people in a relatively lower financial status. This is ob­
served at both personal and professional levels. For example, people from rich 
families may find a communication gap in interacting with people from the middle or 
lower middle cJass. A poor economic condition or lower status in society can make 
one feel inferior. Similarly, a very good economic condition or higher social status 
can make one feel superior, thus creating a communication gap be~een these two 
groups. 

Cultural Background: People coming from different countries may not find com­
furt in conmrunicating or coordinating easily with 'one another. When people from 
different countries come together, their way of thinking varies. Some might be shy 
to commxmfoate, while others open fur commmrication. Owing to the difference in 
their cultural backgrounds, there is a difference in their upbringing, due to which 
there's a difference in their views and beliefs. Even the communication etiquette 



differs across the.different countries, thm~ ma.king it difficult for communication to 
even start. 

Language and Accent: Language is one cultural barrier that is observed in people 
coming from different parts of the world M:3I1Y of us hesitate to communicate with 
a foreigner because we are unable to understand his language or accent. For ex­
ample, An Asian may not feel comfortable talking to an Australian, owing to bi&/her 
heavy English accent. 

Behavior and Nature: Behavior and human nature can be barriers in communica­
tion. Culture influences one's personality ~d the persona in turn impacts the way 
one thinks, behaves and communicates. For example, egoistic people may keep 
thetmelves away from coJJlDJim:icating with the others around. Similarly, people with 
an inferiority complex may find it difficult to communicate freely. Also, a difference 
in personalities can lead to a cormmmication gap in people. Extroverts can initiate 
communicate with no difficulty while ~troverts cannot Good communication is 
possible only if both parties are ready to communicate, are able to understand the 
differences in their personalities and keep their personal differences aside. 

Religion: Being from different religions or castes can act as a barrier to commu­
nicate on a personal or professional level Sometimes, a person may feel uncom­
fortable COIJllJDrok.ating with people from other religions. This is mainly because of 
the difference in the beliefs they share. Religious views impact the way one thinks 
and can lead to differences of opinion. But one must understand the reasons behind 
these differences and tackle them carefully. If this is done, religion would no longer 
remain a cultural barrier to commnoicati.on. However, due to g]obalization and spread 
of education, the negative impact oftlris kind of barrier seems to be decreasing. 

Apart from the cultural barriers discussed above, difierences in political views, Jiving 
values, priorities in life, trust levels, age difference and moods are some of the other 
factors that binder effective CoIJllJDroication. Given below are sorre tips on how to 
overcome cu1turaibarrier to effective coumnmication. 

Overcoming Cultural Barriers to Communication 

• While communicating with an individual or a group, use a language they are 
fumiliar with. · 

• Have respect for people from other cultures and their values and beliefs. 

• While communicating, do not include terms or references which are exclu­
sively related to a specific culture. 

• A knowledge of different cultures and traditions helps you get along with 
people from other cultures. 

. -
• Wrth regards to corporate comroJmication, the management can anange for 

cross-cuhural training sessions, which con1nbute to clear communication in 
people from diflerent cultures. 

• Be it a hobby c~ or workplace training, make sure the training ~erial 
~ an easy-to-understand Janguage fur any group of individuals. 
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• Having the working knowledge of an additional language is also an effective 
way to reduce the impact of cu1tural barriers in comrrmnication. 

• Treat people from other cultures with respect; doing so will enable healthy 
CoDJDll mication between you. 

The who.le idea of communication is based on transfer of information from a sender 
to a receiver and connnunication is said to be complete only when the recipient 
understands what the sender had to say. Thus, it's obvious that connnunication 
cannot take place in the presence of any kind of barriers that binder healthy inter­
action between the comnruoicators. CulµJral barriers hamper effective comro,mica­
tion at both personal and professional levels. Removing these barriers would cer­
tainly encomage healthy and effective comrmmication. 

OVERCOMING COMMUNICATION BARRIERS 

Before knowing different ways to overcome comunmication barriers, it is very 
important to understand and identify the various barriers to effective communication. 
These barriers include language barriers, due to differences in the language and 
understanding; interpersonal barriers, wherein the difference or presumption be­
tween two people can cause lack of understanding; physical barriers, wherein the 
presetice·ofa physical barrier like traffic, loud noise etc. can cause interference; 
emotional barriers, wherein one is unable to pay attention because of being preoc­
cupied emotionally, and cultural barriers wherein the di:ffurences in cultures and 
traditions lead to misunderstandings and differences. It is only when you identify 
the barriers to effective.communication, you would be able to successfully overcome 
them . 

Overcoming Communication Barriers 

It is very important to understand that romrrnmication is a two way process wherein 
the sender and the receiver play an equally important role. Just putting forth the 
message to the receiver isn't enough, ·you must also make sure that the receiver has 
perceived the infurmation in the same manner as you intended to! Until and unless 
you are not sure that the correct information in the correct sense has been received 
by the receiving end, the process of communication is incomplete. Sadly, most of 
the times it so happens that the infurmation that we 'tend to convey is always 

, perceived in a different manner. This lack of effective corrnnunicat:ion can lead to a 
lot of misunderstandin and friction within all the parties involved. Below mentioned 
are some effective tips on how to overcome communication barriers. Have a look. .. 

Be a Good Listener 

How many times has it happened to you. that you were talking to a person and even 
before you could finish, yov were snubbed. Would you even feel like openly talking 
to that person again who doesn't even w~t for you to finish? Though it is more 
difficult than said, but listening at times is more important than speaking out There­
fore, if you really want to be a part of a successful communication process, it is 
important for you to be a good and patient listener. Wait for the other person to 
finish and put his point across and only then say something ahead 



Be Present, not only Physically, but Mentally Too! 

Effective communication demands your attention and presence, not only physically, 
but mentally as well If there are any physical barriers b1re too much of noise, or too 
many people or too much of distance, then make sure that you either communicate 
away from the mvironnr.ot or rmke sure that )'OU eliminate these hindrances. Speaking 
of mental barriers, keep your mind fully alert and pay attention to the person you 
are communicating with. Or else, the person will assmne that you understood his 
point when you have not! 

Don't Presume B~(orehand 
... ·· - . 

Presumption, is the biggest barrier to effective coIDllJUDication. After listening to ha1f 
the information, we tend to presume what the rest of the part would be, which is 
something that we are NEVER supposed to do! The stereotype approach of taking 
things fur granted can lead to a lot of misunderstandmg and confusions. Therefore, 
never presume while communicating. 

Use the Right Channel to Communicate 

Using the appropriate channel to cmmmmicate is a1so equally important. I mean, if 
you have to tell your employees that the company will be giving bonus, calling 
everyone individually and informing them would be foolish, why not just put it on 
the noticeboard! Similarly, if you need to appreciate an employee fur their contri­
bution towards the organimion, then personally commending the employee in front 
of the team would be better than putting it on the notice board. 

Keep it Simple and Easy 

The basic element in the process of comrrmnication is language, which must be 
extremely simple and easy so that there are no loopholes to misinterpret or not 
understand what you are trying to put across. Try to avoid using jargon or too nmch 
of complicated words and sentences. Remember that the basic motive is to put 
across the mes&1ge and making sure that people understand it. No one is judging 
yol,ll' knowledge or vocabulary, but definitely judging how effective you are when it 
comes to cormmmicating. 

Feedback is Extremely Important 

Last but not the least, talcing a feedback from the receiving end, just to make sure 
that they have :interpreted the information in the same manner as you intended to is 
~ important! It is only through proper feedback that you can understand how fur 

( ' 

they have understood, thereby getting a chance to clarify the differences, if any. 

So, these were so~ of the most effective ways on how to overco~ cormmmica­
tion barriers in an organization, be it a furmal or an informal one. Just try to 
incorporate ~e simple yet effective tips and you will definitely be able to achieve 
a smooth and well coordinated enmmnent around you. Communication is very 
easy, provided to keep it simple and sweet. 
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COMMUNICATION BARRIERS IN ORGANISATIONS 

What is communication barriers in organizations? Befure that let us understand the 
importance of comunmication itself Communication is an exchange of ideas and 
thoughts, in order to execute them effectively. It is about putting yow- thoughts forth 
and listening to others as well. Cmnmnnication is considered complete once the 
listener has perceived your thoughts the way you want him to perceive them. 
Hence, ccnmmmicationis of utmost importance to be a happy and su~ful social 
being. 

The place where you spend maximum time of yow- day is your workplace, where 
you have people from diffetent backgrounds, cultures, beliefs, etc. Certain protocols 
have to be fullowed with seniors wbiJe eomrmmicating with them, 1ikewme a line has 
to be drawn while communicating with the juniors, and so on. Hence, comrmmica­
tion is not easy at the workplace. It is a_ complex process. An organimtion works 
as a team and cmmminicating effectively among the team members only will ensure 
the organization's success. 

Barriers to Effective Communication in Organizations 

People in an organization spend over 75% of their tune on interpersonal 
eomrmroration. To overcome CQmrmmation barriers in organjzatiom, it's irqxnt.ant 
to know the barriers in the first place. The fullowing are a few main communication 
barriers in organi:w:ions. 

Distance Barrier 

When offices are located at different locations, employees find it difficult to com­
nn.micate with each other. In fuct, the scope to con:m:nmicate narrows down. Differ­
ent mediums of communication, other than face to face communication, may be 
used, which may lead to incorrect or incomplete communication. Hence, distance 
being the major communication barrier in organizations. 

Language Barrier 

Some employees make use of jargon's which may sound fureign to 100st recipients. 
Hence, specialist language fur non-specialist audience is another communication 
barrier. We use 500 common words every day. These 500 words have 1000 
different meanin~. It is very important to use proper language and to see to it that 
it is properly communicated to the recipient. Otherwi-;e, Janguage can be a big barrier 
to effective con:munication in organi:za~ .. 

Selective Communication and Conflicts 

Sometimes, the reporter gives the reeipient incomplete information, and sometimes 
the recipient hears incorrect information, both leading to comrmmication failure. 
Sometimes, the communicator and recipient share some personal bittern~ too, and 
it definitely affects the eomrmmication pro~. This disturbs the workplace and is 
another major hurdle in the welmre of the organization. Hence, it i$ considered as 
one of the major comrrnmication barriers in OTgani:w:ions. 



Cultural Barriers 

Some people are rigid and stubborn when it comes to mixing with people from a 
different culture or community. They are comfortable and do not quite like to get 
out of their shell They prefer being with people of the same culture as theirs. This 
is a reason why culture acts as one oftbe noteworthy barrieri, to effective commu­
ni.cation in the workplace. 

Correct Use of Medium for Communication 

Some organizafum 1Iy dosing an in::p:utant deal with a custonr.r via email Substituting 
face to fuce communication with electronic communication to protect oneselfftom 
the fall-out of people's emotions, will eventually hit back. A fuce to fuce commu­
ni.cation increases trust and faith in the organmition. There are advantages and dis­
advantages of electronic eommnnication. Using electronic COTl]JTJlmication when it is 
really required is good, but not because it is an easy way out. 

Defensive Behavior 

Defensive behavior shows lack of self confidence, fear of rejection, and the desire 
to be perfect in everyone's eye. It is difficult fur such people to accept their mistakes 
and correct them at the same time, hence causing a comn)]mication barrier in or-
ganizations. 

Lack of Feedback 

A communication cycle is not complete if there is no feedback :from: the recipient. 
It is important to know what the recipient~ absorbed of the comm1mication, and 
that the ideas put across have been perceived correctly for effective execution of 
the same. Lack of feedback defeats the very purpose of effective communication, 
hence, 1eading to another eommunication barrier in organiz,ations. 

Once the barriers of communication in, organizations are considered, it's only easy 
to find ways and means to overcome them. Barriers of communication definitely 
affect the organi2'.ation as a whole but also affects you at a personal level. Hence, 
overcoming co1DDlJJilication barriers in organiutions not only helps the organization 
overcome roadblocks on their way to success but improves you with your effective 
cmnmnmcation skills as well. 

To sum it up, every individual communicates differently. To understand every indi­
viduals differences and coIJ)TJ]J1mcate aptly~ ~e a ~trong y.rork team, and this 
is where understanding comrrnmr.ation barriers in organmrt:inns is·iinportant. Hence, 
keeping the organi?.ational commnnicat~ e~ective and barrier free. 

COMMUNICATION BARRIERS IN BUSINESS 
Effective business COIDll'.ILIDicari or workpJace cormnmicatinn is a necessity in this 
competitive corporate world A good dialogue among the employees can alone 
ensure the success of qud and proper learning process. Wrt.h good communication, 
team members will be able to take right decisions in fuvor of the company and 
increase its profitability considerably. However, a knowledge of the comrmmication 
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barriers in business is a must for human resource professionals so that they can 
invent advanced techniques to deal with this issue. Given below are some of the 
connnonly observed comrmmication problems in business. 

Communication Problems in Business 

Difference in Way of Thinking 

The process of communication is oot just speaking by UDderstanding what the other 
person exactly means. This process is not complete unless the opposite person 
comes to know the exact meaning of the terminologies used by the speaker. Some­
times, way of thinking of two people working in the same organization can be 
· entirely different. This difference in perception of things can cause delays or prob­
lems in the cormnmication process. So, this is one of the biggest barriers to effective 
communication. 

Lack ,of Interest 

Lack of interest on the part of the listener can also be one of the serious barriers 
in conmnmlcation. The process of business communication can be complete only if 
the listener is as enthusiastic in the conversation as the speaker. Lack of interest will 
result in not understanding concepts and this will cause further problems while 
working actually. However good the speaker is, he will not b_e able to help at all 
if the listener is just not interested in listenmg to him carefully. 

Less Grasping Power 

The com;m:unication differences in bu.,iness can also exist because of less grasping 
power of the listener. If the listener does not have good listening skills and sufficient 
basic knowledge on the subject of discussion, then completing the communication 
process becorres extremely difficuh and time consuming. So, increasing the grasping 

power by extensive research.on the concerned topics can be a solution for over­
coming comrrnmicati.on barriers like this. 

Improper Way of Speaking or Explaining 

Improper way of speaking or explaming on the part of the speaker can be one of 
the barriers to communication. Some speakers have the ability of taking things for 
granted and they assume very early that the listener knows a lot on the subject. 
Some speakers are impatient and restless and they get frustrated immediately when 
the other person fails to understand things :fast. 'Wrong attitude of the speaker is one 
of the communication barriers in business in different types of organizational~­
Arrogant behavior of the speaker can be really frustrating for the listeners. 

Language Problems 

Lack of knowledge of language can also be one of the biggest communication 
barriers in the workplace. This can happen mostly in the nmlti-national companies 
where people of different countries, nationalities and different toother tongue work 
together. Lack of knowledge of a particular language can surely be a deterrent, 
however, effective management by the senior managers can help to deal with this 
problem. 



Cultural Banien 

Cultural barriers which can be there when people belonging to different cultures 
work together can be one of the communication barriers in business. At times, 
people may find it difficult or feel hesitant to connmmicate freely with people be­
longing to other cultures and castes. Havingcultural diversity in the workplace can 

help greatly in dealing with this kind of problems. HR managers should take lead 
and come up with innovative solutions for such complex issues. 

It is essential that all employees llllderstand the importance of comrmmkation in the 
work:p.laceto make this entire process very easy. All problems in the workplace can . 
be solved by effective and systematic comrmmiclltion. So, hoping that this article on : 
cormmmication barriers in business must have satisfied you by answering all your 
queries, I would love to sign off here. 

COMMUNICATION CHALLENGES IN THE WORK- · 
PLACE 
Communication is the key to most problems in the world. And problems, they 
follow you everywhere. So communication? Yes, you need that to be your best 
friend Is that threatening to go off on a tangent? Alright, then I '11 just discipline my 
mind a tad and stick to what I started to tell you about - Connnunication barriers 
in the workplace. You see, communication is of course the key, 
but effective comrrnmication is what you should be aiming for. And seriously now, 

how many times will there be perfect C'flIIJIIllIDiration taking p1ace? Not often. In the 
following article I shall get into a little detail about the different aspects of commu­
nication barriers in the workp1ace and how to go about dealing with them Read and 
take note. 

What are the Communication Barriers in the Workplace? 

If you don't know what are communication barriers in the workplace, how do you 

expect to overcome them? Wrth an ends to the means kind of approach then, let's 
get into the details of th5 one. 1kre are sevmtl barriers to eflective con:m.mication and 

they work on several.levels. Here are some of them that you should be looking into: 

Difference in Perception 

No two people can perceive an event in the same way. What I infer from a 
particular incident, the other will not necessarily perceive the same. This can act as 

a major coII1IIlllilicatin barrier because what I convey to a subord,inate or colleague 
will be based on my perception and what he understands from it will be based on 
his. If the two viewpoints end up differing, it could cause the task at hand to suffer, 
as well as lead to misunderstandings. 

Language Barrien 

Language can have it's own special meaning .. One develops jargon and other catch 

words that denote a completely difrerent meaning than what the word signifies, to 
cite an example 'Going out' could mean the physical task ofleaving a premise or 
in the colloquial sense it could mean a couple_tbat is dating. Things like these are 
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shared within a group who have common experiences and spaces. Wrth this in 
mind, workplace communication can face major barriers when there are so many 
people with so many languages and jargon, and a connotation meaning something 
different for each of them (possibly). So then ~e possibility of conm:runication 
barriers gets heightened. That is why one needs to understand the importance of 
communication in business or the professional world. The best way to avoid mis­
communication is to make use of words that are simple and which cannot be 
interpreted in very many ways. 

Channel Banien 

The communication process happens through a channel or a medium. It could be 
the word of mouth, any of the gadgets like phones, emails, faxes etc or through 
another person. And as many mediums that there are, those are the amount of 
miscommunication possibilities that can arise. There might be disturbances on the 

· phone, the tone of the email that was drafted and consequently the D'lCS&tge that you 
sent might be misinterpreted, the person through whom you send the D'lCS&tge might 
filter your message ~eaving out certain key pointers, the person to whom you pass 
the message might not be using effective mteniog skills and therefore there might be 
a wrong message 'understood'. All of these leads to only one thing, that the final 
message is distorted and that itself becomes a major communication barrier. 

Cultural Banien 

There are several cultural communication barriers in the workplace as well Cultural 
~ anything that is influeo::ed by cuhures. Wrth globalization, there is bomxl to be cultmal 
diversity in the workplace, and while we know the intercultural comrmmication, it 
could also lead to communication barriers. Several factors such as religion, body 
language, personal space, status and hierarchy, gender roles and personal appear­
ance are influenced by the culture that one belongs to and this could lead to 
miscommunication at many fronts. 

Overooming communication barriers in the workplace is not possible if one does not 
know what is causing them. To avoid further problems of miseonun1mica.tion, one 
should understand tbeimportance of comrmmication in the workplace and strive to 
achieve it. Only then can one hope to eradicate the problems in the workplace and 
achieve a healthy and successful working enviromnent. 

' < 



13 Business Grammar 

The Chapter Covers : 

■ Adjective intensifiers 

■ Business Phrasal Verbs 

■ Tenses 
■ Simple Present 

■ Simple Past 

■ Past Continuous 

■ Present Perfect 
■ Present Perfect Continuous 

■ Past Perfect 
■ Past Perfect Continuous 

■ Simple Future 

■ Future Continuous 

■ Future Perfect 

■ UsedTo 

■ Prepositions 

■ Prepositional Phrases 
■ Some Words Followed by Prepositions 

■ The subjunctive mood in English - a guide to usage 

■ Conditionals 

ADJECTIVE INTENSIFIERS 

There are some words which can be used to 'intensify' many adjectives - 'very' 
'really' 'totally' "absohrtely' 'completely' 'utterly' 'entirely'. 

o It's very tall 

o We're really happy. 

o She's totally exhausted. 

o I'm absohltely horrified. 

o He's completely hope~. 
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o You look utterly miserable. 

o I'm entirely satisfied. 

Certain adjectives have their own 'special' intensifiers which are often used with 

them. Here are some common ones: 

blind drunk 

o He was blind drunk and behaved really badly. 

bone dry 

o I must have a drink. I'm bone dry. 

brand new 

o I've just bought a brand new car. 

crystal clear 

o The sea near Rhodes is crystal clear. 

dead easy 

o That exam was dead easy. I've certainly passed 

o He's won three lottery prizes this year. He's dead lucky. 

dead right 

o I agree entirely. You are dead right. 

dirt cheap 

o I bought my car for a dirt cheap price from an old lady who had 

hardly driven it. 

fast asleep / sound asleep 

paper thin 

o I was in bed and fast asleep by nine. 

o I was sound asleep and I didn't hear anything. 

o These office walls are paper thin. You can hear everything said in the 

next office. 

pitch black 

o There's no moon. It's pitch black out there. 

nu.or sharp 

o Be careful with that knife- it's razor sharp. 

rock hard 



o It's impossible to dig this"soil- it's rock hard 

stark naked 

o The hotel door slammed behind me and I was left standing stark 

naked in the middle of the corridor. 

stone deaf 

o He can't hear a thing. He's stone deaf 

wide awake 

o I was wide awake by six. 

wide open 

o Who left the door wide open? 

BUSINESS PHRASAL VERBS 

Three word verbs 

'Come in for' means to receive. This is usually used with words such as 'criticism' 
'abuse' 'blame'. 

• He came in for a lot of criticism. for his actions. 

• She came in for a lot of abuse when she tried to argue with them 

'Go in for' can be used with words such as 'competition' to mean 'enter'. 

• I went in for a Scrabble tournament at my club and I won. 

• She was a good athlete when she was younger and went in for the trials fur 

the Olympic team 

'Sit in on' can be used with words such as 'conference' or 'meeting' to indicate that 

you attend as an observer and not as a regular participant. 

• I've asked John to sit in on this meeting as he knows more about these 
people than we do. 

• I'd like you to sit in on the negotiations with the unions as part of your 

training 

'Stand in for' is used to mean 'substitute for'. 

• Harry is ill so I'm going to stand in for him and make the presentation. 

• Wendy is on vacation and I'm standing in: for her 

If you 'go along with' existing plans, opinions or decisions you accept them and 

don't try to change them 

• I go along with your ideas about increasing our marketing in China. 
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• You agreed to go along with our decision 

Hyou ·listen out for' something, you keep 'alert and make an effort to hear it. 

• I'm expecting him to call so listen out fur the phone ringing. 

• Listen out for their car. They should be here soon 

If you 'cash in on' a situation, you take advantage ofit, often unfairly. 

• He cashed in on my absence with flu to contact my customers directly. 

• We need to cash in on the emerging markets in Asia 

If you 'drop in on' somebody, you make an infurmai unammged visit to see them. 

• I dropped in on Martin when I was visiting Sulcup. 

• Drop in on me any time you are in town. 

To Be 

One way to say you are leaving is to say you are 'off'. 

• I'm off now. See you tomorrow. 

• It's time I was off or I'll be late for the meeting. 

If you have no more supply/stock of something you are • out or the item. 

• We're out of ink for the photocopier. Can you go out and get some? 

• I'm afraid you are out of luck. I sold the last one an hour ago. 

Hyou are depressed and miserable, you are 'down'. 

• He's been very down since he lost his job. 

• Why are you so down today? 

When you have to submit something by a certain date, it bas to be ' in' by then. 

• The application has to be in before Friday. 

• Toe report was supposed to be in last week but I'm still working on it. 

If something is 'on', it is happening at the m>ment. 

• There's a good·play on at the theatre. (or should that be theate(l) 

• I'm going to London ·because the sales are on. 

If somebody is not present, they are 'away'. 

• I'm afraid he's away on holiday. 

• I'm going to be away for a few days. 

lffuod is no longer fresh, it is 'off'. 



• I think this milk is off. ·Smell it. 

• That melon is off. Don't eat it. 

If you know some inside infutmat:ion;oftena secret, you are 'in on' the infumiation. 

• Is Sarah in on· our p1ans? Has anybody told her yet? 

• He won't let me in on the secret. 

- If someone is 'up to' soinething, they are doing something secretive that you are not 

supposed to know about. 

• I don't know,exactly what is happening but Tom is up to something. 

• Why all the whispering? What are you up to? 

If someone is 'on' something, they are taking something as a form of drug. 

• He's on 50 cigarettes a day at the moment. 

• She's on her third cup of coffee and it's only 9 o'clock. 

To Bring 

If you 'bring something about', you cause it to happen 

• - How can Wf! bring abo'11: change in this old-fashioned company? 

•- _ We need to bring about a change in attitude. 
. ; . 

If you 'bring someone along' with you, they come with you. 

• I want to bring along John to the meeting, if that is OK 

• Why not bring Simon along, if he's interested? 

If something 'brings back' memories, it r~ you of the past. 

• That photo brings back memories of ~_w: \jsit to Thailand. 

• Meeting him brough~ _back memories of when we worked together. 

If you 'bring dowp.~ a price, you reduce it. . ,, 

• We need to bring down the price to something more affordable. 

• They're bringing down.the pr:ice of all ~ir .cars. 

If you 'bring forward' a ~g,_you arrangejt fo! !ll1 earlier time. 

• I want to bring forward the ~ting tQ J.ne~y. 

• Can we bring forward the meeBP~,hy ~ hour? 

If you 'bring someone in on' a discussion, you ask them to join in with your 

discussion. 

• I want to bring in John on this as he is an expert. 
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• We need to bring in an outside consultant. 

If you 'bring out' a new product, you introduce-it to the market. 

• I hear they have brought out a new model. 

• We're bringing it out early next year. 

If you 'bring someone round' , you persuade them. 

• He was against the idea but Sally brought him rolllld. 

• How can we bring him round? 

If you 'bring up' a subject, you mention it. 

• Mark brought up the problem with the heating. 

• Any other problems that you want to bring up? 

If you 'bring on' somebody, you train them to be better. 

• Martin always brings on the trainees really well. 

• We try to bring on people quickly and promote them. 

To Come 

1. Sometimes you keep something even though you don't need it at the time but 

because you think in the future it might 'come in useful'. 

• Keep that. It might come in useful one day. 

• I don't like learning English but it will come in useful when i get a job. 

2. When something is falling, you can say that it is 'coming down'. 

• The football match was stopped because the rain was coming down so 

heavily. 

• Don't buy an !pod yet. The prices will be coming down soon. 

3. When a book is published, it 'comes out'. 

• The magazine comes out once a month. 

• My new book comes out in August. 

4. If you 'come on to' a particular topic or idea, you start discussing it. 

• Can we come on to the subject of parking? 

• Before we come on to that, does anybody have any connnents? 

5. If you 'come across' something, you find it by accident. 

• I came across these old photos when I was cleaning out my cupboard. 

• She came across Richard in the middle of Oxford. 



6. If a feeling ' comes over you', it affects you, often in an uncharacteristic way. 

• I'm sony for shouting. I don't know what came over me. 

• A look of pleasure came over her face. 

7. If a problem or situation ' comes up' it happens. (We can also say 'crops up'.) 

• A big problem came ~p at work. 

• Something has come up and I can't meet you. 

8. If you 'come up with' a plan or idea, you think of it or suggest it. 

• Peter came up with a good idea today. 

• Can anybody come .up with a solution? 

9. If somebody 'comes across' as having a particular characteristic, they have given 

you the impression that they are like ~-

• When you first meet Susan, she comes across as a shy person but in fact 
she is quite self-confident 

• Do you know that you come across as very arrogant? 

10. When you are talking about the results of a situation, you can talk about what 

'comes of the situation. 

• I'll let you know what comes of the meeting. 

• No great harm came from it. 

11. If an event or action 'comes off', it is successful or effective. 

• I hope ~ high risk strategy comes off for us. 

• I don't think it is going to come off 

12. If an idea 'comes upon' you, it develops without your really being aware of it. 

• The idea came upon me when I was out walking the dog. 

• I came upon the solution by pure chance. 

Phrasal Verbs with Down 1 

If you 'lie down' you go for a rest on a bed or a sofu. 

• You look exhausted. Lie down for a while. 

• I lie down fur ten minutes after ~h every day. 

If you 'slow down', you go less quickly than befure. 

• As I have got older, I seem to have slowed down and to be able to get 

through less work. 

• Production has slowed down compared with last year. 
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lfyou 'calm down', you stop being angry or excited·. 

• He got very angry at first but laughed about it :v.:l;ien he had calmed down 
a bit. 

• You need to cahn down. You are much too emotional 

If someone or something needs to 'cool down' , they are too hot. 

• I am going to take a shower to cool myself down a bit: 

• The coffee is too hot to drink. Let it cool down a bit. 

If you 'cut down' something, it can mean that you reduce t~e number. 

• We need to cut down our workforce by 500 people. 

• You should cut down the number of cigarettes you smoke. 

If an argument 'fillls down', it is very weak. 

• Your argument falls down when you look at the inflation rate. 

• The argument falls down when you take .costs into accoµnt. 

If you 'mark down' a price, you reduce it. 

• The shirts have been marked down by 50%. 

• Prices have been marked down by 1.0% .ac,ross the board. 

If things 'quieten down' , they become less noisy. · ., · 

• I am not going to speak until you .all quieten dow,n,a .bit. 

• It was very hectic earlier but things have quietened.-do~ now. 

If you 'tear something down', you pull it with force from a walf or a: notice board. 

• ··He tore down the poster that th~ union had p'ut up. 

• Somebody has tom down the safety notice I put up. 

If you 'tone down' something, you make it less extreme. 

• You need to tone down the language in your letter. It is too hostile. 

• We need to tone do'MJ. ~~lors,on the website. They are too bright. 

Emotions Phrasal Verbs 

If something 'get~ you down~;· it makes, you feel unhappy. 

• This uncertainty is beginning to get me down. 

• The way everybody keep; 
1

co~ ~g really gets ine down 

If somebody or some1;hing makes Y()U reel upset-or 'unhappy, they·' get to' you. This 
is an informal expression 

http:the,colors.on


• The way he whimles all the time when we are working really gets to me. 

• The heat is really getting to me. We need air conditioning. 

If something makes you very unhappy, it 'tears you apart'. 

• It tears me apart to krow that I lost that job because of my own stupidity. 

• It would tear me apart _if-something I said made you leave. 

If you are 'put out', you are annoyed. 

• I was really put out when be turned down the job. 

• He seemed a bit put out that we hadn't invited him to speak. 

If you 'cheer up', you start to feel happier. 

• Cheer up. Things are not so bad. 

• I bought a new Ipod to cheer myself up. 

If you 'perk up', you suddenly become happier, cheerful or more energetic. It is 
also possible to 'perk someone up'. 

• Yom visit really made him perk up. 

• He was being miserable but he perked up when Macy arrived. 

If you 'brighten up', you suddenJy look or feel happier. 

• She brightened up when she heard the good news. 

• You need to brighten up. Your long 1ace is putting off the customers. 

If you 'liven up', you become more energetic or cheerful. You can also 'liven up' 
a place, event or person. 

• You need to liven up a bit You're so miserable it~ making everybody feel 
unhappy. 

• We need to liven up the party. Everyone looks miserable. 

If you 'cahn down', you stop feeling angry, upset or excited. It's also possible to 
'cahn someone down'. 

• You need to cahn down a bit. You're too excited. 

• Calm down. Let me explain. 

If you have had an experience that has made you feelunhappy,_ you need to 'get 
over' it. 

• It took me a year to get over being made redundant. 

• You need to get over your disappointment and move on with yom life. 

If you are feeling sad or unhappy, you can force yourself out of this mood - you 
can 'snap out of it'. This is an_ informal expression. 
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• You need to snap out of this mood and do something positive. 

• I hope he snaps out of this soon. 

If you have be~ acting emotionally and umeasonably because you are upset or 
angry, you need to 'pull yourself together' and act reasonably. 

• Pull yourself together and stop this stupid mood. 

• I need some time alone to pull myself together. 

If you are so excited about something that you behave in a silly or hasty way, you 
are 'carried away' by the idea 

• I got carried away reading my book and didn't get any sleep. 

• We mustn't get carried away with om enthusiasm. We must exercise rea­
sonable judgment. 

If you 'freak out', you start behaving in a very strange or violent way. This is an 
informal expression. You can also 'freak someone out'. 

• I freaked out when I saw my boyfriend kissing another girl 

• It freaked me out to discover that the woman I was talking to was really 
aman. 

If )OU. 'tJ.ip out', )OU start to behave in a very excited or strange way. This is infonnal 
and mainly American. 

• He flipped out when they wouldn't let him on the flight because he was too 

late. 

• The children flipped out when they met Mickey Mouse. 

Food Phrasal Verbs 

If you 'bolt down' food, you eat it very quickly. This expression is informal 

• He bohed down the food. He really enjoyed it. 

• I'm so busy that I'm going to bolt down some food and get straight back 
to work. 

If you 'wolf down' food, you also eat it quickly but specifically because you are 
hungry. This is also informal 

• Did you see the way she wolfed down that food? She must have been 
ravenous. 

• After the marathon, I wolfed down some fish and chips. 

1 If you consume a lot of drink (usually alcohol) quickly, you 'knock it back'. This 
is in.furmal and is often used quite negatively. 

• He was knocking back the champagne at the reception. 



• We must watch Bill carefully in the bar with the clients. He can really knock 
it back. 

If you eat an excessive amount of food, you 'pig out' . This is informal. 

• I'm not hungry because I pigged out on chocolate this afternoon. 

• We really pigged out in the restaurant. 

lfyou 'plough through' some fuod, you eat it all but with some difficulty because 
there is a lot of it. In American English, 'plough' can be written as 'plow'. 

• He served a huge plate of spaghetti and it took me ages to plough my way 
through it. 

• They served us snake. I didn't like it but I plowed my way through it to be 
polite. 

If you 'put away' fuod or drink, it can mean you eat or drink a lot of it. (Obviously, 
it can also mean that you place the food or drink in a fridge or cupboard - the 
context of the sentence should make clear the meaning.) 

• Watch Peter. He's been putting away a lot of beer and he sometimes turns 

aggressive when he's drunk. 

• He has put away some sandwiches but is still hungry. 

If you 'pick at' your fuod, you only eat a small amount of it, usually because you 
are not hungry, you are on a diet or because you are ill 

• She only picked at her food, even though it was delicious. 

• We were so busy talking that we only picked at our fuod. 

If you 'cut down' or 'cut back' on a particuJar food or drink, you consume less of 
it. 

• My doctor told me to cut back on the· amount of salt in my diet: 

• I need to cut down the amount of fried fuod I eat. 

If you 'eat up', you finish all your food. 

• I don't like tripe but I ate it all up when it was served to us by our hosts. 

• Eat up. It's time to go. 

If you 'drink up', you finish all your drink. 

• We seem to have drunk up all the orange juice. 

• Drink up. It's time to go. 

If you 'polish off' some food, ~u finish it completely and quickly. 

• The guests polished off all the fuod in the first thirty minutes. 
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• He bas just polished off two whole pizzas and still says he is hungry. 

If you 'dish up' some food, you put it onto plates or dis~s, ready to be served. 

• I've heard she is going to dish up something really special 

• Can you collect up the starter plates, while I dish up the main course? 

'Serve up' is a another way of saying the same thing as 'dish up'. 

• They served up a six course meal for their guests. 

• It's no better than the food we serve up in our canteen and twenty times 
more expensive. 

If you 'lay on' some food or drink, you provide it. 

• We've laid on a buffet lunch for our visitors. 

• They laid on a small drinks party for us. 

If you make a meal very quickly and easily, you 'whip it up'. This is informal 

• Have a seat and I'll whip us up something to eat. 

• I could whip up a salad, if you are hungry. 

If you make food quickly and without much e:ffurt, you 'knock it up'. 

• I knocked myself up a quick meal from what was left in my fridge. 

• Do you want me to knock up some lunch? 

If you make food hot so that it can be eaten, you 'heat it up'. 

• I've already prepared the food for the party. All we need to do is to heat 
up the pizlas. 

• I couid heat up a can of so~p if you are hungry . . 
If you 'warm up' cold food, you ar~ making it hot again so that it can be eaten. 

• I '11 warm up that stew from last night. 

• The canteen makes a large quantity once a week and then just warms up 
the amount needed every day. 

Phrasal Verbs with UP 

I've had a lot ofrequests for some lessons on 'up' so here is the first of several 
We'll cover the easy part today. 

◄ ' 
One common use for '1.Jp' in phrasal verbs is to indicate 

• An upward movement 

• An increase 

• An improvement 



See how that applies to these eight verbs. 

If you display something such as a poster, you 'put it up• on a wall or a notice­
board. 

• Have you seen the warning the boss has put up on the notice-board? 

• Can you put up a poster in your window? 

If somebody is miserable and you want them to be happier, you can tell them to 
'cheer up'. 

• You look really unhappy. Cheer up! 

• I wrote Pearson a letter to try to cheer him up a bit. 

If you are sitting and then you rise from your chair, you 'stand up'. 

• When the President arrives, everybody must stand up. 

• Stand up straight when I am speaking to you. 
If a party or a seminar is dull,, Y9U need to 'liven it up•. 

• You need to liven up your ideas. 

• . How can we liven up this presentation? 

If you want to make something stronger, you can 'build it up'. 

• I have built up a strong team of workers. 

• I have been ill and need to build up my strength. 

I can•t hear very well these ~ys - I'm old. When you speak to me, you need to 
speaker, to 'speak up'. 

• Can you speak up? There is a lot of background noise. 
I • 

• It is a big room You will have to speak up so that those in the back can 
hear. 

The place where you lived when you were a child is where you 'grew up'. 

• I was born in Scotland but grew up in England 

• Where did you grow up? 
• I 0 

If something increases fast, it 'shoots up'. 

• The price of petrol has shot up recently. -' 

• My English scores shot up after I started studying with Pearson. 
I'.. .• ' . 

Phrasal Verbs with UP 2 

There is a group of expressions using 'up' where the 'up' is not necessary. For 
example you can say 'fill' or 'fill up' and it means almost the same thing. So why 
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do we add the 'up'? Well one possible answer is that 'we do it because we do it' 
- we have just developed the habit of adding 'up'. However, often the 'up' seems 

to 'intensify' the verb, to make it more 'complete' . 

Look at these examples and see what I mean. 

If you are late, you need to 'hurry up'. 

• Please hurry up. We are tembly late. 

• We need to hurry up or we will miss our flight. 

You can 'ring up' somebody on the telephone. 

• · I will ring you up when I get back. 

• You can ring me up if you need any help. 

If you cut your skin, it needs to 'heal up' . 

• This will take a week to heal up. 

• I cut myself shaving and it will not heal up. 

Befure I go on a long journey, I have to 'fill up' my car with petrol ( or ifl were 

in the US 'gas'.) 

• I need to fill up my car. 

• The concert filled up quickly and not everybody could get in. 

When I send a package, I 'wrap it up' well. 

• Could you wrap this up fur me? 

• They didn't wrap it up properly and it got damaged. 

If you have something valuable, it is a good idea to 'lock it up'. 

• He did not lock up his desk properly and somebody stole his calculator. 

• I think they should lock up pedophiles for a very long time. 

If you don't have enough money to buy something, you need to 'save up'. 

• I am saving up to go on a trip to New York. 

• You' ll have to save up if_you want to buy a car. 

When things are in a mess, you need to 'tidy them up' . 

• We need to tidy up the office befure the visitor comes. 
' 

• Tidy up your desk. It's such a mess. 

Phrasal Verbs with UP 3 

If you make a mess, you need to 'clear it up'. 



• · It was your party. You clear up the mess. 

• Don't expect me to clear up after you. 

If you need some support, you nee_d somebody to 'back you up'. 

• If you report it, I'll back you up. 

• Nobody would back me up when I complained 

If there is none left, you have 'used it all up'. 

• The ketchup bottle is empty. We must have used it all up. 

• We must stop for petrol (or gas!). We've used it all Up. 

On a special occasion, you put on fine clothes - you dress up. 

• Do we need to dress up for the party? 

• I like dressing up and going somewhere fancy. 

If you fall behind in your studies, you need to 'catch up' . 

. • He was ill for two months and is struggling to catch up. 

• I need to put in some work to catch up on what I missed. 

If you go to bed late, you ' stay up'. 

• My student daughter stays up until 3 every day. 

• I cannot stay up late. I've got to start early tomorrow. 

Perhaps my daughter's parents didn't 'bring her up' correctly. 

• She was brought up very strictly. 

• He's been very well brought up. 

When it's time to finish drinking, you tell ev~dy to 'drink up'. 

• Drink up. We have to leave now. 

• It's time to go so drink up. 

If you like vegetables as I do, you 'eat them all up' and don't leave any on your 

plate. 

• If you eat up all your carrots, you can ·have some ice cream. 

• I ate up all the chocolate that we had. 

If you need some information, you should 'look it up' on Google. 

• I looked up the name of the capital of Scotland. It is not Glasgow. 

• Can you look up his phone number for me, please? 
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Phrasal Verbs with UP 4 

If someone 'beats you up', they hit and kick you and hurt you a lot. 

• The muggers beat him up badly. 

• I was beaten up so badly that I was off work for a month. 

If you 'bottle up' a feeling or em>tion, you suppress them and ~n't express them 

• If you bottle up your feelings, you will make yourself ill 

• I was angry but I bottled up my feelings during the meeting. 

If you 'call someone up', you phone them 

• I tried to call you up earlier but there was no answer. 

• Call me up when you get a chance. 

If something 'crops up', it happem unexpectedly. 

• Something has cropped up. I am going to have to work late. 

• If a problem crops up when I am away, give me a call on my cell phone. 

If you 'freshen up', you wash and make yourself more presentable. 

• I need a minute _to freshen up before we meet them. 

• When they arrive, they will probably need a few moments to freshen up 
after the journey. 

If your eyes 'light up', they become excited. 

• Her eyes lit up when she saw the dress. 

• His eyes lit up when he saw her wearing the dress. 
• • • I ~ ~ 

If you 'own up', you confess to's'omethmg. 

• Nobody has owned up to starting the fire. 

• He owned up to being a big 1an of Britney. 

If you 'polish something up', you improve it. 

• The basiq report is fine but you need to polish it up a bit. 
• , < · ' 

• I must polish up my Japanese before we go to Tokyo. 
I I • • ._1 

If you 'speed up', you go fuste{. 
9 • I .• .. . • ;, 

• We need to speed up production. It is taking too long. 

• Can you speed up a bit? I am going to miss my train. 

If you 'tighten up' something, you make it more secure. 

• We need to tighten up security in the light of these threats. 



• We need to tighten up our quality control system There have been too 
many mistakes. 

Phrasal Verbs with UP S 

If you 'do up' your coat, you fasten it. 

• Do up your jacket. It looks untidy. 

• Can you do up my coat fur me? My hands are frozen. 

'Do up' can also mean to decorate or make repairs to something. 

• Buy me the paint and I will do up my room 

• I'm going to do up my car so that I can sell it. 

To·'hold up' can.mean to delay. 

• We were held up by a traffic accident. 

• I don't mean to hold you up but we must finish this discussion. 

To 'keep up with' can mean to go at the same speed as. 

• It is difficult to keep up with all the changes they are making. 

• I don't know how you keep up with all the news. 

To 'keep up' can mean to maintain. 

• It is difficuh to keep up the payments on my new car. 

• I can't afford to keep up an apartment in town and a house in the country. 

If you 'kick up a fuss', you compJain loudly about something. 

• He will kick up a fuss when be finds OtJt that be i1! not invited to the meeting . . 
• The restaurant had given away our l;ab~e so I kicked up a fuss ~ got 

another one. 

If you 'stir up' trouble, you cause it by agitation. 

• She is always stirring up trouble about some grievance or another. 

• Some shareholders tried to stir up trouble about the sale of the factory. 

If you 'smn up', you briefly restate the main points of a meeting or discussion. 

• I'd like to smn up my presentation with 'this quote from Wmston Chmchill 

• Could somebody sum up what you talke'd about this ~ ming? 

If you 'turn up' a dial, you increase it. 
' •,.1 

• Could you turn up the volume? I cannot hear it. 
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• That's the brightest I can make the picture. I've turned up the control to the 
maxm.nn. 

If you 'tum up' somewhere, you arrive, sometimes tme:xpectedly. 

• Jolm turned up at the party, even though he wasn't invited. 

• He's always turning up for work an hour late. 

Phrasal Verbs with OUT 

If you 'ask someone out', you invite them out on a date (with the hope of romance 
between you.) 

• I want to ask her out but I am too shy. 

• He asked me out on Friday but I told him I had to wash my hair. 

If you 'cut something out', you no longer do it/ eat it etc. 

• My doctor told me to cut out dairy products. 

• I cut out going to the gym because I did not have the time and now I am 
mt 

If you 'eat out', you go to a restaurant. 

• He never cooks and always eats out or bas a takeaway. 

• For my birthday, I would like to eat out somewhere nice. 

If you 'jump out', you come out quickly and suddenly. 

• I was walking quietly down the street when this yotmg man jumped out in 
front ofme. 

• Stop the car at the co_mer and I will jump out. 

If you· 'keep someone out', you prevent them from entering. 

• There is extra security today to keep the protestors out. 

• Please. keep out of my office. I need some peace and quiet. 

If you ' leave something out', you do not mention it. 

• Did you leave anything out or is that the whole story? 

• It is just a summary. I left out a lot of the details. 

If something 'slips out', it escapes quickly and quietly. 

• I have slipped out of the meeting for a few minutes but I must get back. 

• I did not intend to tell him. It just slipped out. 

If you 'squeeze something out ' , you get it out using force or pressure. 

• I can never squeeze out that last bit of toothpaste from the tube. 



• I managed to squeeze out of her that the job was offered to Alain. 

If you 'stay out', you do not come home. 

• I stayed out all night and I feel temble. 

• We stayed out celebrating until the early hours. 

If you 'walk out' , you leave as a sign of protest. 

• When we heard their derisory offer, we walked out of the meeting. 

• This presentation is dreadful. I have a good mind to wa1k out. 

Phrasal Verbs with OUT 2 

When you finish your stay in a hotei you have to 'check out' at reception and pay 
your final bill 

• I need to check out of my hotel room by 11. 

• You check us out whilst I order a taxi for the airport. 

If you 'lock yourself out', you close a door without having the key to get back in. 

• Richard managed to lock himself out of his hotel room stark naked. 

• I've left the keys in the car and locked myself out. 

If you 'pick something out', you choose it, often with some care. 

• Harry has picked out all the cashew nuts and left only the peanuts for me. 

• From the thirty candidates, we've picked out seven to interview. 

If you 'reach out' fur something, you extend your arm to get it (sometimes meta­
pborirally.) 

• Drivers have to reach out a long way to insert the ticket in the machine. 

• Our present customers are almost all over fifty. We need to reach out to a 
younger public. 

· If you 'rush out', you leave or send out very quickly. 

• I wanted to speak to Jane but she roshed out as soon as the meeting was 
over. 

• We rushed out the new catalogue and it is full of spelling errors. 

If you "throw something out', you get rid of it. 

• We need to throw out the terrible printers we have and buy some new ones. 

• You shouldn't throw out the baby with the bathwater . . 

If you warn somebody to 'look out', it means that there is danger. 

• Look out! The boss is on the warpath. 
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• Look out! There's a radar camera just up ahead. 

If you 'send something out' you send it to a bt of people (fbr example, to 11. mailing 
mt) 

• I' 11 be sending out the newsletter early next week. 

• Have you sent out the invitations yet? 

If someone or something 'stands out', it is very noticeable or is better than similar 
people or things. 

• One candidate stmxb out from the rest. 

• He likes to stand out from the crowd 

If you 'pour out' your (usually sad) fee• or your thoughts, you talk about them 
very honestly and without holding anything back. 

• He poured his heart out to me about his recent divorce. 

• Don't hold back. Let it all pour out.· It ·will do you good. 

Phrasal Verbs with OUT 3 

If you are 'tired out' you are very tired 

• All this work is beginning to tire me out. I need a break. 

• The long journey has tired me out. 

If you 'back out' of something, you decide not to do something that you had 

previously agreed to do. 

• John was going to make the presentation but he backed out at the last 
minute. 

• You've signed the contract so you can't back out now . 

. If you 'sort something out', you solve anyproblelm or difficulties. 

• I had to sort out a problem with our delivery times. 

• We 're meeting on Monday to sort out the details of the new contract. 

If you 'pull out• of negotiations or an agreement, you -stop being involved in it. 

• They have pulled out of the deal because they didn't like our payment 
unm. 

• The unions ~ve pulled out of the De$0tiations and are now threatening 
strike action. 

If you 'rule out' something or someone, you decide that it is not suitable or is 
imposmble. 



• I think we can rule hiip out. for the job as he doesn't speak Italian well 
eoough. 

• We haven't ruled out the possibility of appointing a local agent. 

If you 'find something out', you get new information that you want to have or you 
learn a fact or information for the first time. 

• I only ,found o~ about this earlier to~y. 

• We need to find out a lot more before we can give a definitive answer. 

lfyou 'wash out' your clothes, you clean them, often by band. If you have a stain 
in your clothes, you can try to 'wash out' the stain. 

• I usually wash o_ut my clothes in the sink when I am staying in a hotel 

• Red wine is really hard to wash out. 

If a sports competition cannot continue because of rain, it bas been 'w~hed out'. 

• The tennis at Wnnbledon w~ washed out for the day. 

• There so much rain that it might wash out the game. 

In US informal English, if you 'wash out', you fail to finish something or to achieve 
the necessary standard. 

• He was a big football star in college but he washed out in the NFL. 
-

• The training cour~ is t~~~ but I'm not going to w~h out. 

If you 'spread something out', you move things apart so that there is plenty of space 
or time between them. 

• I'll spread these photos out on the table so that you can all see them 

• You can spread.the pa~!its O\l! qver several months. 

Phrasal Verbs with OUT 4 

If you 'show somebody out', you show them the door out of the building. 

• .My secretary will show you out. ' 

• Could you show Ms Smith out? ~ 

If you 'set out', you start a journey ori:adtivity .... 

• We need to set out early if we want to get there in time for lunch. 

• I set out to be an·architcrl~,i ei:J'ed up a zoologis\. 

To 'set out' can also mean to give all the details or a full explanation. 
t,. r _ • ol 

• She set out all the facts clearly in her presentation. 

• The contract clearly sets out your terms of employment. 
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If you 'cross something out', you draw a line through it because it is wrong. 

• You can't just cross out things you don't like in the contract. We need to 

retype it. 

• Just cross out her name and put your own in its place. 

If you 'miss out' on something, you don't get something that you would like that 

other people get. 

• ~ missed out on the bonus because I'd not met my sales targets. 

• There are some real bargains in the sales. Make sure you don •t miss out. 

If you 'pass out', you lose consciousness. 

• He had too much to drink and passed out. 

• It was so hot that I thought I was going to pass out. 

If you 'pass something out', you distribute it to people in the room 

• I'm going to pass out a copy of the letter for you to study. 

• Could someone pass out these papers, please? 

If you 'point someone or something out', you indicate where they are, either by 

speaking or by pointing your finger. 

• If Diana is at this party, I'll point her out to you. 

• Martin pointed out several mistakes I had made. 

If you 'point something out', you tell them a met they did not know, usually relevant 

to the current discussion. 

• Harry pointed out that our sale in China were rising rapidly. 

• . I must point out that this new system has several disadvantages. 

If you 'share something out', you divide it into smaller amounts and give one part 

to each person. 

• We shared out the bonus between seven of us. 

• You need to share out the work equally between you. 

Phrasal Verbs with INTO 

If you 'bump into' someone, you meet them by chance. 

• I bumped into Martin in the mall 

• You'll never guess who I bumped into today. 

If you 'burst into a room' or 'burst into tears•, you do it suddenly and without 

warning. 



• Don't burst into my room like that. Please knock first. 

• When I told him the bad news, he burst into tears. 

If something 'comes into' force, it begins to happen. 

• The new tax rules come into effect from next Monday. 

• When the changes come into effect, productivity is certain to rise. 

If you say that a particular emotion or quality 'doesn't come into it', it meam that 
it doesn't influence the situation. 

• I promoted Kate because she was the best person for the job and the :tact 
that she is my daughter didn't come into. 

• She's rich because she's good at what she does. Luck doesn't come into 

it. 

Often when we use 'go into' it has the idea of 'entering'. 

• I was thinking about going into politics. 

• The new model has just gone into production. 

Sometimes 'go into' can mean to do things in great detail. 

• The deal sounds good but we'll have to go into the details of the contract 

• It's very complicated and we don't have time to go into that now. 

Time, money or energy that has 'gone into' a project, is what has been used or 
spent on the project. 

• Over $100,000 has gone into the development of this new system 

• I appreciate that a lot of effort has gone into the writing of this report. 

If you 'grow into' an activity, you become better at doing it over time. 

• She was very unsure at first but has really grown into her new job. 

• Give it some time and you will grow into the role. 

If you 'talk someone into' doing something, you persuade them to do it. 

• I didn't want to come but Annie taJked me into it. 

• I think I can talk him into it. 

If you 'tune into'' a particular radio or te~ion station, yo~ select it. 

• More 'and more people are tuning into 'The Apprentice'. 

• People listen to their !pods and don't tune into the radio as nruch as before. 
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Phrasal Verbs with INTO 2 

If you ' check into' a hotel, you arrive at the hotel and complete the registration 

process. 

• I 'm going straight to the meeting. I 'II check into my hotel ·1ater. 

• · Just give me thirtymiuutes to check into.my hotel and I'll be ready to go. 

If you 'check into' some information, you verify if the infonnation is correct. · 

• We need to check into his background to see if he is who he says he is. 

• We need to check into these statistics to see how reliable they are. 

If people 'crowd into' a room, many of them go into a\ mall space. 

• Can everybody crowd into this room or do we need a bigger one? 

• We all crowded into this tiny room to'hear her speak. 

If you 'get into' a subject, you become interested m. it or involved with it. 

• I've been getting into yoga recently and I've· bec~me more relaxed. 

• I got into teaching English because I wanted to visit other countries. 

You can also 'get into' a habit of doing something. · 
. . . 

• I've got into the routine of jogging every mormng before I start work. 

• You should get into the habit of checking your email only twice a day. 

If you 'look into' something, you examine all the~-

• We need to look into why we are doing so badly in Japan. 

• We'll have to look into the possibility that our sales team have become · 
umnotivated. ' ,, .... 

If a car 'pulls into' the side of the road, <it stops: 

• Pull into that rest area so that we can have. a break. 

• The train was pulling into the station as we got there·. 

If you have 'put time/effort into ' something, you have spent a lot of time/effort on 

it. 
I.. 

• I've put a lot of effort int9 ~ project I:?ut I don't se~ to be getting 
anywhere. . . , 

'""it :.. r #. ~ ' l "-... 
• You've put a lot of work into this and I appreciate it. 

. r.,_i . • , ·~ -:} !., J\• 
To 'put money into' something means to invest in it. 

' . 
• We need to put a lot more money into English training. 



• We've put loads of money into research and development with very poor 
results. 

If you 'dig into' something you have been saving, you use it part of it. 

• We will need to dig into our reserve fund to finance this work. 

• I had to dig into my sayjpg~ to repair the storm damage to my house. 

Phrasal Verbs with INTO · 3 

If somebody 'flies into• an emotional state, they do it very suddenly and without 
warning. 

• He flew into a~ when he heard that the big boss was coming. 

• She flew into a rage when she heard that her project had been cancelled. 

If you 'fool someone into' doing something. you trick them into doing it. 

• I fuoled him into believing that next Monday was a public holiday. 

• She fuoJed me into thinking that John was Italian. 

If you 'slip into' a bad state or C9ndition, you gradually start to be that way. 

• The economy is slipping into recession. 

• He improved fur a while but now he's slipping back into his old habits. 

If you 'run into' somebody, you meet them by chance. 

• I ran into Martin when I was doing some shopping. 

• I hope to run into you again one of these days. 

If a quantity 'runs into• the thousands, it is more than one thousand. 

• The money spent on the project must run into the millions. 

• The death toll runs into the hundreds. 

If you 'run into difficulties', you begin to ·experience them. 

• The coiq,any nm ·into difficu1ties in the 90s when consumer tastes changed. 

• We'll nm into problem, ifwe don't act now. 

If you 'settle into' a new job, you begin to feel relaxed and at ease. 

• How are you settling into your new job? 

• I've bad problenw settling into my new company. 

If you 'fling yourself into' a task., you do it with a lot of energy. 

• He's flung hilmelfinto his new job. He's already made a lot of changes. 
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• She flings herself into everything she does. She has an amazing amount of 
energy. 

If you 'sink money into' a project, you invest it. 

• Microsoft have sunk millions into developing their range of products. 

• We'd need to sink a lot of money into the fuctory to turn it around. 

If you 'sink into ' a state, you gradually get worse. 

• He's sunk into a depression over the last few months. 

• The company has sunk deeper and deeper into debt. 

Phrasal Verbs with GO 

If food is stored in a hot place for too long, it will 'go off'. 

• I trunk this &h has gone off. It smells terrible. 

• If you don't keep it in the fridge, it will soon go off. 

As time continues, we say that time 'goes by'. 

• One year went by without any news from him 

• Time goes by so slowly. 

If you have an experience, you ' go through' the experience. 

• I went through a lot of problems with my teenage daughter. 

• The hurricane was an awful experience to go through. 

If you are allowed to start something you can 'go ahead'. 

• The boss said we can go ahead and make the necessary changes. 

• We can't go ahead without approval from Head Office. 

If you are ill, you may have 'gone down with' a virus. 

• I went down with flu and had to take a week off work. 

• My son has gone down with mumps. 

If people receive news badly, it didn't 'go down' very well. 

• The news of the redundancies went down very badly. 

• The increase in price has gone down surprisingly well with our customers. 

The way you 'go about' a job is the way that you handle it. 

• You 're not going about this very well. 

• He's not going about the job in the right way and is having a Jot of problems. 

Every morning, my alarm clock 'goes off' too early! 



• The burglar alarm went off and scared them away. 

• I slept in because my alarm didn't go off 

Ifl want you to continue a story, I will say 'go on'. 

• Go on. Tell me more details. 

• Please go on. This i;, very interesting. 

If you choose an option, you 'go for' that option. 

• I'll go for the larger model 

• Which option will they go for? 

TENSES 

SIMPLE PRESENT 
FORM 

[VERB] + s/es in third person 

Exanl)les: 

• You speak English. 

• Do you speak English? 

• You do not speak English. 

Complete List of Simple Present Forms 

USE 1 Repeated Actions 

XX X * X X. x·· 
P-ast .Present Future 

Use the Simple Present to express the idea that an action is repeated or usual The 
action can be a habit, a hobby, a daily event, a scheduled event or s01:rething that 
often happens. It can also be something a person often forgets or usually does not 
do. 

Exan::yles: 

• I play temris. 

• She does not play tennis. 

• Does he play tennis? 

• The train leaves every morning at 8 AM. 

• The train does not leave at 9 AM. 
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• When does the train usually leave? 

• She always forgets her purse. 

• He never forgets his wallet. 

• Every twelve months, the Earth circles ~e Sun. 

• Does the Sun circle the Earth? 

USE 2 Facts or Genera.lhations 

Past Present Future 

The Simple Present can also indicate the speaker believes that a fact was true 

. befure, is true now, and will be true in the future. It is not important if the speaker 
is correct about the fact. It is also used to make generalizations about people or 
thing& 

Exmq,les: 

• Cats like milk. 

• Birds do not like milk. 

• Do pigs like milk? 

• Califumia is in America. 

• California is not in the United Kingdom 

• Wmdows are made of glass. 

• Wmdows are not made of wood. 

• New York is a small city. IT IS NOT IMPORTANT THAT TIUS FACT IS UNrR.UE. 

USE 3 Scheduled Events in the Near Future 

Past 
I X 

Present Future · 

Speakers occasionally use Simple Present to talk about scheduled events in the near 
future. Tim is most connnonly done when talking about public transportation, but 
it can be used with other scheduled events as well 

Examples: 

• The train leaves tonight at 6 PM. 

• The bus does not arrive at 11 AM, it arrives at 11 PM. 

• When do we board the p1ane? 



• The party starts at 8 o • clock. 

• When does class begin tomorrow? 

USE 4 Now (Non-Continuous Verbs) 

Past 
cb 
Present Future 

Speakers sometimes use the Simple Present to express the idea that an action is 
happening or is not happening now. This can only be done wit.il: Non-Continuous 
y~_and certain Mixed Verbs. 
, ... . ~~:~--- . . : 

Exaq,1es: 

• I am here now. 

• She is not here now. 

• He needs help 1 right now. 

• He does not need help now. 

• He has his passport in his hand 

• Do you have your passport with you? 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

Exmq,Jes: 

• You only speak English. 

• Do you only speak English? 

ACTIVE/ PASSIVE 

Exarq>les: 

• Once a week, Tom cleans the car. AC11YE 

• Once a week, the car is cleaned by Tom PASS/YE 

Present Continuous 

FORM 

· [ amfis'are + present participle] 

F.xaiq,1es: 

• You are watching TV. 

• Are you watching TV? 

' . f. 

I I • I 
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• You are not watching TV. 

Complete List of Present Continuous Forms 

USE 1 Now 

Past Present Future 

Use the Present Continuous with Normal Verbs to express the idea that something 
is happening now, at this very moment. It can also be used to show that something 
is not happening now. 

• You are learning English now. 

• You are not swimming now. 

• Are you sleeping? 

• I am sitting. 

• I am not standing. 

• Is he sitting or standing? 

• They are reading their books. 

• They are not watching television 

• What are you doing? 

• Why aren't you doing your homework? 

USE 2 Longer Actions in Progress Now 

Past Present . Future 

In English, 'now" can mean: this second, today, this month, this year, this century, 
and so on Sometimes, we use the Present Continuous to say that we are in the 
process of doing a longer action which is in progress; however, we might not be 
doing it at this exact second. 

Examples: (All of these sentences can be said while eating dinner in a restaurant) 

• I am studying to become a doctor. 

• I am not studying to become a dentist. 

• I am reading the book Tom S~er. 

• I am not reading any books right now. 



• Are you working on any special projects at wor.k? 

• Aren't you teaching at the university now? 

USE 3 Near Future 

Past 
I X 

Present Future 

Sometimes, speakers use the Present Continuous to indicate that something will or 
will not happen in the near future. 

Exai:q,1es: 

• I am meeting some friends after work. 

• I am not going to the party tonight. 

• Is he visiting his parents next weekend? 

• Isn't he coming with us tonight? 

USE 4 Repetition and Irritation with "Always" 

xxx*xxx 
Past Present FuhJre 

The Present Continuous with words such as "always" or "constantly' expresses the 
idea that something irritating or shocking often happens. Notice that the meaning is 
like Simple Present, but with negative emotion. Remember to put the words .. al­

ways" or "constantly" between ''be" and "yerb+ing." 

Examples: 

• She is always coming to class late. 

• He is constantly talking. I wish he would shut up. 

• I don't like them because they are always complaining. 

REMEMBER Non-Continpous Verbs/ Mixed Verbs 

It is important to remember that Non-Continuous Verbs cannot be used in any 

continuous tenses. Also, certain non-continuous meanings for Mixed V~ cannot 
be used in continuous tenses. Instead of using Present Continuous with these verbs, 
you must use Simple Present. 

Exai:q,1es: 

• She is loving this chocolate ice cream Not Co"ect 

• She loves this chocolate ice cream. Co"ect 
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ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

• You are still watching TV. 

• Are you still watching TV? 

ACTIVE/ PASSIVE 

Exan:p1es: 

• Right now, Tom is writing the letter. ACI1J'E 

• Right now, the letter is being written by Tom P ASSIYE 

SIMPLE PAST 

FORM 

[VERB+ed] or irregular verbs 

Exan:pk:s: 

• You called Debbie. 

• Did you call Debbie? 

• You did not call Debbie. 

CompJete List of Simple Past Forms 

USE 1 Completed Action in the Past 

Past 
X I 

Present Future 

Use the Simple Past to express the idea that an action started and finished at a 
specific time in the past. Sometimes, the speaker may not actually mention the 
specific time, but they do have one specific time in mind. 

Exm:q>les: 

• I saw a movie yesterday. 

• I didn't see a play yesterday. 

• Last year, I traveled to Japan. 

• Last year, I didn't travel to Korea. · 

• Did you have dinner Jam night? 

• She washed her car. 



• He didn't wash his car. 

USE 2 A Series of Completed Actions 

I 
Present Future 

We use the Simple Past to list a series of completed actions in the past. These 
actions happen 1st, 2nd, 3rd, 4th, and so on. 

• I finished work, walked to the beach, and found a nice place to swim. 

• He arrived from the airport at 8:00, checked into the hotel at 9:00, and 

met the others at I 0:00. 

• Did you add flour, pour in the milk, and then add the eggs? 

USE 3 Duration in Past 

i 
Past Present Future 

The Simple Past can be used with a duration which starts and stops in the put. A 
duration is a longer action often indicated by expressiom such as: fur two years, for 
five mimltes, all day, all year, etc. 

Exmq>b: 

• I lived in Brazil for two years. 

• Shauna studied Japanese for five years. 

• They sat at the beach all day. 

• They did not stay at the party the entire time. 

• We talked on the phone for thirty minutes. 

• A: How long did you wait for them? 
B: We waited for one hour. 

USE 4 Habits in the Past 

xxxxx I , . . ... 
' • ◄ J 

P~st Present Future 

The Simple Past can also be used to descnbe a habit which stopped in the past. 
It can have the same meaning as "used to." To make it clear that we are taDcmg 
~ut a habit, we often add expres&Om such as: always, often, usually, never, when 
I was a child, when I was younger, etc. 
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Examp1es: 

• I studied French when I was a child. 

• He played the violin. 

• He didn't 11lay the piano. 

• Did you play a musical instrument when you were a kid? 

• She worked at the movie theater after school 

• They never went to school, they always skipped class. 

USE 5 Past Facts or Generam.ations 

--1 
Past Present Future 

The Simple Past can also be used to describe past facts or generalizations which 
are no longer true. As in USE 4 above, this use of the Simple Past is ·quite similar 
to the expression "used to." 

• She was shy as a child, but now she is very outgoing. 

• He didn't like tomatoes before. 

• Did you live in Texas when you were a kid? • 

• People paid much more to make cell phone calls in the past. 

IMPORTANT When-Clauses Happen Fint 

Clauses are groups of words which have meaning but are often not complete 
sentences. Some clauses begin with the word "when" such as '"when I dropped my 

pen. .. " or '"when class began. .. " These clauses are called when-clauses, and they 
are very important. The examples below contain when-clauses. 

Examp1es: 

• When I paid -her one dollar, she answered my question. 

• She answ.ered my question when I paidJier one dollar. 

When-clauses are important because they-always happen first when both clauses 
are in the Simple Past. Both of the exa:mp~ above mean the same thing: first, I paid 
her one dollar, and then, she answered iny question. It is not important whether 
'"when I paid her one dollar' is at the beginning q_fthe sentence or at the end of the 
sentence. However, the example below has a ditfelent .meaning First, she answered 
my question, and then, I paid her one dollar. 



• I paid her one dollar when she answered my question. 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

ExaII1)1es: 

• You just called Debbie. 

• Did you just call Debbie? 

ACTIVE/ PASSIVE 

Exmq,1es: 

• Tom repaired the car. AC11YE 

• The car was repaired by Tom. PASSIVE 

PAST CONTINUOUS 

FORM 

[ was/were + present participle] 

Examples: 

• You were studying when she called 

• Were you studying when she called? 

• You were not studying when she called 

Complete List of Past Continuous Forms 

USE 1 Interrupted Action in the Past 

Past Present Future 

Use the Past Continuous to indicate that a longer action in the past was interrupted 
The interruption is usually a shorter action .in the Simple Past. Remember this can 
be a real interruption or just an interruption in time. 

Exmq,Jes: 

• I was watching TV when she called. 

• When the phone rang, she was writing a letter. 

• While we were having the picnic, it started to rain. 
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• What were you doing when the earthquake started? 

• I was listening to my iPod. so I didn't hear the fire alarm. 

• You were not listening to me when I told you to turn the oven off 

• While John was sleeping last night, someone stole his car. 

• Sammy was waiting for us when we got off the pJane. 

• While I was writing the email, the computer suddenly went off 

• A:. What were you doing when you broke your leg? 
B: I was snowboarding. 

USE 2 Specific Time as an Interruption 

Past Present Future 

In U~E 1, descnbed above, the Past Continuous is intenupted by a shorter action 
in the Simple Past. However, you can also use a specific time as an interruption. 

Examples: 

• Last night at 6 PM, I was eating dinner. 

• At midnight, we _were still driving through ~ desert. 

• Yesterday at this time, I was sitting at my desk. at work. 

IMPORTANT 

In the Simple Past, a specific time ~ used to show when an action began or finished. 
In the Past Continuous, a specific time only interrupts the action. 

Examples: 

• Last night at 6 PM, I ate dinner: 
I SWlIED EAI'lNG AT 6 PM. 

• Last night at 6 PM, I was eating dinner. 
J S'I.4.RTED EA.RLIER; AND AT 6 PM, J W'"3 IN 11IE PROCESS OF EATING 

DINNER. 

USE 3 Parallel Actions 

P.ast Present Future 

When you use the Past Continuous with two actions in the same sentence, it 
expresses the idea that both actions were happening at the same time. The actions 
are parallel 



• I was studying while he was making dinner. 

• While Ellen was reading, Tim was watching television 

• Wei:e you listening while he was talking? 

• I wasn't paying attention while I was writing the letter, so I made several 
mim:akes. 

• What were you doing w~e you were waiting? 

• ~omas wasn't working, and I wasn't working either. 

• They were eating dinner, discussing their plans, and ~ving a good time. 

USE 4 Atmosphere 

In English, we often use a series of parallel actions to descnbe the atmosphere at 
a particular time in the past. 

• When I walked into the office, several people were busily typing, .some 
were talking on the phones, the boss was yelling directions, and cus­
tomers were waiting to be helped. One customer was yelling at a sec­
retary and waving his hands. Others were complainil!-~ to each other 
about the bad ·service.· · 

USE S Repetition and Irritation with "Always" 

xxxxx I 
.Past Present Future 

The Past Continuous with words such as "always" or "constantly" expresses the 
idea that something irritating or shoe~ often happened in the p!3St. The concept 
is very similar to the expression ''used to" but with negative emotion. Remember to 
put the words "always" or "constantly'' between "be" and ''verl>+ing." 

~Jes: 

• She was always coming to class late. 

• He was constantly talking. He annoyed everyone. 

• I didn't like them because they were always complai.ni.ng. 

While vs. When ... .._ . 

Clauses are groups of words w~~.b ha~e meaning, but, are often not complete 
sentences, Some cJauses ~ ~ the w~rd "when" such as ''when she called" or 
"when it bit me." Other clauses begin with ''while" such as ''while she was sleeping'' 
and ''while he was surfing." When you talk about things in the past, ''when" is most 
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often followed by the verb tense Simple Past, whereas ''while" is usually followed 
by Past Continuous. "While" expresses the idea of "during that time." Study the 
examp~ below. They have similar meanings, but they emphasize different parts of 
the sentence. 

• I was studying when she called. 

• While I was studying, she called 

~MEMBER Non-Continuous Verbs / Mixed Verbs 

It is important to remember that Non-Continuous Verbs cannot be used in any 
continuous tenses. Also, certain non-continuous meanings for Mixed Verbs cannot 
be used in continuous tenses. Instead of using Past Continuous with these verbs, you 
must use Simple Past. 

Examples: 

• Jane was being at my house when you arrived. Not Co"ect 

• Jane was at my house when you arrived. Co"ect 

ADVERB PLACEMENT 

The examples below show the pJacement for grammar adverbs such as: always, 
only, nevex; ever, still, just, etc. 

Examples: 

• You were just studying when she called. 

• Were you just studying when she called? 

ACTIVE/ PASSIVE 

Examples: 

• The salesman was helping the customer when the thief came into the store. 
ACTIYE 

• The customer was being helped by the saJesman when the thief came into 
the store. P ASSTVE 

PRESENT PERFECT 

FORM 

[has/have + past participle] 

ExampJes: 

• You have seen that movie many times. 

• Have you seen that movie many times? 



• You have not seen that movie many times. 

Complete List of Present Perfect Forms 

USE 1 Unspecified Time Before Now 

Past Present Future 

We use the Present Perfect to say that an action happened at an unspecified time 
before now. The exact time is not important. You CANNOT use th~ Present Perfect 
with specific time expressions such as: yesterday, one year ago, last week, when I 
was a child, when I lived in Japan, at that moment. that day, one day, etc. We CAN 
use the Present Perfect with unspecific ex:pres&Ons such as: ever, never, once, many 
times, several times, before, so far, already, yet, etc. 

Ex.a:rq,Jes: 

• I have seen that movie twenty times. 

• I think I have met him once before. 

• There have been many earthquakes in California. 

• People have ·traveled to the Moon. 

• People have not traveled to Mars. 

• Have you read the book yet? 

• Nobody bas ever climbed that mountain. 

• A:. Has there ever been a war in the United States? 
B: Yes, there has been a war in the United States. 

How Do You Actually Use the Present Perfect? 

The concept of"unspecified time" can be vecy confusing to English learners. It is 
best to associate Present Perfect with the following topics: 

TOPIC 1 Experience 

You can use the Present Perfect to describe your experience. It is like saying, ''I 
have the experience of.." You can also use this tense to say that you have never 
bad a certain experience. The Present Perfect is NOT used to descnbe a specific 
event. 

~Jes: 

• I have been to France. 
THIS SENTENCE MBA.NS 1™I YOU HAYE IUD THE EXPERIENCE OF BEING IN 

FRANCE. MAYBE YOU HAYE BEEN THERE ONCE, OR SEVERAL TIMES. 

• I have been to France three times. 
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You CAN ADD THE NUMBER OF TIMES AT THE END OF THE SENTENCE. 

• I have never been to France. 
Tms SENTENCE MEANS THAI YOU HAYE NOT HAD THE EXPERIENCE OF GOING 

. . . ' 

TO FRANCE. 

• I think I have seen that ·movie before. 

• He has never traveled by train. 

• Joan has studied two foreign languages. 

• ~: Have you ever met him? 
B: No, I have not met him. 

TOPIC 2 Change Over Time 

We often use the Present Perfect to talk about change that has happened over a 
period of time. 

Examples: 

• You have grown since the 1ast time I saw you. 

• The government has become more interested in arts education. 

• Japanese has become one of the most popular courses at the univetsity 
since the Asian studies program was established. 

• My English has really improved since l moved to Australia. 

TOPIC 3 Accomplishments 

We often use the Present Perfect to list the accomplishments of individuals and 
humanity. You cannot mention a specific time. 

Exmq>Jes: 

• Man has walked on the Moon. 

• Our son bas learned how to read. 

• Doctors have cured many deadly ,diseases. 

• Scientists have sp,~t the ato,~ 

TOPIC 4 An Uncompleted A~tJn .,Y~u Are Expecting 

We often use the Present Perfect ~~n~t an~tion which we expected has not 
happened.. Using the Present Pe;rfuct su~ ~t.~e are still waiting fur the action 
to happen. 

• James has not finished his homework yet. 

• Susan hasn't mastered Japanese, but ~e can connnunicate. 



• Bill has still not arrived. 

• The ram hasn't stopped. 

TOPIC 5 Multiple Actions at Different Times 

We also use the Present Perfect to talk about several different actions which have 
occurred in the past at ~t times. Present Perfect suggests the proce~ is not 
complete and more actions are poSSible. 

• The army has attacked that city five times. 

• I have had four quizi.cs and five tests so far this semester. 

• We have had many major prob~ while working on this project. 

• She has talked to several specialists about her problem, but nobody 
knows why she is sick. 

Time Expressions with Present Perfect 

When we use the Present Perfect it means that something has happened at some 
point in our lives before now. Remember, the exacnime the action happened is not 
mportaot. 

Past Present Future 

So~s, we want to limit the fum we are looking in for an experience. We can 
do this with expressions such as: in the last week, in the last year, this week, this 
month, so far, up to now, etc. 

Past Present Future 

• Have you been to Mexico in the last yeu1 

• I have seen that movie six times in the last month. 

• They have had three tests in the last week. 

• She graduated from university less ·than three years ·ago. She has worked 
for.three different companies so tar. · · 

• My car has broken down three times th.ls week. 

NOTICE 

"Last year" and ''in the last year" are very difre.tent in meaning. "Last year" means 
the year before now, and it is comidered a specific time which requires Simple Past. 
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"In the last year'' means from 365 days ago until now. It is not comidered a specific 
t~, so it requires Present Perfect. 

Examples: 

• I went to Mexico Jast year. 
J WENT TO MEXICO IN 11iE CfLENDAR YEAR BEFORE THIS ONE. 

• I have been to Mexico in the Jast year. 
J HA.VE BEEN TO MEXICO AT UASI' ONCE AT SOME POINT BETWEEN 3 65 DAYS 

AGO AND NOW. 

USE 2 Duration From the Past Until Now (Non-Continuous 
Verbs) 

Past Present Future 

Wrth Non-Continuous Verbs and non-continuous uses of Mixed Verbs, we use the 
Present Perfect to show that something started in the past and has continued up until 
now. "For five minutes," "for two weeks," and "since Tuesday" are all durations 
which can be used with the Present Perfect. 

Examples: 

• I have had a cold for two weeks. 

• She has been in EngJand for six months. 

• Mary has loved chocolate since she was a little girl 

Ahhough the above use of Present Perfect is normally limited to Non-Continuous 
Verbs and non-continuous uses ofMixed Verbs, the words ''live," ''work," "teach," 
and "study'' are sometimes used in this way even though they are NOT Non­
Continuous Verbs. 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

Exanyles: 

• You have only seen that movie one time. 

• Have you only seen that movie one time? 

ACTIVE/ PASSIVE 

,Examples: 
, 

• Many tourists have visited that castle. AC11YE 

• 1bat castle has been visited by many tourists. PASSIVE 



PRESENT PERFECT CONTINUOUS 

FORM 

[has/have + been + present participle] 

Exan:ples: 

• You have been waiting here for two hours. 

• Have you been waiting here fur two hours? 

• You have not been waiting here for two hours. 

C1Jmplete List of Present Perfect Continuous Forms 

USE 1 Duration from the Past Until Now 

I 
Past Present Future 

We use the Present Perfect Continuous to show that something started in the past 
and bas continued up until now. ''For five minutes," ''for two weeks," and "since 
Tuesday" are all durations which can be used with the Present Perfect Continuous. 

Exmq:,Jes: 

• They have been talking fur the last hour. 

• She has been working at that company for three years. 

• What have you been doing fur the last 30 minutes? 

• James has been teaching ~t the ~ersity since June. 

• We, have been waiting here for over two hours! 

• Why bas Nancy not been taking her medicine fur the last three days? 

USE 2 Recently, Lately 

I 
,Past Present Future 

' -
You can also use the Present Perfect Continuous WITHOUT a duration such as 
"for two weeks." Wrthout the duration, the tense has a more general meaning of 
"lately." We often use the words "lately'' or ''recently'' to emphasize this meaning. 

Ex:amples: 

• Recently, I have been feeling really tired. 

• She has been watching too much television lately. 
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• Have you been exercising lately? 

• Mary has been feeling a little depressed. . 

• Lisa has not been practicing her Engmh. 

• What have you been doing? 

IMPORTANT 

Remember that the Present Perfect Continuous has the meaning of''Jately" or '"re­
cently." If you use the Present Perfect Continuous in a question such as "Have you 
been feeling alrightT', it can suggem: that the person looks sick or unhealthy. A 

question such as ''Have )'UU been simkingT' can suggest that you smell the smoke 
on the person. Using this tense in a question suggests you can see, smell, hear or 
feel the results of the action. It is possible to insult someone by using this tense 
m>rrectly. 

REMEMBER Non-Continuous Verbs/ Mixed Verbs 

It is important to remember that Non-Continuous Verbs cannot be used in any 
continuous tenses. AJso, certain non-continuous meanings fur Mixed Verbs cannot 
be used in continuous tenses. lmtead of using Present Perfect Continuous with these 
verbs, you must use Present Perfect. 

Examples: 

• Sam has been having his car for two years .. Not Correct 

• Sam has had his car for two years. Correct 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just. etc. 

Examples: 

• You have only been waiting here fur one hour. 

• Have you only been waiting here for one hour? 

ACTIVE/ PASSIVE 

Examples: .. 
• Recently, John has been doing the work. AC11VE 

• Recently, the work has been being done by John. PASS/VE 

NOTE: Present Perfect Continuous is less commonly used in its passive form. 



PAST PERFECT 

FORM 

[had + past participle] 

Exmq>Jes: 

• You had studied English before you moved to New York. 

• Had you studied English before you moved to New York? 

• You had not studied English before you moved to New York. 

Complete List of Past Perfect Forms 

USE 1 Completed Action Before Something in .the Past 

.Past Pre.sent .Future 

The Past Perfect expresses the id~ that soiretbing occurred before another action 
in the past. It can also show that something happened before a specific time in the 
past. 

~k:s: 

• I had never seen such a beautiful beach before I went to Kauai 

• I did not have any money because I had lost my wallet. 

• Tony knew Istanbul so well because he had visited the city several times. 

• Had Susan ever studied Thai before she moved to Thailand? 

• She only understood the movie because she had read the book. 

• Kristine had never been to an opera before last night. 

• We were not able to get a hotel room because we had not booked in 
advance. 

• A: Had you ever visited the U.S. before your trip in 2006? 
B: Yes, I had been to the U.S. once before. 

USE 2 Duration Before Something ~ the Past (Non-Continu-
ous Verbs) · · 

~ I I U 

Past Present Future 

Wrth Non-Continuous Verbs and some non--continuous uses of Mixed Verbs, we 
use the Past Perfect to show that something started in the past and-continued up 
until another action in the past. 
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Examples: 

• We had had that car for ten years before it broke down. 

• By the time Alex mmhed his stu<mi, he had been in London fur over eight 
years. 

• They felt bad about selling the house because they had owned it fur tmre 
than furty years. 

Ahhough the above use of Past Perre.ct i.s normally limited to Non-Continuous Verbs 
and non-continuous uses of Mixed Verbs, the words '1ive," ''work," ' 'teach," and 
"study" are som:times used in this way even though they are NOT Non-Continuous 
Verbs. 

IMPORTANT Specific Times with the Past Perfect 

X X I 
Past Present Future 

Unlike with the Present Perfect, it is possible to use specific time words or phrases 
with the Past Perfect. Although this is possible, it is usually not necessary. 

Example: 

• · She had visited her Japanese relatives once in 1993 befure she moved in 
with them in 1996. 

MOREOVER 

If the Past Perfect action did occur at a specific time, the Simple Past can be used 
instead of the Past Perfect when ''before" or "after" is used in the sentence. The 
words ''before" and "after" actually tell you what happens first, so the Past Perfect 
is optional For this reason, both senten~es below are correct. 

Examples: 

• She had visited her Japanese relatives once in 1993 befure she moved in 
with them in 1996. 

• She visited her Japanese relatives once in 1993 before she moved in with 

them in 1996. · 

HOWEVER 

I 
Past Present Future 

If the Past Perfect is not referring to an action at a specific time, Past Perfect is not 
. optional Compare the examples below. Here Past Perfect is referring to a lack of 
experience rather than an action at a specific time: For this reason, Simple Past 
cannot be used. 



Exan:pb: 

• She never saw a bear before she moved to Alaska. Not Con-ect 

• She had never seen a bear before she moved to Alaska. Con-ect 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

Exan:pb: 

• You bad previously studied English before you moved to New York. 

• Had you previously studied English before you moved to New York? 

ACTIVE/ PASSIVE 

Exan:pb: 

• George had repaired many cars before he received his mechanic's license. 
ACl'IVE 

• Many cars had been repaired by George before he received his mechanic's 
license. PASS/VE 

PAST PERFECT CONTINUOUS 

FORM 

[had been + present participle] 

Exmq,b: 

• You had been waiting there for more than two hours when she finally 

arrived. 

• Had you been waiting there for more than two hours when she finally 

arrived? 

• You had not been waiting there fur more than two hours when she finally 
arrived. 

Complete List of Past Perlect Continuous Forms 

USE 1 Duration Before Something in the Past 

~ I 
Past Present Future 

We use the Past Perfect Continuous to show that something started in the past and 
continued up 1.Dltil another time in the past. "For five minutes" and "fur two weeks" 
are both durations which can be used with the Past Perfect Continuous. Notice that 
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this is related to the Present Perfect Continuous; however, the duration does not 
continue until now, it stops before somrthing else in the past. 

Examples: 

• They had been talking for over an hour before Tony arrived 

• She had been working at that company for three years when it went out 
of business. 

• How long had you been waiting to get on the bus? 

• Mike wanted to sit down because he had been standing all day at work. 

• · James bad been teaching at the university for more than a year before he 
left for Asia. 

• A: How long had you been studying Turkish before you moved to An-
k a r a ? 
B: I had not been studying Turkish very long. 

USE 2 Cause of Something in the Past 

Past Present Future 

Using the Past Perfect Continuous before another action in the past is a good way 
to show cause and effect. 

Examples: 

• Jason was tired because he had been jogging. 

• Sam gained weight because he had been overeating. 

• Betty failed the final test because she had not been attending class . . . . ' . 
Past Continuous vs. Past Perfect Continuous 

If you do not include a duration such as "for five minutes," "for two weeks" or 
"since Friday," many English speakers choose to use the Past Continuous rather 
than the Past Perfect Continuous. Be careful because this can change the meaning 
of the sentence. Past Continuous emphasizes interrupted actions, whereas Past 
Perfect Continuous emphasizes a duration of time before something in the past. 
Study the examples below to ~taµd th.~ difference. 

Examples: 
• • t • ~ .. , 

• He was tired· because he was; ex~g so hard. 
THIS SENTENCE EMPHASJZF.S THAT HE,,JVAS TIRED BECAUSE HE WAS EXERCTS­

ING A:1' TIUI' EXA.CI' MOMENT. 

• He was tired because he had been exercising so hard 

http:HE,',w.4S


Tms SENI'ENCE EMPHA.SJZF,S TIIA.T HE WAS TIRED BECAUSE HE HAD BEEN 

EXERCISING OYER .A PERIOD OF TIME. IT IS POSSIBLE TIIA.T HE WAS STILL 

EXERCISING .AT TIIA.T MOMENT OR THAT HE HAD JUST FINISHED. 

REMEMBER Non-Continuous Verbs / Mixed Verbs 

It is important to remember that Non-Continuous Verbs cannot be used in any 
continuous temes. Also, certain non-continuous meanings fur Mixed Verbs camot 
be used in continuous tenses. Instead of using Past Perfect Continuous with these 
verbs, you must use Past Perfect. 

Exmq,les: 

• The motorcycle had been belonging to George for years before Tina 
bought it. Not Correct 

• The motorcycle had belonged to George fur years befure Tina bought it. 
Correct 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

Examples: 

• You had only been waiting there fur a rew minutes when_s_he arrived. 

• Had you only been waiting there for a few minutes when she arrived? 

ACTIVE/ PASSIVE 

Exmq,Jes: 

• Chef Jones had been preparing the restaurant's fantastic dinners fur two 
years before he moved to Paris~ AC11YE 

• The restaurant's fimtastic dinners had been being prepared by Chef Jones 
for two years before he movect'to Paris. PASSIVE 

NOTE: Passive fonm of the Past Perfect Continuous are not common. 

SIMPLE FUTURE 
Sin1>Je Future has two clifreient form& in Eilglisli: -,~, and ''be going to." Although 
the two furms can sometimes be ~ interchangeably, they often express two very 
different meanings. These different meanings might seem too abstract at first, but 
with time and practice, the differences wilt become clear. Botli "will'' and ''be going 
to" refur to a specific time in the fufure. 

Past 
I X 

Present Fub.Jre 
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FORM Will 

[ will + verb] 

Examples: 

• You will help him later. 

• Will you help him later? 

• You will not help him later. 

FORM Be Going To 

[ am/is/are + going to + verb] 

Examples: 

• You are going to meet Jane tonight. 

• Are you going to meet Jane tonight? 

• You are not going to meet Jane tonight. 

Complete List of Simple Future Forms 

USE l "Will" to Express a Voluntary Action 

''Will" often suggests that a speaker will do smmhing vohmtarily. A voluntary action 
is one the speaker offers to do for someone else. Often, we use ''will" to respond 
to someone else's complaint or request fur he]p. We also use ''will" when we 
request that someone he]p us or volunteer to do something fur us. Similarly, we use 
"will not" or ''won't'' when we refuse to vohmtarily do something. 

Examples: 

• I will send you the information when I get it. 

• I will translate the email, so Mr. Smith can read it. 

• Will you help me move this heavy table? 

• Will you make dinner? 

• I will not do your homework fur you. 

• I won't do all the housework myself! 

• A:. I'm really hungry. 
B: I'll make some -sandwiches. 

• A: I'm so tired. I'm about to fall asl~. 
B: I'll get you some coffee. 

• A:. The phone is ringing. 
B: I'll get it. 



USE 2 "Will" to Express a Promise 

''Will" is usually used in promises. 

Exmq>Jes: 

• I will call you when I arrive. 

• lfl am elected President of the United States, I will make sure everyone 
has access to inexpensive health insurance. 

• I promise I will not tell him about the surprise party. 

• Don't worry, I'll be careful 

• I won't tell anyone your secret. 

USE 3 "Be going to" to Express a Plan 

''Be going to" expresses that something~ a plan. It expresses the idea that a person 
intends to do something in the future. It does not matter whether the plan is realistic 
or not. 

• He is going to spend his vacation in Hawaii 

• She is not going to spend her vacation in Hawaii 

• A: When are we going to meet each other tonight? 
B: We are going to meet at 6 PM. 

• I'm going to be an actor when I grow up. 

• MicheP.e is going to begin medical school next year. 

• They are going to drive all the way .to Alaska. 

• Who are you going to invite to the party? 

• A: Who is going to make John's birthday cake? 
B: Sue is going to make John's birthday cake. 

USE 4 "Will" or "Be Going to" to Express a Prediction 

Both "will'' and ''be going to" can express the idea of a general prediction· about the 
future. Predictions are gue~ about what might happen in the future. In ''predic­
tion" sentences, the subject usually has little control over the future and therefore 
USES 1-3 do not apply. In the following exaxq,les, there is no difference in mean­
i,g. 

Exm:q,Jes: 

• The year 2222 will be a very interesting year. 

• The year 2222 is going to be a very interesting year. 
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• John Smith will be the next President. 

• John Smith is going to be the next President. 

• The movie "Zenith" will win several Academy Awards. 

• The movie "Zenith" is going to win several Academy Awards. 

IMPORTANT 

In the Simple Future, it is not always clear which USE the speaker bas in mind. 

Often, there is more than one way to interpret a sentence's meaning. 

No Future in Time Clauses 

Like all future forms, the Simple Future cannot be used in clauses beginning with 
time expressions such as: when, while, before, after, by the time, as soon as, if: 
unless, etc. Instead of Simple Future, Simple Present is used. 

Exampb: 

• When you will arrive tonight, we will go out for dinner. Not Co"ect 

• When you arrive tonight, we will go out for clinner. Co"ect 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 

only, never, ever, still, just, etc. 

• You will never help him. 

• Will you ever help him? 

• You are never going to meet Jane. 

• Are you ever going to meet Jane? 

ACTIVE/ PASSIVE 

Exao:J>1es: 
• John will finish the work by 5:00 PM. ACTIVE 

• The work will be finished by 5:00 PM. PASSIYE 

• Sally is going to make a beautiful dinner tonight. Ac11YE 

• A beautiful dinner is going to be made by Sally tonight. PASSIVE 

FUTURE CONTINUOUS 

Future Continuous bas two different forms: ''will be doing" and "be going to be 

doing." Unlike Simple Future forms, Future Continuous fonm are usually inter­

changeable. 



FORM Future Continuous with "Will" 

[ will be + present participle] 

Examples: 

• You will be waiting for her when her plane arrives tonight. 

• Wi:U you be waiting for her when her plane arrives tonight? 

• You will not be waiting for her when her plane arrives tonight. 

FORM Future Continuous with "Be Going To " 

[am/is/are+ going to be+ present participle] 

Examples: 

• You are going to be waiting for her when her plane arrives tonight. 

• Are you going to be waiting for her when her plane arrives tonight? 

• You are not going to be waiting for her when her plane arrives tonight. 

REMEMBER: It is possible to use either ''will" or "be going to" to create the Future 
Continuous with little difference iD meaning. 

Complete List of Future Continuous Forms 

USE 1 Interrupted Action in the Future 

Past Present Future 

Use the Future Continuous to indicate that a longer action in the future will be 
interrupted by a shorter action in the future. Remember this can be a real interrup­
tion or just an interruption in time. 

Examples: 

• I will be watching TV when she arrives tonight. 

• I will be waiting for you when your bus arrives. 

• I am going to be staying.at the Madison Hotei if a.Q.ything.happens and 
you need to contact me. 

• He will be studying at the library tonight, so he will not see Jennifer when 

she arrives. 

Notice in the examples above that the interruptions (marked in italics) are in 
Simple Present rather than Simple Future. This is because the interruptions are in 
time clauses, and you cannot use future tens~ in time clauses. 

Business Communication 

NOTES 

355 



Business Communication 

NOTES 

356 

USE 2 Specific Time as an Interruption in the Future 

Past Present Futute 

In USE 1, descnbed above, the Future Continuous is interrupted by a short action 
in the future. In addition to using short actions as interruptions, you can also use a 
specific tiim as an interruption. 

Exanl)b: 

• Tonight at 6 PM, I am going to be eating dinner. 
f WILL BE IN THE PROCESS OF EATING DINNER. 

• At midnight tonight, we will still be driving through the desert. 
WE WILL BE IN THE PROCESS OF DRIVING 11/Jl.OUGH THE DIISERJ'. 

REMEMBER 

In the Sin1>le Future, a specific time is used to show the time an ac~n will 
begin or end. In the Future Continuous, a specific time interrupts the action. 

Examples: 

• Tonight at 6 PM, I am going to eat dinner. 
· / AM GOING ro START EATING AT 6 PM. 

• Tonight at 6 PM, I am going to be eating dinner. 
f AM GOING 'JO S'IAKI' EARLIER AND f WILL BE IN THE PROCESS OF E.A:11NG 

DINNER AT 6 PM. 

USE 3 Parallel Actions in the Future 

Past Present Future 

When you use the Future Continuous with two actions in the same sentence, it 
expre~ the idea that both actions will be happening at the same time. The actions 
are parallel. 

Examples: 

• I am going to be studying and he is going to be making dinner. 

• Tonight, they will be eating dinner, discussing their plans, and having a 
good tiim: 

• While Ellen is reading, Tnn will be watching television. 
No11cE "IS REA.DING" BECAUSE OF THE TIME CJ.A.USE CON'tADfJNG " WHILE." 

(SEE EXPI,ANATION BEWw) 



USE . 4 Atmosphere in the Future 

In English, we often use a series of Parallel Actions to descnbe atmosphere at a 
specific point in the future. 

Exant>Je: 

• When I arrive at the party, everybody is going to be celebrating. Some 
will be dancing. Others are going to be talking. A few people will be 
eating pizza, and several people are going to be drinking beer. They 
always do the same thing. 

REMEMBER No Future in Time Clauses 

Like all future tenses, the Future Continuous cannot be used in clauses beginning 
with time expressions such as: when, while, before, after, by the time, as soon as, 
it: unless, etc. Instead of Future Continuous, Present Continuous is used. 

Examples: 

• While I am going to be finishing my homework, she is going to make 
dinner. Not Co"ect 

• While I am finishing my homework, she is going to make dinner. Co"ect 

AND REMEMBER Non-Continuous Verbs / Mixed Verbs 

It · is important to remember that Non-Continuous Verbs cannot be used in any 

continuous tenses. AJso, certain non-continuous meanings fur Mixed Verbs cannot 
be used in continuous tenses. Instead of using Future Continuous with these verbs, 
you must use Simple Future. 

Exmq,Jes: 

• Jane will be being at my house when you arrive. Not Cowect 

• Jane will be at my house when you arrive. Co"ect 

ADVERB PLACEMENT 

The examples.below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc. 

• You will still be waiting for her when her plane arrives. 

• Will you still be waiting for her when her plane arrives? 
' 

• You are still going to be waiting for her when her plane arrives. 

• Are you still going to be waiting for her when her plane arrives? 

ACTIVE/ PASSIVE 

Exmq,1es: 
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• At 8:00 PM tonight, John will be washing the dishes. ACID'E 

• At 8:00 PM tonight, the dishes will be being washed by John. PASSIVE 

• At 8:00 PM tonight, John is going to be washing the dishes. Acffl'E 

• At 8:00 PM tonight, the dishes are going to be being washed by John. 

PASSIYE 

NOTE: Passive forms of the Future Contim.wus are not common. 

FUTURE PERFECT 

Future Perfect has two different forms: '<will have done" and "be going to have 

done." Unlike Simple Future forms, Future Perfect forms are usually interchange­
able. 

FORM Future Perfect with "Will" 

[ will have + past participle] 

Examples: 

• You will have perfected your English by the time you come back from 
the U.S. 

• Will you have perfected your English by the time you come back from 

the U.S.? 

• You will not have perfected your English by the time you come back 
from the U.S. 

FORM Future Perfect with "Be Going To" 

[ am/is/are + going to have + past participle] 

Examples: 

• You are going to have perfected your English by the time you come 
back from the U.S. 

• Are you going to have perfected your English by the time you come 

back from the U.S.? 

• You are not going to have:perfected your English by the time you come 
back from the U.S. 

r 

NOTE: It is possiple to use eith~ "will" or "be going to" to create the Future 
Perfect with little or no difference in meaning: 

Complete List of Future Perfect Forms 

USE 1 Completed Action Before Something in the Future 



Past Present Future 

The Future Perfect expresses the idea that something will occur before another 
action in the future. It can also show that.something will happen before a specific 
time in the future. 

Exarq:,Jes: 

• By next November, I will have received my promotion. 

• By the time he gets home, she is going to have cleaned the entire house. 

• I am not going to have finished this test by 3 o'clock. 

• Will she have learned enough Chinese to comrmmicate before she 1nQ1.'eS' 

to Beijing? 

• Sam is probably going to have completed the proposal by the time he 
leaves this afternoon. 

• By the time I finish this course, I will have taken ten tests. 

• How man.y countries are you going to have visited by the time you turn 
50? 

Notice in the examples above that the reference points (marked in itali~s) are in 
Simple Present rather than Simple Future. This is because the interruptions are in 
time clauses, and you cannot use future tenses in time clauses. 

USE 2 Duration Before Something in the Future (Non-Con­
tinuous Verbs) 

I I ..x 
Past Present Future 

Wrtb Non-Continuous Verbs and some non-continuous uses of Mixed Verbs, we 
use the Future Perfect to show that something will continue up until another action 
in the future. 

Ex.azq>les: 

• I will have been in London for six months _by the time I leave. 

• By Monday, Susan is going to have had my book for a week 

Although the above use of Future Perfect is normally limited to Non-Continuous 
Verbs and non-continuous uses ofMixed Verbs, the words "live," "work," ''teach," 

and "study'' are sometimes used in this way even though they are NOT Non­
C.Ontinuous Verbs. 
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REMEMBER No Future in Time Clauses 

Like all future forms, the Future Perfect cannot be used in clauses beginning with 
time expressions such as: when, while, before, after, by the time, as soon as, it: 
unless, etc. Instead of Future Perfect, Present Perfect is used. 

Exmq>k::s: 

• I am going to see a movie when I will have finished my homework. Not 
Correct 

• I am going to see a movie when I have finished my homework. Correct 

ADVERB PLACEMENT 

The examples below show the placement for grammar adverbs such as: always, 
only, never, ever, still, just, etc~ 

E::itarq,b: 

• You will only have learned a few words. 

• Will you only have learned a few words? 

• You are only going to have learned a few words. 

• Are you only going to have learned a few words? 

ACTIVE/ PASSIVE 

Exmq>b: 

• They will have completed the project before the deadline. ACID'E 

• The project will have been completed before the deadline. PASSIVE 

• They are going to have cc:,mpleted the project before the deadline. 
AC17J'B 

• The project is going to have been completed before the deadline. PAS­
SIYE 

USED TO 

FORM 

[used to+ VERB] 

Exao:p1e: 

• I I 

• I used to go to the beach every day. 

It is better not to use "used to" .in questions or negative forms; however, this is 
sometimes done in informal spoken English. It is better to ask questions and create 
negative sentences using Simple Past. 



USE 1 Habit in the Past 

xxxxx 
'Past 

I 
Present Future 

"Used to" expresses the idea that something was an old habit that stopped in the 
past. It indica~ that something was often repeated in the pasti but it is not usually 
done now. 

E:xmq,Jes: 

• Jerry used to study English. 

• Sam and Mary used to go to ~exico in ~ summer. 

• I used to start work at 9 o • clock. 

• Christine used to eat mea~ but now she is a vegetarian. 

USE 2 Past Facts and Generalu.ations 

Past Present Future 

"Used to" can also be used to talk about past mets or generalizations which are no 
longer true. 

E:xmq,Jes: 

• I used to live in Paris. 

• Sarah used to be fat, but now she is thin. 

• George used to be the best" student in class, but tow Lena is the best. 

• Oranges used to cost very little in Florida, but now they are quite expen-
sive. 

"Used to" vs. Simple Past 

Both Simple Past and ''Used to" can be used to describe past habits, past mets and 
past generali7.ations; however, ''used to" is preferred when emphasizing these forms 
of past repetition in positive sentences. On the other band, when asking questions 
or making negative sentences, Simple Past is preferred. 

• You used to play the piano. 

• Did you play the piano when you were young? 

• You did not play the piano when you were young. 

Business Communication 

NOTES 

361 



Business Communication 

NOTES 

362 

ACTIVE/ PASSM 

Examples: 

• Jerry used to pay the bills. ACliYE 

• The bills used to be paid by Jerry. P A.SSIYE 

PREPOSIDONS 

Prepositions are short words (on, in, to) that usually stand in front of nouns (some­
times also in front of genmd verbs). 

Even advanced 1e.arners of English find prepositions difficult, as a 1: 1 translation is 
usually not possible. One preposition in your native language might have several 
translations depending on the situation. 

There are hardly any rules as to when to use which preposition. The only way to 
learn prepositions is looking them up in a dictionary, reading a lot in English (litera­
ture) and learning useful phrases off by heart (study tips). 

The following table contains rules fur some of the most frequently used prepositions 
inF'ng}Wi· 

Prepositions Time 

OD days of the week 

in montb.s / seasons 

time of day 

year 

after a certain period of time 

I ; (wl,en?) 
• __ ,. • . ••· - .. .... ,., .. ., .. ,. l _ , .,,,.,,,. , . .. , • ~#'"-, ..... ,...... , • , ,. •-·· •• -•·· - • 

at for night 

for weekend 

a certain point of time (when?) 
--·- ' . ··•· ...... . - ' 

since from a certain point of time 

(past till now) 
- ......... >-.,._ - -· ► - - ..... 

! 
for over a certain period of time 

-- ·- ·- -~~:1°_w_) --·-•·---- -~---·• ·· 

ago , a certain time in the put 

before . earlia" than a certain point of 1 

. ; time 
....... ·--~---~-~·· ___ .,.. .... . 

I 

on Monday j 
--··-- -·-- -·-! 

; 
in August / in winter , 

I 

in the morning l 
in 2006 ! 

t 

ioanb.our J 

at night 

at the weekend 

at half past nine 

l 
i 
l 

-···· ···••····-·--·- ·•·! 

1 
I 
I 

! 

·· -· ···· ... -·-,··· ....... ~ ,..,_., __ - ·-- --~- ··-·-·· -~ 
i 

since 1980 i 
l 
! 

.... ...... , ... , .............. , . ,._...,, ___ .__ .... . 
t 

fur 2 years l 

2 y~rsago 

before2004 

t 
l 

' ·- . ..,. . ....,. 
I 

-1 



...... - --- -- ..... _,_ - _,._ ----,v -·· ~ - -- --
i ·• 

~ to telling the time 
i .. ........ ;• .... ·• ,,.._,._,._.,. ____ ~,. --~ - .. ; ..•. -l. 

past ' telling the time 

to , , marking the beginning and end I 
till / until i of a period of time 

till / ; in the seme of how long 

I until . !J01MIJ,utg U goiJtg to fan 
<-- .. ........ . 
! 

by in the ac:nse of al the latest 

up to a certain time 

.,. 

l pages. 

ten to six (5:50) 

ten past six (6: l 0) 

from Monday to/till Friday 

He is on holiday until Friday. 

I will be back by 6 o'clock. 

By 11 o'clock, I had tt-ad fi V¢ ·, 
' ...... ..... -~---·----------... ------ ---- __ .,. _____________ _._ -~---~------- -..-.. _____ J 

Prepositions Place (Position and Direction) 
I 
I 
tc 
I 

1• 
i 
I 

in room, building, street, town, 

country 

boot, paper etc, 

car, taxi 

picture, world - ____ ,,.~,-----.. , .. .,. ___ ............. .-

at meaning nat lo, by an object 

for table 

fur events 

-r 
t 
I 

in th.e kitchen, in London 

in the book. 

in tb.e car, in a taxi 

in the picture, in the worf.d 

at the door, at the stati011 

at the table 

at a concert, at the party 

. place where you are to do at the cinema. at school, at 

on 

! something typical {watch a film, study, work 

i work) 

attached 

fur a place with a river 

being on a surface 

for a certain side (left, right)· 

for a floor in a house 

for public transport 

the picture on the wall 

London lies on i:he Iba.mes. 

on the table 

on the left 

on the first floor 

l i fur television. radio ~--·-·•·----·•· --· . ; -'"•---···-···· ,_.,___ ---····----- t ·-
on the bus, on a plane 

on TV, on 1he radio 

1' by, ' left or right of somebody or Jane is standing by / next to / 

· ~de the car. l 
next to, beside \ something 

L 
' 

·-··--·· -··-......... - ,. .............. ···•· . ----- ···-······· r 
below lower than aomc,thing else but 

.. .. . ··- ... ·• . ··! - ...... .. .... ·• ., . .. .. - .. f"" -- ., ...... . ·- ..... - . -
UDder i on the ground, lower than {or the bag is under the table 

! covered by) something else· 

the fish are below the surface 

Labo~~-~ 

l 
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ovc:r 

I 
, acro,s.s) 

covered by something else 

meaning more dum 

getting to the other side ( also 

overcoming an obstacle 

above higher than sotmhi.ng else, 
l but not directly over it 
' 
( 

acrou ' i getting to the other side (also 

Other important Prepositions 
.. ·--- -•-, ·-- ..• _,....-~..,.. 

&g&h t Usage 

~-···----·--·-l-
1 •-· 

from who gave it 

of who/what does it belong to 

what does it abow 

-+ 

put a jacket over your shirt 

over 16 years of age 

walk ov,=r 1he bridge 

climb over the wall 

- -··-- .., ... , ---- ---- ··- - "" ... { 

a path above the lake 

' j 
··1 

walk across the bridge 

a present from Jane l 

.a. page·-~;~ -~k ··- . - -·· . - j 

the picture of a palace ! 
! I-.... ······-··-·· ..... ,..- .... - . ··• - ··•·-- -·- ....... ·-· .. ·····-. ·•···•·· --·-- ........ ···-····· ·--·. . ··•··· .... ····-·· ··-··· ···• ·i 

by t who made it a book by Mm. Twaiu 
ri-- ........ -··" ,,. -~ _.., - -- . .. ... --, ... ~ ______ ,, .,,. ..... ~ ... ., ., . . ,. - ...... - ·" -~ 

on 

i vehicle 

walking or riding on horseback: 

mtering a public transport 

on foot, on horseb~ 

get on the bua 

' l ....•• L • . - ·•· - _ ...,,,.,. - .w,u•- - ... _ ,...., ...,,, ..... ..,,.,. ., .• ..,,.u . .., ,...,, ,.. v ,,,., ,.,, ""''"" ,,.,,,.. .,...,.. -••~ _,,., . ,,, ,,-.w,i 

in entering a car / Taxi 

off , leaving a public trall8p0rt 

i vehicle 
l . ---··-- . ·•·•· - --• - ·-

out 

of 

; 

.... ! ... 

leaving a car / Taxi 

by rise or fall of something 

. travelling ( other than walking 
' I or horseriding) 

at I 

f 
about : 

I 

forage 

for topics, mam.i:og what about ; 

PREPOSIDONALPHRASES 
Recognize a prepositional phiase·.when you see one. 

get in the car 

get off the train 

get out of the taxi 

• 

prices have risen by JO percent ' 

by car, by bus 

' .~- -···-·• ·--·--•··--, 

she learned RussiWJ at 45 

we were talking about you 
.. l 

At the minimum, a prepositional phrase will begin with a preposition and end with 
a noun, pronoun, gerund, or clause, the "object" of the preposition. 

The object of the preposition will often have one or more modifiers to desmbe it. 
These are the patterm for a prepositional phrase: 



NOUN, PRONOUN, GERUND, OR CLAUSE 

PREPOSITION MODIFIER(S) 

1a«t••¥•l 
Here are some examples of the most basic prepositional phrase: 

At home 

At = preposition; home = noun. 

In time 

In = preposition; time = noun. 

From Richie 

From = preposition; Richk = noun. 

Wrthme 

With = preposition; me = pronoun. 

By singing 

By = preposition; singing = gerund. 

About what we need 

About = preposition; what we need = noun clause. 

Most prepositional phrases are longer, like these: 

From my grandmother 

From = preposition; my = modifier; grandmother = noun. 

Under the warm blanket 

Under = preposition; the, wann = modifiers; blanket= noun. 

In the weedy, overgrown garden 

In= preposition; the, weedy, twergr(!WII = modifiers; garden= noun. 

Along the busy, six-Jane highway 

Along = preposition; the, busy, six-lane = modifiers; highway = noun. 

By writing furn~ 

By = preposition; writing = gerund; furiously = modifier. 

Understand what prepositional phrases do in a sentence. 
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A prepositional phrase will function as an adjective or adverb. As an adjective, the 

prepositional phrase will answer the question Which one? 

Read these examples: 

The book on the bathroom floor is swollen from shower steam. 

Which book? The one on the bathroom floor! 

The sweet potatoes in the vegetable bin are green with mold. 

Which sweet potatoes? The ones forgotten in the vegetable bin! 

The note from Beverly confessed that she had eaten the leftover pizza. 

Which note? The one from Beverly! 

As an adverb, a prepositional phrase will answer questions such as How? When? 
or Where? 

Freddy is stiff from yesterday's long football pracdce. 

How did Freddy get stiffl From yesterday's long football practice! 

Before class, Josh begged his friends for a pencil 

When did Josh do his begging? Before class! 

Feeling brave, we tried the Dragon Breath Burritos at Tito's Taco Palace. 

Where did we eat the spicy food? At 1ito ~ Taco Palace! 

Remmlber that a prepositional phrase will never contain the subject of a sentence. 

Sometimes a noun within the prepositional phrase seems the logical subject of a 
verb. Don't 1ail ~ that trick! You will never find a subject in a prepositional phrase. 
Lookmthisexampre: . 

Neither of these cookbooks contains the recipe for Manhattan-style squid eyeball 
stew. 

Cookbooks do indeed contain recipes. In this sentence, however, cookbooks is 
part of the prepositional phrase o/these cookbooks. Neither-whatever a neither 
is-is the subject for the verb contains. 

I . 

Neither is singular, so yo~ ~ tpe singular form of the verb, contains. If you 
incorrectly identified c.ookboolis as the.subject, you might write colflllin, the plural 
form, and thus commit a subject-Verb agreement error . . 
Some _prepositions-such as alo~g with and in addition to-indicate '1110re to 
come." They will make you think that you have a plural subject when in met you 
don't. Don't full for that trick either! Read this ex.ample: 

Tommy, along with the other students, breathed a sigh of relief when Mrs. 
Markham announced that she was postponing the due date for the research essay. 



Logically, more than one student is happy with the news. But Tommy is the only 
subject of the verb breathed. His classmates count in the real world, but in the 
sentence, they don't matter, locked as they are in the prepositional phrase. 

SOME WORDS FOLLOWED BY PREPOSITIONS 

verb followed by a preposition 

Some phrasal verbs consist of a verb followed by a preposition. As ~ been seen 
in previous chapters, it is vexy collDllOn for English verbs to. be followed by prepo­
sitions. However, in the case of a phrasal verb, the verb followed by the preposition 
forms an expression with an idiomatic meaning. 

For instance, the phrasal verb to come acrou is an idiomatic expression with the 
meaning to find. Similarly, the phrasal verb to frown on is an idiomatic expression 
with the meaning to disapprove of. 

e.g. We came across an old diary while we were cleaning out the attic. 
The workers frowned on the practice of smoking in the office. 

It shou1d be noted that some phrasal verbs consisting of a verb followed by a 
preposition can be used in the Passive Voice. 

e.g. The practice of smoking in the office was frowned on by the · workers. 
The children were looked after by their aunt. 

In these examples, the phrasal verbs to frown on and to look after are used in 
the Passive Voice. 

The following are examples of phrasal verbs which consist of a verb followed by 
a preposition. Each pbrasaJ verb is followed by its meaning and an example ofits 
use. 

Verbs Followed by Prepositions 

abide by: adhere to 

account for: explain 

ask for: request 

bank on: depend on 

bear with: be patient with 

border on: be near, be next to 

break Into: enter by force 

bulld on: develop from 

burst Into: suddenly enter 

call for: demand 

call on: ask; order 

come across: find accidentally 

We "abided.by the rules. 

He accounted for the discrepancy. 

They asked for.an extension. 

We are banking on good weather tomorrow. 

Please bear wttti the: ~ay. • 

Their ex~ent bordered on hysteria. 
• • ◄• • ••,,,. 

Thieves broke Into the store. 

We want to built on our success. M'~'· 
He burst Into the room. 

This calls for an klvestigation. 

We will call on you to give a speech. 

She came acrosa some old papers. 

Business Communication 

NOTES 

367 



Business Communication 

NOTES 

368 

come upon: discover 

confide In: share a secret 

count on: depend on 

cut across: use a short route 

dawn on: realize 

deal In: stock, sell 

deal with: handle sua:essfuUy 

decide on: settle on 

dispense wttft: proceed without 

dispose ot. get lid of 

dwell on: emphasize 

enlarge on: say more about 

enter Into: begin, commence 

expand on: say more about 

frown on: disapprove of 

get at reach 

get Into: become involved with 

get over. recover from 

get through: survive, finish 

go against oppose 

go over: review 

go through: examine in detail 

go with: look good with 

grow on: become more attractive to 

guard against take precautions 

hinge on: depend on 

lnqulnt lnt,o: investigate 

keep to: adhem to 

laugh at: mock, make fun of 

launch Into: start 

leaf through: tum the pages 

live on: survive using 

look after., take care of 

look Into: investigate 

look through: examine quickly 

part with: give up reluctantly 

pick on: be unkind to 

pniy on: hunt and eat disturb 

provide for: prepare for 

reason with: try to persuade 

We came upon a small lake. 

The two friends confided in each other. 

We are counting on you. 

I cut across the par1cing lot. 

Finally the truth dawned on him. 

He deals in gold and jewels. 

She can deal with any situation. 

They decided on a course of action. 

The chairman dispensed with formalities. 

If he moves, he will have to dispose of his furniture. 

He dwelt on the risks involved. 

Please enlarge on your proposal. 

The brothers entered Into an agreement 

Please expand on what you said before. 

Absenteeism is frowned on. 

The store was so crowded, it was hard to get at the food. 

I don't want to get Into an argument 

Have you got over the flu yet? 

I don't know how I can get through all this work. 

Don't go against the rues. 

I would like to go over the report again. 

Have you gone through the evidence? 

Those shoes don't go with that outfit 

I'm sure the idea will grow on you. 

We must guard against possible attack. 

Everything hinges on her decision. 

Please lnqufnt Into the alternatives. 

The train will keep to the schedule. 

Don't laugh at met 

He launched Into an explanation. 

She leafed idly through the book. 

What did you live on? 

I will look after the children. 

He will look Into the situation. 

We looked'through the magazines while we were waiting. 

She refused to pl!lrt with her necklace. 

Because he was the younges~ the other boys picked on him. 

Ospreys prey on fish; the idea preys on my mind. 

We have provided for any emergency. 

It is hard to reason with an angry person. 



reckon on: calculate on 

rise above: be superior to 

run across: find accidentally 

run Into: meet accidentally 

run over: injured by a vehicle 

see through: not be deceived by 

send for: ask to be sent 

settle for. reluctantly accept 

side with: support in a dispute 

sit through: sit and endure 

stand by: support 

stand for: represent 

stick to: adhere to 

stumble across: find accidentally 

survive on: survive using 

take after. resemble an ancestor 

tamper with: interfere with 

touch on: mention 

verge on: approach 

wade through: slowly peruse 

wa~h over. guard 

I hadn't reckoned on being the center of attention. 

He rose above his circumstances and managed to succeed. 

They ran across some interesting information. 

I ran Into my cousin downtown. 

Children must be careful not to be run over by cars. 

I instantly saw through the disguise. 

You will have to send for your transaipts. 

Since there was no kale, we had to settle for cabbage. 

Why did you side with him? 

It was all I could do to sit through the lecture without 
falling asleep. 

I hope you will stand by me. 

What does the abbreviation etc. stand for? 

We shall stick to the original plan. 

He stumbled across an interesting fossil. 

During the winter, we had to survive on turnips and parsnips. 

He takes after his grandfather. 

Someone has tampered with the lock. 

She touched on many important subjects. 

His behavior verges on rudeness. 

We had to wade through a pile of documents. 

The shepherd watched over the sheep. 

a. The position of the object of the preposition 

The object of a preposition usually follows the preposition, whether the object 
is a noun or a pronoun. In the following examples, the objects are underlined. 

e.g. We have launched into a new project. 
We have launched into it. 

In these examples, the nollll project and the pronoun it are the objects of the 
preposition into of the phrasal verb to launch into. Both the noun object and 
the pronoun object follow the preposition. 

b. The position of an adverb of manner modifying the verb 

If a verb is followed by a preposition, an adverb of manner may be placed 
between the verb and the preposition. In the fullowing examples, the adverbs 
of manner are underlined. 

e.g. We reasoned patiently with the little girl 
I leafed quickly through the book. 

In the first example, the adverb of manner patiently is placed between the verb 
reasoned and the preposition with of the phrasal verb to reason with. In the 
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second example, the adverb of manner quickly is placed between the verb 
leafed and the preposition through of the phrasal verb to leaf through. 

c. Stress in spoken English 

When a verb followed by a preposition occurs at the end of a clause, it ~ usually 
the verb which is stressed in spoken English. In the following examples, the 
words which are stressed are printed in bold type. 

e.g. No one likes to be laughed at. 
I need someone to confide in. 

In the first example, the verb laughed followed by the preposition at occurs at 
the end of a clause, and the vem laughed is stressed. In the second example, 
the vem confide followed by the preposition in occurs at the end of a clause, 
and the verb confide is stressed 

It should be noted that, when used in a phrasal verl> at the end of a clause, the 
prepositiom after, into and over are often pronounced with somewhat greater 
emphasis than the verb. In this case, both the verb and the preposition are 
stressed. For example: 

The twins are easy to look after. 
The hnildmg would be difficult to break into. 
You'll never guess whom I ran into. 
I heard that someone was run over. · 

The prepositions above, across and through are also occasionally emphasized 
in trus way. For example: 

The research papers were difficult to wade through. 

d Expressions in which the verb has an object 

In the case of some phrasal verbs consisting of a verb followed by a preposition, 
~e vem and the preposition may each have an object. In the following ex­
amples, the objects are underlined. 

e.g. I can make nothing of the situation. 
We talked my sister into agreeing. 

In tlie first example, the verb make of the phrasal verb to make of has the 
object nothing, and the preposition of has the object situation. In the second 
example, the vem talked of the phrasal verb to talk into bas the object sister, 
and the preposition into has the object a~eeing. 

The following are examples of phrasal verbs comisting of a verb followed by a 
preposition, where the verb may have an object The objects.of the verbs are 
underlined. Each phrasal verb is followed by its meaning and an example of its 

use. The last example illustrates the UBe of the Passive Voice. 



Verbs followed by Objects followed by Prepositions. 

drag into: involve unwillingly 

draw Into: involve gradually 

drum into: teach by repetition 

frighten into: control by fear 

hold against: blame for 

lay before: present to 

let Into: allow to share 

make of: understand 

Don't drag me into this discussion! 

We managed to draw her Into the conversation. 

We drummed the safety rules into the children. 

The little gir1 frightened her brother into obeying her. 

Please don't hold my mistakes against me. 

We will lay the evidence before the court. 

Shall we let her Into the secret? 

Can you make anything of this message? 

read Into: find other meanings You are reading too much Into her remarks. 

set against: make antagonistic She likes to set people against one another. 

set on: order to attack We will set our dogs on any intruders. 

talk into: persuade 

thrust upon: force upon 

write Into: add to in writing 

Can you talk him into changing his mind? 

We thrust the responsibility upon the treasurer. 

The tenns were written Into the lease. 

THE SUBJUNCTIVE MOOD IN ENGLISH -A GUIDE TO 
USAGE 

Definitions 

In the English language, verbs are used in contexts called moods. These verbal 

moods are: 

• indicative - simple statement or question (Jill picks up the ball.) 

• imperative - a command (Jill, pick up the ball l) 

• subjunctive - a statement contrary to fact, a wish, a mandative st:aten~p.t 

(I request that Jill pick up the ball.) 

There are varying definifuns of the subjunctive in English Webster's ,New Universal 
Unabridged Dictionary defines subjunctive as "in grammar, designating or of that 

mood of a verb used to express condition, hypothesis, contingency, possibility, etc., 

rather than to state an actual fact: distinguishe4 :frozn imperati'le, indicative." 

One important note: many scholars have~ the persistence of the subjunctive 

in its unmarked form, that is, when it is indistinguishable from the indicative. "I wish 
you were here" and "I wish they were ~" ai;:~. every bit in the subjunctive as "I 

wish she were here". Just because ')ou': and ''they" take ''were" in both moods 

does not negate the existence of the subjunctive. Trust that in the earlier days of 

English, when verbs were distinguished by inflection ( e.g., different ending fonm ), 
the indicative and subjunctive were quite distinct. A hallmark of the subjunctive is 
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that tenses are often mixed - one says "I wish [present] she were [past? - ab, 

subjunctive] here" instead of''I ~h [present] she is [present indicative, but incor­
rect] here". 

Learning by examples 

Counterfactual statements 

If I were you, then I -would not do that. 

I am not you, however, so I use the subjunctive to expr~ss this hypothetical or 

counterfactual condition. Especially note that the modern usage If I 'WaS you is 
completely incorrect 

If only she were here, then slle -would speak up. 

She is not here, however, so the subjunctive expresses that fact appropriately. 

Again, If only she 'WaS has drifted into modem usage and should be avoided. 

We should act as if Ile were 'Watching. 

We doubt that he is watching or know that he is not. 

It is as though she were here . . 

We know she is not here, but it seems so. 

Wishful statements 

She wishes slle were not here. 

The modern usage She wishes slle 'WaS is incorrect. 

He wishes he had a hammer. 

Wrthout the subjuctive, this wouki be constructed in the indicative as He wishes Ile 
has a hammer, but the indicative is incorrect. 

I wish I knew. 

This furmulation is distinctly different the following indicative statement: I wish I 
know (which makes no sense). The indicative is inappropriate here. 

Conjunctive forn:iulations 

Do this no~ lest you be harried later. 

Lest typically takes the subjunctive. 

He keeps the faith, though he face so many trials. 

Here, thaugh takes the subjunctive. This sounds very pretentious. 

Whether it be true, we shall proceed. 

_ They like all dogs, be they large or small, short or tall, ... 



CONDffiONALS 

Definition: The conditional tense says that an action is reliant on something else. 
The conditionaJs are used to talk about real or unreal situations, they are sometimes 
called if-clauses. Real Conditional d~ real-life situations. Umeal Conditional 
describes unreal, imaginary situations. 

For examp1e: Ha certain condition is true, then a particuJar result happens. 

1bere are four basic conditionaJs that we use in English. 

• Zero Conditional 

• First Conditional 

• Second Conditional 

• Third Conditional 

* There are some more conditionaJs formed by mixing some of these four. 

Structure of Conditional Sentences 

The Zero Conditional is used for actions that are always true when the conditions 
are satisfied. The structure of the conditionals is straightforward. There are two 
basic possibilities in tenm of order in the sentence: 

If It rains, we wl.11 get wet ' 

we will get wet 

* Notice that we only use a comma in the first examp1e. 

Conditionals: Time and Probability Table 

certain 

Ukely 
Unllkely 

Impossible 

tmPossJble 

z.ero condltlonal JI you heat water to 100 degrees any time 
ceJslus, It bolls 

first c:ondltiQnal If It rains, l wlll stay In. future 
second <»ndltlonzil lf I won the lotterv, I would retl future 

second conditional If I had the mon~y, 1 would lend lt to , present 
'(DU . 

third oondltfonal lf I bad seen him, l would have 91ven past 
him the message. --~-·•·- -~. 

Zero Conditional: Certainty 

The Zero conditional is used for things that are always true as Jong as the condition 
is met. 
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Formation: if+ present simple, + present simple 

present •hnpl 
lf you heat water~ 100 degrees celslus, 

present slmp1e 
If I drink CQffee, 

fa:ct• universal 
present aiinple 
J get a _hea_dache. :_.f~ct- personal 

In these examples, the result will always occur if the condition is met, so the time 
is not important. 

First Conditional: A real possibility in the future 

A First Conditional sentence is fur future actions dependent on the result of another 
future action or event, where there is a reasonable posSibility of the conditions for 
the action being satisfied 

Formation: if + present simple, + will 

For example: If she gets good grades, she will go to university. 

We are talking about the future, but we use a present tense for the condition and 
will for the result. In this case, the person is sure about going to ~ersity. We can 
use other modal verbs in the result part of the sentence. For example: 

1f she .gets good 
grades, 

It t,e gets good 
grades, 

If she gets g00d 
grattes, 

If he gets good 
grades, 

If she gets good 
91"1ide$, 

tf ~ gets good 
grades, 

she wUI go to 
unlver.;ity. 
he may go to 
unlversttv 
she shouJd go to 
unh1ersity. 
he can go to 
university. 

she could go tx:, 
unJversity. 
he might go to 
university. 

lf the condttlon Is met, then she 
deflnlbtly will go 

He ls not aure about go1rrg to University. · 

The.speaker is expressing his or her 
apJrtion, giving advi.ce. 

Thls means that lt Is po11-'ble. 

This means that It is poulble, but not 
that likely. 
This means that lt Is pOSSibfe, but ~ot 
that Oketv. 

We can also use different present forms in the condition part of the sentence like: 
present simple, present progressi~, present perfect, etc 

Second Conditional: Imaginary Present or Unlikely Future 

The Second Conditional can be used used to talk about imaginary present situa­
tions, where we are imagining something 'different from what is really the case. We 
can also use it to t:alk about things in the. future that are unlikely to happen, as the 
condition is unlik~y to be met. We use the past tense in the condition part and 
would for the result. 

Formation: if+ past simple, + would + base form 

For Example: lfl were you, I'd tell her. 



palt •lmpte pn1Mnt WOULD + be" lmpos•lble 
•~rb 

If I won the 
lottery 

l would learn 
Itaflan. 
WOULD + base 
verb 

I would b"av,el 
around the wortd. 

I don't have the tlm~ so l' m not 
going to ream Italian. 

unllkllly 

lbere•s a very small chance of 
wiMlng t he lottery, so the trip is 
_unlikely 

We can use other modal verbs in the past tense in the result part of the sentence: 

ist almple WOULD + 
verb 

Jr J had~ 
tfme, 

'tf J had more 
tlme, 

If I had m_ore 
time, 

Iwollld rum 
Italian. 

lmlptleam 
English. 
I •hould learn 
some more. abQ-Ut 
IT. 

Althougn unllla!IV to happen, the speaker fs 
sure that they would do ft given the 
opportuJll~. 
A.It.hough untlkely to happen, rt Is only a 
PoafblUlY onywav. 
Although unlrkely to happen, the speaker Is 
saying that It would be a good rde., but is not 
c;ommftted to 1t. 

,.,,4 

rr I_ had more I coulct l•rn 
time Hindi. · 

Although-unlikely to happen, lt ls OlllY a 
pomb1Hty anyway. 

Third Conditional: Imaginary Past The third conditional is used when we are 
tallong about the past and imagining something different from what actually hap­
pened, that means for imaginary past actions, where the conditions for the action 
WERE NOT satisfied. 

Formation; if+ past p~rfect, + would have + past participle 

For example: lfl had known, I would have helped I didn't know and didn't help. 

put pert.ct WOULD HAVE+ past 
partldpre 

,If l had known, 1 llltoltl~ have Althougti this didn't happen, the speaker 
helped Is •ure about the result. 

If I 11N known, 1 cou,d have helped. :
0
~:~:sbl~~::t hap~rt, the result Js 

lf J h.ad lttn_ own, I ..,_.ght have Although thfs dldn\ happen, the result Js 
helped;. only a i,ouJblUty. 

If you bad 
I01~, 

v0u should have Although this didn't happen, it Is only a 
' ·wped. good suggestron or plece of ~cl~. 

Third Second Mixed Conditionals For imaginary present actions or situations 
that are not possible because the necessary conditions were not.met in the past. 

Formation; if+ past perfect, + would + base form 
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For example: 

• If )OU had taken the course, you wouki know about it. (The conditiom were 
not met because the person did not do the course and as a result does not 
know about it now.) 

Second Third Mixed Conditionals To avoid the illogicality of saying 'lfl bad 
been you', which means that I was not )OU on that occasion, but could be in the 
future, which is, of course, impossible. 

Formation: if+ past simple, + would have + past participle 

For example: 

• lfl were you, I wouldn't have done that. 

When the first part is still true 

For example: 

• lfl could speak English, I wouldn't have needed to get the letter translated 
(This meam that I couldn't speak English then when I needed the translator 
and still can't) 

fl 

. . .. 

T 
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14 Business Vocabu_lary 
NOTES 

The Chapter Covers : 

■ Advertising 

■ Import-Export 

■ Money 
■ Banking 

■ Insurance 

■ Presentations 

■ Company Structure 

■ Law 

■ Selling 

■ Contracts 

■ Marketing 

■ Employment 

■ Meeting5 

Advertising 

1 ad abbr. advertisement - advert abbr. 

2 advertisement n. item of publicity for a product or semce, in magazjne, on 1V 
etc 

3 advertising agency n. company specialising in producing and placing advertisements 
for clients 

4 AIDA abbr. Attention, Interest, Desire, Action - the objective of all 
advertisemmts 

5 benefit n. adv~tage of a product or service, usually derived from its 
features 

6 billboardCII n. signboard, usually outdoors, for advertising posters; boardmglJlt 

7 circuladon n. average number of copies of a magazine sold in a particular 
period 

8 classffled ads n. small advertisements .in magazine or newspaper categorised 
by subject 

9 commerdaI n. paid advertisement on radio or 1V 

10 coupon n. part of a printed advertisement used for ordering goods, 377 
samples etc 



Business Communication 11 doubl~page spread n. advertisement printed across 2 pages in a maguine or news-
paper 

12 eye-ate.her°' · n. something that especially attracts one's attention - eye-catch-

NOTES 
ingadj. 

13 features n. special characteristics of a product, usually leading to certain 
beoefits 

14 boantingOli: n. signboard, usually outdoors, RX' advertising pomers; billboardll'i 

15 poster n. large sheet of paper, usually illustrated, used as advertisement 

16 prtmedme n. hours on radio & TV with largest audience, esp. the evening 
boors 

17 promote JI. to (try to) increase sales of a product by publicising and ad-
vertising it 

18 slot n. speci6c time in a broadcasting schedule, when a commercial 

may be shown 

19 target n. objective; what one is aiming at - target audience n. 

20 U.S.P. abbr. Unique Selling Propo&itioo; what makes a produd diffc~t 
from others 

Import-Export 

1 bill of Jading n. list of goods and shipping instructions; waybill 

2 c.&£ abbr. cost & freight: includes shipping to named port but not 
imuraoce 

3 c.i.f. abbr. cost, insurance & freight includes insurance and shipping 
to named port 

4 aqo n. goods or products that are being transported or shipped 

5 certificate of origin n. a document that shows where goods come from 

6 container n. huge box to bold goods for transport - container port n. to 
cootaineme ;. 

7 customs n. 1 go~ tax or duty on imported goods 2 officials who 
collect this tax 

8 declare JI. to make a statement of tax.able goods - customs declaration 
fonnn. 

9 r.a.s. abbr. free alongside ship [includes delivery to quayside but not 
loading] 

10 t.o.b. - abbr. free on board: includes loading onto ship . 
11 ffflgbt n. goods being transported; cargo 

12 irrevocable 
I 

. ~-~ cannot be undone; unalterable - Irrevocable letter of 
· credit,,: 

13 lettH of credif n. a ~ from a ·bank authorising a person to draw money from 
- another bank. -

14 merc:handise n. things bought and sold; commodities; wares - also JI. 

15 packing list n. a document that is sent with goods to &how that they have 
378 been checked 



16 pro fonna invoice n. an invoice or request for payment sent in advance of goods Business Communication 

supplied 

17 quay n. a solid, artificial landing place for (un)loading ships; wharf -
quayside n. 

18 ship "· to send or II'anspOrt by land, sea or air - also n. shipment 
NOTES 

n. 

19 shipping agent n. a person acting for or representing a ship or ships at a port 

20 waybiD n. list of goods and shipping instructions; bill of lading - air 
waybilln. 

Money 

1 A.T.M. abbr. Automated Tuller Machine; ca.sh dispenserUK 

2 banknote n: a piece of paper money; billus 

3 billtll n. a banknote; a piece of paper money 

4 black market n. illegal traffic in officially controlled commodities such as for-
eign currency 

5 bureau de change 11. establishment where currencies of different countries may be 
exchanged 

6 cash n. 1 coins or bank notes (not cheques); 2 actual money paid (n!)t 
aedit) 

7 cash~ n: automatic machine from which clieol5 of a bank may wi~w 
mooey;ATM 

8 CMbier n. person dealing with cash transactions in a bank, store etc 

9 a,in n: a piece of metal money 

10 correnc:y n. the money in general use or circulation in any country 

11 debt n. money etc owed by one person to another 

12 eubaoge rate 11. the rate at which one currency can be exchanged for another 

13 foreign exchange 11: the currency of .other countries -

14 bard currency n. currency that will probably not f:all in value and is readily 
accepted 

15 invest "· to pot money for profit into business, land etc - investment 
n. 

16 legal tender n: currency that cannot legally be refused in payment of a debt 

17 petty cashmi: n. a cash fund for small, everyday expenses 

18 soft currency n. currency that will probably fall in value and is not readily 
accepted . . 

19 speculate "· (risky) buying of foreign. ctin:ehcy, land etc for rapid gain -
speculation n. -- -

20 transaction n. a (usually COllllllClcial) exchange; a deal - to transact"· 
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Business Communication Banking 

1 balance n. the difference between credits and debits in an account 

2 bank charges n. money paid to a bank for the bank's services etc 

NOTES 3 bnmcb · n. local office or bureau of a bank 

4 checkbookus n. book containing detachable checks; chequebookUK 

5 check08 n. written order to a bank to pay the stated sum from one's 
account; chequeUK 

6 credit n. money in a bank ale; sum added to a bank ale; money lent 
by a bank - also v. 

7 credit card n. (plastic) card from a bank authorising the purchasing of goods 
on credit 

8 current account n. bank ale from which mooey may be drawn at any time; check-
ing accoontuS 

9 debit n. a sum deducted from a bank account, as for a cheque - also 
v. 

10 deposit account n. bank ale on which interest is paid; savings accountus 

11 fill inlll[ v. to add written infonnation to a document to make it complete; 
to fill outuS 

12 Interest n. money paid for the use of money lent - interest rate n. 

13 loan n. money lent by a bank etc and that must be repaid with interest 
- also v. 

14 overdraft n. deficit in a bank account caused by withdrawing more money 
than is paid in 

15 payhl v. [paid, paid] to deposit or put money in to a bank account 

16 payee n. person to whom money is paid 

17 paying-in slip n. small document recording money that you pay in to a bank 
account 

18 standing order n. an instruction to a bank to make regular payments 

19 statement n. a record of transactions in a bank account 

20 nhdnrw v. [-drew, -drawn] to talce money out of a bank account -
wi/Julrawal n. 

Insurance 

1 actuary . - n. a person who calculates risks for insurance companies 

2 assessor ,i a person who calculates the value of somcibing [eg: a building. 
.car etc] 

3 claim , .. n.· an application for payment" under an insurance policy - to 

make a claim v . .... 

4 comprebensi_ve n. [ of an insurance policy] all-inclU&ive; providing complete pro-

tection 

5 comequential km n. a loss that happens as a consequence of or as a result of 
another 
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6 covei-VK n. the protection given by an insurance policy [eg: public liability Business Communication 

cover] 

7 employer's liability n. liability or responsibility of a firm for damage caused to one 
of its employees 

NOTES 
8 goods in transit n. property, merchandise or any goods in the process of being 

transpol1td 

9 imurance broker n. a.gent who arranges insurance; middleman between insurer & 
policyholder 

10 liability n. 1 the state of being liable 2 anything for which a person is 
liable 

11 liable adj. legally obliged to pay for damage, injury etc; responsible -
liability n. 

12 loss n. death. injury, damage etc that is the basis for a claim - to lose 
v. 

13 lms adjuster n. a person who assesses the amount of compensation arising 
from a claim 

14 policy n. a contract of insurance [ eg: a product liability policy] 

15 policyholder n. the person to whom an insurance policy is issued 

16 prnuinw n. a payment, usually monthly, yearly etx;, for an insurance policy 

17 product liability n. liability or responsibility of a firm for damage caused by one 
of its products 

18 public liability n. respoDStbility of a firm for damage caused to a member of the 
public 

19 .reimurance n. the insuring of risk by one insurance company with another -
to reiosu.re v. 

20 mk n. 1 cbance or possibility of injury, loss etc 2 person or thing 
causing risk I 

Presentations 

1 audience rapport n. relationship of presen~ with audience, esp. when good-
2 body language n. non-verbal communication through facial expressions, body 

movements etc 

3 Finally ... lypical word used to signal the last of several points or subjects 

4 fflpclJart n. a pad of large paper sheets on a stand for presenting infor-
matioo 

' 

5 For example ... Typical phrase~ to signal an illustration or sample of a par- . 
ticular point 

. . -
6 bandoot n. anything (report. sample etc) handed or given to people at a 

presentation 
... 

7 In conclusion ... Typical phrase used to signal the summing up or final part of a 
presentation 

8 Ladies & Gentlemen Polite phrase often used to address an audience of men and 
women 381 



Business Communication 9 marker n. whiteboard marker a pen with a broad, felt tip for writing 
on wbitc:boards 

10 .microphooe n. electrical instrument that one speaks into for amplification of 

NOTES the voice etc 

II O.RT. abbr. overhead tnmspareocy; sheet of film with image for o.h.p. 

12 ovtlrhead projector n. device that projects an o.h.t onto a screen - O.H.P. abbr. 

13 pointer n. device (rod or electric torch et<;) for indicating things on a 
map, screen etc 

14 screen n. large, flat, reflective white surface on which films, slides etc 
. 

are projected 

15 signal v. to help the audience understand where one is in a presentation 

16 slide n. small (usually 35mm) photographic transparency - s6de pro-
jector n. 

17 To start with ... 'fypical phrase used to signal the beginning of a particular subject 
or topic 

18 Turning now to ... 'fypical phrase used to signal a change from one subject or topic 
to another 

19 visual aids n. things that one can look e.t in a presentation [eg: films, maps, 
charts etc] 

20 ~laitMoard n. large, flat, whit.e surface or boanl on which to write or draw 
with mar:kers .. 

Company Structure 

I ftCffll1JU5 Dept. n. department responsible for administering a company's finan-

cial affaim 

2 A.G.M.mt abbr. Annual General Meeting of a company's shareholders 

3 board of directors n. group of people chosen to establish policy for and control a 
ORiq-tmy 

4 cbairmanlll[ n. person who beads a Board of Directors; head of a company; 

chaiiperson 

5 director n. a member of the board of directors 

6 aecutive officerllS n. perso11 managing the affairs of a corporation - chief eucu• 
dvtl officer n. 

7 . head~ . n. a company's principal or main office or centre of control 

8 manager n. ~n responsible for day-to-day rwming of a dept.; execu-
· · · tive •offic.er-5 

9 managing~ · · · n. ~or director after thr. chainnan responsible for day-to-day 
'"..:r:... directim 

10 Marketing:Dept. n. ~ that pots goods on market, inc. packaging, adver-
ti.sing etc 

11 
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organigtion chart n. a table or plan showing a company's structure graphically 



12 Penmmel Dept. n. department responsible for recruitment and welfare of staff or B~iness Communication 

employees 

13 presiden~ n. the highest executive officer of a company; head of a company 

14 Production Dept. n. department responsible for physical creation of product NOTES 
15 Porchasing Dept. n. department responsible foc finding and buying everything for 

a company 

16 R & D Department n. department responsible for Research and Development of 
(new) products 

17 reception n. the place where visitors and clients report on arrival at a 
company 

18 Sales Department n. department responsible for finding CU&OIDel8 and making sales 

19 sbareholder n. person who holds or owns shares in or a part of a company 
or corporation 

20 vice presidentU'I n. any of several executive officers., each responsible for a sepa-
rate di.vision 

Law 

1 attorney n. 1 a person appointed to act for or represent another 2us 
lawyer 

2 ~ n. a lawyer who pleads before a superior court 

3 brief n. l ux: instructions to a barrister - also .,, 2us written stalement 
of facts 

4 case n. statement of the facts in a trial, esp. the argument of one side 

5 contract n. a formal agreement, usually in writing. between two or more 
parties 

6 courtotlaw n. .the place where law cases are hear and decided; court -
cow:troom n. 

7 evidence n. information presented to a court to prove or support a point 
in question 

8 guilty adj. responsible for wrong;. culpable - guilt n. not guilty a4i. 
. -

9 judge n. official with authority to hear and decide cases in a court of 
law - also.-. 

10 ;.y "- a group of people chosen to hear the evidence of a case and 
give a decision 

11 lawsuit n. a trial at court between two private pm1ies 

12 lawyer n. a person trained in lay., and who advises !Jf represents others 
1 .. 

13 plead ti. 1 to defend a law case;_ 2 _to declare oneself to be guilty or not 
guilty - plea n. 

V • R 

14 sentence n. 1 decision of a court, ~sp. as to the puniBhment 2 the punish-
ment - also v. - . . . 

. , 

15 solicitor n. I ux lawyer advising c~ & briefing barristers 2us law officer 
for a city etc 

16 sue .-. to start legal action against someone in a court of law - lawsuit 383 
n. 



Business Communication 17 sumup v. to 81lIIlillarise & review the evidence of a case - ~morning op 
n. 

18 trial n. a formal examination of a case in a court of law - to try v. 

NOTES 19 verdict n. the formal decision or finding of a judge or jury 

20 without prejudice without detriment or damage to a legal right or claim 

Selling 

1 after-sales service n. service that continues after a product has been sold [eg: re-

pairs etc] 

2 buyer n. 1 any person who buys anything 2 a person employed by a 

firm.to buy 

3 dimt n. a person who buys services from a lawyer, architect or othex 

~ 
4 close v. to finalise a deal or sale; to make a sale 

5 cold caD v. to telephone a prospect without previous contact - also n. 

6 customer . n. a pe.tSOD who buys goods or servic:es from a shop or business 

7 deal n. a business transaction - also v. dealer n. 

8 discount n. a reduction in the price; a deduction [usually expressed as a 

peccentage (% )] 

9 follow up v. to continue to follow pcrs.istent:ly; tn maintain contact [ eg: after 
a lead] 

IO guarantee n. a promise that a product will be repaired or replaced etc if 
faulty - also v. 

11 in bulk in large quantity, usually at a lower price 

12 lead n. useful indication of a possible customer to be followed up 

13 objedioo n. a reason given by a prospect far not buying - to object v. 
suovercome 

14 overcome v. [~ -come] to overcome an obj-edioo to show an 

objection is invalid 

15 produd n. something made and usually for sale - to produce v. seeservice 

16 prospect n. a possible or probable customer, prospective customer 

17 repn!Sentative n. sales representative person who represents & sells for a 

fum; salesperson 

18 retail v. to sell in small quantities (as in a shop to the public)- also n. 
see wholesale 

19 service · n. work oone usually in return far payment - to serve v. see 
product 

20 wholesale v. to sell in bulk (as to a shop for resale to the public) - also n. 
Sll retail 
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Contracts Business Communication 

1 agreement n. an arrangement between two or more people, countries etc; 

contract 

2 appendix n. additional or supplementary material at end of contract, book NOTES 
etc 

3 arbitration n. settlement of a dispute by a person chosen by both parties -
to arbitrate v. 

4 article n. a particular statement or stipulation in a contract etc; clause 

5 clause n. a particular statement or stipulation in a contract etc; article 

6 condition n. anything necessary before the perfonnaoce of something else 

7 force majeure n. superior, power, unforeseeable event excusing one party from 

fulfilling COOlraCt 

8 ruun v: to satisfy a condition; to complete the required tas~ to fulfillus 

9 herein adv: in here; in this (document etc) 

10 hereinafter adv: in the following part (of this document etc) 

11 hereto adv: to this (document etc) [eg: attached hereto] 

12 heretofore adv: up until now; until the present; before this 

13 in behalf of in the interests of (person etc); for (person etc); on behalf of'UK 

14 null and void invalid; without legal force; not binding 

15 on the one band on one side - on the other hand on the other side 

16 party n. the person or persons forming one side of an agreement 

17 stipulate v. to specify as an essential condition - stipulation n. 

18 terms n. conditions or stipulations 

19 wammt v. to give formal assurance; to guarantee 

20 whereas " conj: it being the case that; in view of the fact that [in .introduction 
to contracts] 

Marketing 

1 bnnd n. a particular make of product - to brand v. - branded adj. 

2 ~ n. the person who buys and uses a product or service - to 
consume v. 

3 cost v. [ cost, costed, costed] to estimale the price of making a prod-
uct - costing n. 

4 develop v. to create a new product or improve an existing one - product 
developmcot n. 

5 dimiblrtion n. the delivering of products to end-users, inc. advertising, stor-
ingetc 

6 end-user n. the pezson, custome.r etc who is the ultimate (and so real) user 
of a product 

7 image n. the concept or perception of a firm or product held by the 
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Business Communication 8 label n. small piece of paper, metal etc on a product giving infOIIDation 

about it 

9 launch v. to introduce a new product, with publicity etc - product launch 

NOTES 
n. 

IO mailonler n. the selling of goods by post - mail-order eatalogue n. 

11 market research n. study of consumers' ~ & preferences, often for a particu-

larproduct 

12 packaginr n. the wrapping or container for a product 

13 point of sale n. the place where a product is actually sold to the public -

point-of-sale a4i. 
14 prodol'.t n. something made to be sold; mercbandisc [includes services] -

to produce v. 

15 publlc fflmODS n. creation and maintenance of a good public image - public 
relations officer n. 

16 registered adj. registered or officially recorded as a trademark - ® abbr. 
- to register v. 

17 sponsor n. fum. supporting an organisation in return for advertising space 
- also v. 

18 S.W.O.T. ablTr. Strength. Weaknesses, Opportunities, Threats 

19 total product n. the whole product, inc. name. packaging, .instructioos, reliabil-

ity, after-sales etc 

20 trademark n. special symbol design, woro etc ll8Cd to represent a product 

or fum - " abbr. 

Employment 

1 boom n. additional pay given to employee as incentive or reward 

2 curriculum -vitEOK n. short account of one's education, career etc; CVUX; resumeu.,; 
resume US 

3 dismiss v. lb remove or discharge from employment; to sack [colloq.]; to 
firell! 

4 employer n. person or firm who employs people - employee n. person 

employed 

5 firelll v. [colloq.] to dismiss 

6 interview v. an oral ellIIlination of an applicant for a job - also v. 

7 make redundant°' v. [made, made] to dismiss because of not being needed -
redundancy~ n. 

8 maternity leave n. period of absence from work (for a woman) when having a 
-baby 

9 notice n. advance warning of intention to resign - to give or tender 
one's notice v. 

10 perk abbr. perquisite; something additional to regular salary [eg: free 

386 
meals; a car] 

11 personnel n. the people who work for a firm 



12 personnel officer n. manager respoIIBible for recruitment, training and welfare of Business Communication 

personnel 

13 pnmodon n. advancement in rank or position - to promote v. 

14 prospects n. opportunity for success, promotion etc NOTES 
15 recroit n. to look for and employ personnel - recruitment n. 

16 rtSign v. to give up a job - letter of resignation n. 

17 retire v. to leave employment, esp. because of age - retirement n. 

18 sahuy n. a fixed, regular payment. usually monthly, made by employer 
to employee 

19 staff n. the people who work for a firm or a particular department; 

employees 

20 lake on v. [too~ taken] to employ; to hire 

Meetin~ 

1 A.G.M. abbr. Annual General Meeting 

2 A.0.B. abbr. Any Other Business [ usually the last item on an agenda] 

3 absent a4i. not here; not at the meeting; not present 

4 agenda n. a written programme or schedule for a meeting 

5 apologies n. item on agenda BDDOUDCing people who are absent; apologies 
for absence 

6 ballot n. a type of vote, usually in writing and usually secret- secret 
ballot n. 

7 cmting vote n. a deciding vote (usually by the cbainnan) when the voces are 
otherwise equal 

8 dudnnan n. the person who leads or presides at a meeting; chairperson; 
chair 

9 coaference n. formal meeting for discussion, esp. a regular one held by an 
ocganisati.on 

10 coaference call n. telephone call between three or more people in different lo-
caticms 

11 comeosu.s n. general agreement 

12 decision n. a conclusion or resolution to do something - to decide v. 

13 ban n. a· separate point for discussion [as listed on an agenda] 

14 matten~ n. item on agenda for discussion of what has happened as a 
result of last meeting 

15 'rnim1la n. a written record of everything said at a meeting 
. 

16- proxy vote n. a vote cast by one person for or in place of another 

17 show of bands n. raised hands to express an opinion in a vote 

18 nnanimous adj. in complete agreement; united in opinion 

19 vldeocoofecence n. conference of people in different locations linked by satellite, 

1Vetc 

20 vote v. to express opinion in a group by voice or hand etc - also n. 387 
• to cut a vote v. 
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