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Appendix A Formatting Letters, Memos, and E-Mail Messages

After studying this appendix, you will know

Formats for letters.

Formats for envelopes.
Formats for memos.

Formats for e-mail messages.

people in your organization. E-mails go to both audiences. Letters, memos,
and e-mails do not necessarily differ in length, formality, writing style, or
pattern of organization. However, letters, memos, and e-mails do differ in format.
Format means the parts of a document and the way they are arranged on the page.

FORMATS FOR LETTERS

If your organization has a standard format for letters, use it.

Many organizations and writers choose one of three letter formats: block
format (see Figure A.2), modified block format (see Figure A.3), or the sim-
plified format (see Figure A.4). Your organization may make minor changes
from the diagrams in margins or spacing.

Figure A.1 shows how the three formats differ.

Use the same level of formality in the salutation, or greeting, as you would
in talking to someone on the phone: Dear Glenn if you're on a first-name basis,
Dear Mr. Helms if you don’t know the reader well enough to use the first
name.

Some writers feel that the simplified format is better since the reader is not
Dear. Omitting the salutation is particularly good when you do not know the
reader’s name or do not know which courtesy title to use. (For a full discussion
on nonsexist salutations and salutations when you don’t know the reader’s
name, see Chapter 3.) However, readers like to see their names. Since the sim-
plified format omits the reader’s name in the salutation, writers who use this
format but who also want to be friendly often try to use the reader’s name
early in the body of the letter.

The simplified letter format is good in business-to-business mail, or in letters
where you are writing to anyone who holds a job (admissions officer, customer
service representative) rather than to a specific person. It is too cold and dis-
tancing for cultures that place a premium on relationships.

Sincerely and Yours truly are standard complimentary closes. When you are
writing to people in special groups or to someone who is a friend as well as
a business acquaintance, you may want to use a less formal close. Depend-
ing on the circumstances, the following informal closes might be acceptable:
Cordially, Thank you, or even Ciao.

In mixed punctuation, a colon follows the salutation and a comma follows
the close.

A subject line tells what the message is about. Subject lines are required in
memos and e-mails; they are optional in letters. Good subject lines are specific,
concise, and appropriate for your purposes and the response you expect from
your reader:

I etters normally go to people outside your organization; memos go to other
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Figure A.1 Comparing and Contrasting Letter Formats

Block Modified block
Date and signature block Lined up at left margin Lined up /2 or 2/3 of the
way over to the right
Paragraph indentation None Optional
Salutation and complimentary close Yes Yes
Subject line Optional Rare
Lists, if any Indented Indented
Writer’s typed name Upper- and lowercase Upper- and lowercase
Paragraph spacing Single-spaced, Single-spaced,
double-space double-space
between between

633

Simplified

Lined up at left margin

None

None

Yes

At left margin

Full capital letters

Single-spaced,
double-space
between

When you have good news, put it in the subject line.

®  When your information is neutral, summarize it concisely in the subject
line.

®  When your information is negative, use a negative subject line if the
reader may not read the message or needs the information to act. Other-
wise, use a neutral subject line.

® When you have a request that will be easy for the reader to grant, put
either the subject of the request or a direct question in the subject line.

®  When you must persuade a reluctant reader, use a common ground, a
benefit, or a neutral subject line.

For examples of subject lines in each of these situations, see Chapters 9, 10,
and 11.

A reference line refers the reader to the number used on the previous cor-
respondence this letter replies to, or the order or invoice number this letter is
about. Very large organizations use numbers on every piece of correspondence
they send out so that it is possible to find quickly the earlier document to which
an incoming letter refers.

All three formats can use headings, lists, and indented sections for emphasis.

Each of the three formats has advantages. Both block and simplified can
be typed quickly since everything is lined up at the left margin. Block for-
mat is the format most frequently used for business letters; readers expect
it. Modified block format creates a visually attractive page by moving the
date and signature block over into what would otherwise be empty white
space. Modified block is also a traditional format; readers are comfortable
with it.

The examples of the three formats in Figures A.2—A.4 show one-page letters on
company letterhead. Letterhead is preprinted stationery with the organization’s
name, logo, address, phone number, and frequently e-mail. Figure A.5 shows
how to set up modified block format when you do not have letterhead. (It is also
acceptable to use block format without letterhead.)

When your letter runs two or more pages, use a heading on the second page
to identify it. Using the reader’s name helps the writer, who may be printing
out many letters at a time, to make sure the right second page gets in the enve-
lope. The two most common formats are shown in Figures A.6, A.7, A.8, and
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Figure A.2 Block Format on Letterhead
Northwest Hardware Warehouse
100 Freeway Exchange Provo, UT 84610 (801) 555-4683 www.northwesthardware.com
Line up. $ 3-6 spaces depending on length of letter
everything
at left June 20, 2012
margin 2-4 spaces line
Mr. James E. Murphy, Accounts Payable 7itle could be on a separ ate li
Salt Lake Equipment Rentals
11 1%" 5600 Wasatch Boulevard ) ame line
Salt Lake City, Utah 84121 < ZIp code 011 S
Use first Deaf Jim:) Colon in mixed punctuation
name in
ﬁ(a;glﬁgon The following items totaling $393.09 are still open on your account. §] 1 never has a heading
use iton
the Phone  ynyoice #01R-784391 Bold heading
After the bill for this invoice arrived on May 14, you wrote saying that the material had not been <————=
delivered to you. On May 29, our Claims Department sent you a copy of the delivery receipt signed 1",
by an employee of Salt Lake Equipment. You have had proof of delivery for over three weeks, but pecause
your payment has not yet arrived. right
Single-space paragraphs .
one blank space) margin is
Please send a check for $78.42. Double-space between paragraphs ( just/%ed
Triple-space before a )
heading (2 blank spaces);
Voucher #59351 double-space after the heading
The reference line on your voucher #59351, dated June 16, indicates that it is the gross payment for
Do not invoice #01G-002345. However, the voucher was only for $1171.25, while the invoice amount was
indent $1246.37. Please send a check for $75.12 to clear this item.
paragraphs

2-4 spaces

Voucher #55032

Voucher #55032, dated June 16, subtracts a credit for $239.55 from the amount due. Our records do
not show that any credit is due on this voucher. Please send either an explanation or a check to
cover the $239.55 immediately.

Total Amount Due Headings are optional in letters
Please send a check for $393.09 to cover these three items and to bring your account up to date.

. 1-2 spaces
Sincerely,

Tl i

Neil Hutchinson
Credit Representative

cc: Joan Stottlemyer, Credit Manager

Leave bottom margin of 6 spaces—
more if letter is short
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Figure A.3 Modified Block Format on Letterhead

Bay City Information Systems

. 151 Bayview Road * San Francisco, CA 81153 ¢ (650) 405-7849  www.baycity.com

$ 3-6 spaces

|
| September 15, 2012

$ 2-4 spaces ' Line up date with signature block

he right
Ms. Mary E. Arcas 4 or £ of the way over to the 1'g

Personnel Director
S 1 Cyclops Communication Technologies
1 *75 1050 South Sierra Bonita Avenue )
Los Angeles, CA 90019 Zjp code on same line

Dear Ms. Arcas: (Colon in mixed punctuation

’,”C’e”?’”g 7 Let me respond to your request for an evaluation of Colleen Kangas. Colleen was hiredasa =<———,——=

IS opt/ona/ clerk-typist by Bay City Information Systems on April 4, 2010, and was promoted to Administrative 1

in modified Assistant on August 1, 2011. At her review in June, | recommended that she be promoted again. because

block She is an intelligent young woman with good work habits and a good knowledge of computer right
software. margin is

As an Adminstrative Assistant, Colleen not only handles routine duties such as processing justified

Single-space time cards, ordering supplies, and entering data, but also screens calls for two marketing
paragraphs specialists, answers basic questions about Bay City Information Systems, compiles the statistics |

need for my monthly reports, and investigates special assignments for me. In the past eight months,

she has investigated freight charges, inventoried department hardware, and transferred files to

archives. | need only to give her general directions: she has a knack for tracking down information
Double Spacequickly and summarizing it accurately.
between Although the department’s workload has increased during the year, Colleen manages her
paragraphs time so that everything gets done on schedule. She is consistently poised and friendly under
(one blank  pressure. Her willingness to work overtime on occasion is particularly remarkable considering that
line) she has been going to college part-time ever since she joined our firm.

At Bay City Information Systems, Colleen uses Microsoft Word, Excel, and Access software.
She tells me that she also uses PowerPoint in her college classes.

If Colleen were staying in San Francisco, we would want to keep her. She has the potential
either to become an Executive Secretary or to move into line or staff work, especially once she
completes her degree. | recommend her highly.

1-2 spaces
di Sincerely,
Headings are o,
optional in letters o4 spaces$ :/ﬁwq foedordit
\“Jeanne Cederlind

| Vice President, Marketing
| jeanne_c@baycity.com
|

Comma in mixed punctuation

1-4 spaces
Encl.: Evaluation Form for Colleen Kangas
1 Line up signature block with date
Leave at least 6 spaces
at bottom of page—more if
letter is short
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Figure A.4 Simplified Format on Letterhead
McFarlane
Memorial
1500 Main Street lowa City, IA 52232 (319) 555-3113
$ 3-6 spaces
Line up
cveryihing August 24,2012
at left $ 2-4 spaces
margin Melinda Hamilton
- Medical Services Division
1"-15"  Health Management Services, Inc.
4333 Edgewood Road, NE
Cedar Rapids, IA 52401
Triple-space (two blank spaces) Subject line in full capital letters
REQUEST FOR INFORMATION ABOUT COMPUTER SYSTEMS ‘
<—— No salutation
We’re interested in upgrading our computer system and would like to talk to one of
your marketing representatives to see what would best meet our needs. We will use
the following criteria to choose a system:
1. Ability to use our current software and data files. Double-space (one blank space)
. . between items in list if any items
2. Price, prorated on a three-year expected life. are more than one line long
3. Ability to provide auxiliary services, e.g., controlling inventory of drugs and
supplies, monitoring patients' vital signs, and processing insurance
forms more quickly.
4. Freedom from downtime. h
Do not Triple-space (two bl lank spaces) between list, next paragrap
indent McFarlane Memorial Hospital has 50 beds for acute care and 75 beds for long-term -~ ——~
paragraphs care. In the next five years, we expect the number of beds to remain the same while %”‘7”
outpatient care and emergency room care increase. when right
Could we meet the first or the third week in September? We are eager to have the matr.g/snﬂ';ed
new system installed by Christmas if possible. not Ju
Please call me to schedule an appointment. Headings are
optional in letters
No close. /(2‘_.,[.., g P
HU {4 PORTERFIELD Wiiter's name in full capital [etiers
Controller
$ 1-4 spaces
Encl.: Specifications of Current System
Databases Currently in Use
cc: Rene Seaburg
Leave 6 spaces at bottom
of page—more if letter is short




Appendix A Formatting Letters, Memos, and E-Mail Messages
Figure A.5 Modified Block Format without Letterhead
$ 6-12 spaces
|
_ :1 1408 Brussels Avenue NE
Single-space  pAlbuquerque, NM 87111
November 5, 2012
|
0 g1 2-6 spaces
=13 $ .
Mr. Tom Miller, President
Miller Construction
P.0. Box 2900
Lincolnshire, IL 60197-2900
. . Subject line is optional in
Subject: Invoice No. 664907, 10/29/13 P lock & modified block
Indenting  Dear Mr. Miller: 1",because
paragraphs right margin
is optional in As part of our kitchen remodeling, your crew installed beautiful Sanchez s justifed
modified  cabinets. The next day they varnished them, but the varnish was not =
block even. It had bubbles and drip marks, and in some places looked and felt

rough. My wife complained to the foreman, and he had the crew revarnish
the cabinets. If anything, they looked even worse. At that point, the
foreman said he could not do any better and if we wanted a better job, we
would have to see to it ourselves. So we did. We called Mr. Sancehz, who
sent some of his men over, and now the cabinets are lovely.

Because a professional-looking finish on the cabinets is part of what we
expected in the remodeling, we ask you to cover Mr. Sanchez’s $1050 fee as
part of your contract, and to remove it from our bill. The entire kitchen
now looks lovely; we love your granite-top counters.

Please send us a new invoice showing Mr. Sanchez’s fee removed and our
balance paid in full.

: Sincerely,

-

2.4 spaces$ %/ul/x/'m \T %ayﬁ

William T. Mogzing
1-4 spaces 1

Encl.: Check #7887 Line up signature
block with date
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below. Note even when the signature block is on the second page, it is still lined
up with the date.

Reader's Name
Date
Page Number

or

Reader's Name Page Number Date

When a letter runs two or more pages, use letterhead only for page 1. (See
Figures A.6, A.7, and A.8.) For the remaining pages, use plain paper that
matches the letterhead in weight, texture, and color.

Set side margins of 1 inch to 1%z inches on the left and % inch to 1 inch on
the right. If you are right justifying, use the 1 inch margin. If your letterhead
extends all the way across the top of the page, set your margins even with the
ends of the letterhead for the most visually pleasing page. The top margin
should be three to six lines under the letterhead, or 1 to 2 inches down from
the top of the page if you aren’t using letterhead. If your letter is very short,
you may want to use bigger side and top margins so that the letter is centered
on the page.

The inside address gives the reader’s name, title (if appropriate), and
address: always double check to see the name is spelled correctly. To eliminate
typing the reader’s name and address on an envelope, some organizations use
envelopes with cutouts or windows so that the inside address on the letter
shows through and can be used for delivery. If your organization does this,
adjust your margins, if necessary, so that the whole inside address is visible.

Many letters are accompanied by other documents. Whatever these documents
may be—a multipage report or a two-line note—they are called enclosures, since
they are enclosed in the envelope. The writer should refer to the enclosures in the
body of the letter: “As you can see from my résumé, . . . ” The enclosure nota-
tion (Encl.:) at the bottom of the letter lists the enclosures. (See Figures A.3, A4,
and A.5.)

Sometimes you write to one person but send copies of your letter to other
people. If you want the reader to know that other people are getting copies,
list their names on the last page. The abbreviation cc originally meant carbon
copy but now means computer copy. Other acceptable abbreviations include
pc for photocopy or simply c for copy. You can also send copies to other people
without telling the reader. Such copies are called blind copies. Blind copies
are not mentioned on the original; they are listed on the copy saved for the
file with the abbreviation bcc preceding the names of people getting these
copies.

FORMATS FOR ENVELOPES

Business envelopes need to put the reader’s name and address in the area that
is picked up by the Post Office’s Optical Character Readers (OCRs). Use side
margins of at least 1 inch. Your bottom margin must be at least 5 inch but no
bigger than 2% inches.

Most businesses use envelopes that already have the return address printed
in the upper left-hand corner. When you don’t have printed envelopes, type
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Figure A.6 Second Page of a Two-Page Letter, Block Format

State
g University

ay Boulevard

August 11, 2012
2-4 spaces
Ms. Stephanie Voght
= ;1 Stephen F. Austin High School
2 1200 Southwest Blvd.
San Antonio, TX 78214

Dear Ms. Voght: Colon in mixed punctuation.
Enclosed are 100 brochures about State University to distribute to your students. The 1
brochures describe the academic programs and financial aid available. When you need

additional brochures, just let me know.

Further information about State University

You may also want your students to learn more about life at State University. You

Plain papéer

for page 2. T_qv
2

Center
Stephanie Voght <— [eaders 2 August 11, 2012
name Also OK to line up page number and
date at left under reader's name.
campus life, including football and basketball games, fraternities and sororities, clubs and
organizations, and opportunities for volunteer work. It stresses the diversity of the student
body and the very different lifestyles that are available at State.

Triple-space before
each new heading (two blank spaces).

Scheduling a State Squad Speaker 3old or underline headings.

To schedule one of the these dynamic speakers for your students, just fill out the
Same  enclosed card with your first, second, and third choices for dates, and return it in the
margins stamped, self-addressed envelope. Dates are reserved in the order that requests arrive.
asp 1. Send in your request early to increase the chances of getting the date you want.

Any one of our State Squad speakers will give your high school students a colorful
preview of the college experience. They are also great at answering questions.

1-2 spaces ) .
. Sincerely, Comma in mixed punctuation.
2-4 WZ(CW%/‘IIW— Headings are
spaces optional in
Michael L. Mahler letters.
Director of Admissions

@ 1-4 spaces
Encl.: Brochures, Reservation Form

cc: R.J. Holland, School Superintendent
Jose Lavilla, President, PTS Association

/\/\/\/\/W\
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Figure A.7 Second Page of a Two-Page Letter, Modified Block Format

Glenarvon
Carpets

1500 Summit Avenue (612) 555-1002
Minneapolis, MN Fax (612) 555-4032
www.glenarvon.biz

I November 5, 2012
@ 2-4 spaces \
' Line up date with

Mr. Roger B. Castino .
signature block.

Castino Floors and Carpets
418 E. North Street
Brockton, MA 02410

Indenting  Dear Mr. Castino:

paragraphs
Is optional - Welcome to the team of Glenarvon Carpet dealers!
in modified
block. Your first shipment of Glenarvon samples should reach you within ten days. The samples include
Lu_qn
. $ - Center \
Plain paper Mr. Roger B. Castino <_ Reader's 2 ' November 5, 2012
for page 2 name |

territory . In addition, as a dealer you receive

* Sales kit highlighting product features Indent or center list
» Samples to distribute to customers to emphasize it

¢ Advertising copy to run in local newspapers

 Display units to place in your store.

The Annual Sales Meeting each January keeps you up-to-date on new products while you

Use get to know other dealers and Glenarvon executives and relax at a resort hotel.

same
margins Make your reservations now for Monterey January 10—13 for your first Glenarvon Sales

asp 1. Meeting!
|

Cordially,
2-4 [ b
Sp8068$ ‘)3,47?“"‘4‘“ = M@o

: Barbara S. Charbonneau
Vice President, Marketing
Line up signature block with
$ 1=4 spaces date in heading and on p1.
Encl.: Organization Chart
Product List
National Advertising Campaigns in 2011
1-4 spaces
cc: Nancy Magill, Northeast Sales Manager
Edward Spaulding, Sales Representative
6 spaces—more if
$ second page isn't a full page.

/\/\/\—/\MW
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Figure A.8 Second Page of a Two-Page Letter, Simplified Format

641

&\‘ptions
for Living

115 State Street

Ames, I1A 50014
515-292-8756
www.optionsforliving.org

$ 2-4 spaces
January 20, 2012
2-4 spaces
Gary Sammons, Editor
Southeastern Home Magazine

253 North Lake Street
Newport News, VA 23612

Triple-space (two blank spaces) Subject line in full caps
MATERIAL FOR YOUR STORY ON HOMES FOR PEOPLE WITH DISABILITIES

No salutation

Apartments and houses can easily be designed to accommodate people with disabilities. From
the outside, the building is indistinguishable from conventional housing. But the modifications
inside permit people who use wheelchairs or whose sight or hearing is impaired to do everyday

Iy
$ z y Plain paper for page 2
Gary Sammons = /feaders
January 20, 2012 hame
Page 2

Everything in hallways and showers and adjustable cabinets that can be raised or lowered. Cardinal says
linedup  that the adaptations can run from a few dollars to $5000, depending on what the customer

at left selects.

margin

Same The Builders Association of Virginia will install many features at no extra cost: 36-inch
margins doorways—8 inches wider than standard—to accommodate wheelchairs and extra wiring for
as page 1 electronic items for people whose sight or hearing is impaired.

If you'd like pictures to accompany your story, just let me know.

Moy Tl

No close o in full
MARILYN TILLOTSON riter's name in full caps
Executive Director

Encl.: Blueprints for Housing for People with Disabilities

cc: Douglas Stringfellow, President, BASF
Thomas R. Galliher, President, Cardinal Industries

$ at least 6 spaces—more if page 2 is not a full page

N N e
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your name (optional), your street address, and your city, state, and zip code
in the upper left-hand corner. Since the OCR doesn’t need this information to
route your letter, exact margins don’t matter. Use whatever is convenient and
looks good to you.

FORMATS FOR MEMOS

Memos omit both the salutation and the close entirely. Memos rarely use
indented paragraphs. Subject lines are required; headings are optional but
useful in memos a full page or longer. Each heading must cover all the infor-
mation until the next heading. Never use a separate heading for the first
paragraph.

Figure A.9 illustrates the standard memo format typed on a plain sheet of
paper. Note that the first letters of the date, reader’s name, writer’s name, and
subject phrase are lined up vertically. Note also that memos are usually ini-
tialed by the To/From block. Initialing tells the reader that you have proofread
the memo and prevents someone sending out your name on a memo you did
not in fact write.

Some organizations have special letterhead for memos. (See Figure A.10.)

Some organizations alter the order of items in the Date/To/From/Subject
block. Some organizations ask employees to sign memos rather than simply
initialing them. The signature goes below the last line of the memo and pre-
vents anyone from adding unauthorized information.

If the memo runs two pages or more, set up the second and subsequent
pages in one of the following ways (see Figure A.11):

Brief Subject Line
Date
Page Number

or

Brief Subject Line Page Number Date

FORMATS FOR E-MAIL MESSAGES

E-mail programs prompt you to supply the various parts of the memo format.
See Chapters 9, 10, and 11 for information about designing e-mail subject lines.
“Cc:” denotes computer copies; the recipient will see that these people are get-
ting the message. “Bcc:” denotes blind computer copies; the recipient does not
see the names of these people. Most e-mail programs also allow you to attach
documents from other programs, thus e-mails have attachments rather than
enclosures. The computer program supplies the date and time automatically.

Some aspects of e-mail format are still evolving. In particular, some writers
treat e-mail messages as if they were informal letters; some treat them as memos.
Even though the e-mail screen has a “To” line (as do memos), some writers still
use an informal salutation, as in Figure A.12. The writer in Figure A.12 ends
the message with a signature block. Signature blocks are particularly useful for
e-mail recipients outside the organization who may not know your title or con-
tact information. You can store a signature block in the e-mail program and set
the program to insert the signature block automatically.
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Figure A.9 Memo Format (on plain paper)
Everything .
lined up at left Plain paper

Double-space

w 41w
1-17
<>

No
heading
for 9 1

Single-space
paragraphs;
double-space
between
paragraphs
(one blank
space)

Do not
indent
paragraphs

(one blank space)

Line up
Date: October 7, 2012

To: Annette T. Califero

From: Kyle B. Abrams KBA Writer's initials added in ink

ject: B Capitalize first letter of each
Subject: A Low-Cost Way to Reduee Enerey Use ma?or word in subject line

As you requested, I've investigated low-cost ways to reduce our energy use. Reducing
the building temperature on weekends is a change that we could make immediately,
that would cost nothing, and that would cut our energy use by about 6%.

Triple-space before each new heading (two blank spaces)

The Energy Savings from a Lower Weekend Temperature Sold or underline headings

Lowering the temperature from 68° to 60° from 8 p.Mm. Friday evening to 4 A.m.
Monday morning could cut our total consumption by 6%. It is not feasible to lower the
temperature on weeknights because a great many staff members work late; the cleaning
crew also is on duty from 6 p.M. to midnight. Turning the temperature down for only
four hours would not result in a significant heat saving.

Turning the heat back up at 4 A.m. will allow the building temperature to be back to 68°
by 9 a.M. Our furnace already has computerized controls which can be set to
automatically lower and raise the temperature.

Triple-space (two blank spaces) Capitalize first letter of
How a Lower Temperature Would Affect Employees czch major word of heading

A survey of employees shows that only 7 people use the building every weekend or
almost every weekend. Eighteen percent of our staff have worked at least one weekend
day in the last two months; 52% say they “occasionally” come in on weekends.

People who come in for an hour or less on weekends could cope with the lower
temperature just by wearing warm clothes. However, most people would find 60° too
cool for extended work. Employees who work regularly on weekends might want to
install space heaters.

Action Needed to Implement the Change

Would you also like me to check into the cost of buying a dozen portable space
heaters? Providing them would allow us to choose units that our wiring can handle and
would be a nice gesture towards employees who give up their weekends to work. I
could have a report to you in two weeks.

We can begin saving energy immediately. Just authorize the lower temperature, and I'll
see that the controls are reset for this weekend.

Memos are initialed by
To/From/Subject block—no sl

§1171u

4

ignature usually Headings are optional in memos

643



644 Appendix A Formatting Letters, Memos, and E-Mail Messages

Figure A.10 Memo Format (on memo letterhead)

Kimball,
Walls, and
Morganstern

/

Date:  March 15,2012 Lineupho

aligned vertically

rizontally with printed Date/To/From/Subject

To: Annette T. CaliferoA Capitalize first
. iter's initials added in ink letter of each major
From: Kyle B. Abrams KB Writers i word in subject line

Subject:  [The Effectiveness of Reducing Building Temperatures on Weekends
Triple-space (two blank spaces)

Reducing the building temperature to 60° on weekends has cut energy use by 4%

compared to last year’s use from December to February and has saved our firm

$22,000.

This savings is particularly remarkable when you consider that this winter has been "1
colder than last year’s, so that more heat would be needed to maintain the same <———
temperature.

Fewer people have worked weekends during the past three months than during the
preceding three months, but snow and bad driving conditions may have had more to
do with keeping people home than the fear of being cold. Five of the 12 space
heaters we bought have been checked out on an average weekend. On one weekend,
all 12 were in use and some people shared their offices so that everyone could be in
a room with a space heater.

Fully 92% of our employees support the lower temperature. I recommend that we
continue turning down the heat on weekends through the remainder of the heating
season and that we resume the practice when the heat is turned on next fall.

Headings are optional in memaos

In contrast, the writer in Figure A.13 omits both the salutation and his name.
When you send a message to an individual or a group you have set up, the
“From:” line will have your name and e-mail address.

If you post a message to a listserv, be sure to give at least your name and
e-mail address at the end of your message, as some list-servs strip out identi-
fying information when they process messages.

When you hit “reply,” the e-mail program automatically uses “Re:” (Latin for
about) and the previous subject line. The original message is set off, usually with
one or more vertical lines in the left margin or with carats (see Figure A.14).
You may want to change the subject line to make it more appropriate for your
message.

Use short line lengths in your e-mail message. If the line lengths are too
long, they’ll produce awkward line breaks, as in Figure A.14.
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Figure A.11 Second Page of Two-Page Memo
115"
P SN February 18, 2012

To: Dorothy N. Blasingham
Ega(zjcbele_ < From: Roger L. Trout R.L.T. writer's initials added in ink
(one blank space) Capitalize first letter of all

ubject: equest for Third-Quarter Computer Training Sessions major words in su
Subj R for Third-Q C Training Sessi I d bject line
Triple-space (two blank spaces)
3n_qn
ould you please run advanced training sessions on using Excel in April and May an =
ggnaevef Could you pl d d training sessi ing Excel in April and May and !
h(?e ading basic training sessions for new hires in June?
Triple-space before a heading (two blank spaces)
Advanced Sessions on Excel
Bold headings

Once the tax season is over, Jose Cisneros wants to have his first- and second-year people take
Double- your advanced course on Excel. Plan on about 45-50 people in three sessions. The
Zﬁ; ?vigen people in the course already use Excel for basic spreadsheets but need to learn the fine
paragraphs points of macros and charting.

(one blank space)

If possible, it would be most convenient to have the sessions run for four afternoons rather

Plain paper
for page 2

Same margins
asp 1.

$ 1u g

8 Brief

Dorothy N. Blasingham<— subject line or 2 Page February 18, 2012
reader’s name number

Also OK to line up page number,

i ; nder reader's name
before the summer vacation season begins. date at left u

i : . Capitalize first letter of all
Orientation for New Hires major words in heading

With a total of 16 full-time and 34 part-time people being hired either for summer or
permanent work, we'll need at least two and perhaps three orientation sessions. We'd like to
hold these the first, second, and third weeks in June. By May 1, we should know how many
people will be in each training session.

Would you be free to conduct training sessions on how to use our computers on June 9, June
16, and June 23? If we need only two dates, we’ll use June 9 and June 16, but please block off
the 23rd too in case we need a third session.

Triple-space before a heading (two blank spaces)

Request for Confirmation

Let me know whether you’re free on these dates in June, and which dates you’d prefer. If you'll
let me know by February 25, we can get information out to participants in plenty of time
for the sessions.

Headings are optional

!
Thanks! in memos

Memos are initialed by
To/From/Subject block

%
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Figure A.12 A Basic E-Mail Message (direct request)

ﬁ Unmled Message (Rich Text)

L.

[ Tk, ] |Iarenzor@artemis.com

|__Fom... | |Sacha Zevchik <zevchik.2@acme.com>  System puts in writer's
sbiect: | | Please Protect Computers name and e-mail address.

Hi Roger-- Some writers use an informal salutation to make the message friendlier.

Q

Just a reminder: when your workers install the ceiling insulation next week, be sure to have them

to put plastic sheeting over the desks and computers to protect them from sawdust, insulation, and
indent debris.
paragraphs.

Thanks!

. The writer creates the signature block

Sacha Zevchik once, then can use it automatically.

Administrative Assistant Some e-mail programs permit you to

\oice: 630-555-1000 ext. 117 store several signature blocks with

Fax: 630-555-2391 different levels of formality.

E-Mail: zevchik.2@acme.com
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Figure A.13 An E-Mail Message with an Attachment (direct request)

ﬁ Untitled - Message (Rich Tex1)

i Times New Roman v | 12

'_Wm Famet ook Adions  Help

Alttach as Adobe POF E.Llﬂyhé-! 3 |v| 2 2] Cgtiens.., | (@) l

l

Ry

| | TAC <tac@acme.com> E-mail programs allow you to create “nicknames”or “aliases”

[_fom.. | [Keith Lee <lee.526@acme.com> for individuals and names for groups.“TAC”sends
swietti | | Please Comment on Draft messages to everyone on the “Technology Advisory Committee”
[_J | When you, use the “attach”
[_J | icon, the file name, size, and type
[Dateched: | [ personalcomputer.doc is inserted.

Attached is the current draft on personally owned computers that people

bring into the office. Many e-mail programs support

hyperlinks. Readers can click here
(the path where the message
c:\attachments\personalcomputer.doc s Stoé%?n%'zlfgs {OeC'p S
go to the document.
Please send me any changes by 10 A.M. Thursday—I'll collate them and bring them to
our meeting Thursday afternoon.

This writer omits salutation and signature block.
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Figure A.14 An E-Mail Reply with Copies (response to a complaint)

£% Untitled Message (Rich Text)

i fle Edit View [nsert Format Tooks Actions Help
_1§end]ﬂ d| g2 ,ﬂh& ﬂ 'F:Attachasndul:ePDF |M ’V"& Y K3 ]Y |b§ 2] Ogtions.., |Ql
: Tirnes News Roman zlz z|Al B Z U ||_‘_ = = =
When you reph/ the system inserts

To.. | Ellen Oshio <ellen_oshio@gte.net> the recipient's e-mail address.
[ Fom,... | Mary Monroe <mary_monroe.custserv@acme.com>

Lo | / all.custserv@acme.com Recipient sees “cc”— will know it is going to the whole department.
Wade <wade_palmer@acme.com> Recipient doesn’t see “Bce”information

Attachsd:
J

Using the
,eadgrg Thank you,\Ms. Oshio, for letting us know about the problem you’ve had. We’re certainly not glad

name in that there is a problem, but if there is one, we want to fix it—and we can do that only when we
know what the problem is. When you reply to a message, put your response first.

|
Subiect: | (Re)Problems with Customer Service Reps Hitting “Reply”Produces “Re”and the original subject line. |

makes
the . . ) ) )
message Of course we want our customer service representatives to be polite and professional. | apologize

more for the responses you've had. I'll work with all our reps to polish our phone skills. When you call our
friendly: - Gustomer Service line, we want you to get service that’s just as good as the high-quality bath and
kitchen fixtures you recommend to your clients!

Mary Monroe Rather than using a signature block,
Customer Service Manager this Writer/'ust types her name and/'ob title.

PS. The Lifetime Brass Finish is currently scheduled for June 1 availability. I'll let you know a
month from now if that date is going to hold.
Space between your message and the original message to make yours easier to read.
At 11:01 AM 4/27/2009 -0500, you wrote: ™, System inserts date,
time of original message.

> | don’t want to switch suppliers, but recent experiences with your reps have

> just about made me change my mind. | just don’t want to do business with them anymore.
Carats
denote a > As you know, the Lifetime Brass Finish has missed several roll-out dates. Those These odd, distracting
MESSAGE 5 delays have been bad enough. But even worse have been my encounters with /ine breaks result when
written t Th | dealt with e d with  Yyou receive a message
by the your customer reps. The reps | dealt with were curt and more concerned with 7 """ lengths are fo
recipient > justifying their mistakes than satisfying my needs. 5, for your e-mail program. To avoid them, use short
(or forwarded from someone else). line lengths when you compose e-mail messages.
> Today, | had another distasteful encounter with a customer service rep (Danielle was
> her name) who was rude and unprofessional—in fact, she hung up on me when | asked her
> last name. The woman had no business handling customer complaints because she seemed
> to take them personally. She accused me of “yelling” at her and then lectured me on
> her status as a human being. | am never rude or abusive to people; such behavior isn’t
> nice and would ruin my own credibility.

> | think you should know that, at least in their dealings with me, some of your reps
> are not serving your interests well (and | have told them that on several occasions).




STATE AND PROVINCE ABBREVIATIONS

Appendix A Formatting Letters, Memos, and E-Mail Messages

States with names of more than five letters are frequently abbreviated in letters
and memos. The post office abbreviations use two capital letters with no punc-
tuation. See Figure A.15.

Figure A.15 Post Office Abbreviations for States, Territories,

State name

Alabama
Alaska
Arizona
Arkansas
California
Colorado
Connecticut
Delaware
District of Columbia
Florida
Georgia
Hawaii
ldaho

lllinois
Indiana
lowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi

and Provinces

Post office
abbreviation

AL
AK

AR
CA
CO
CT
DE
DC
FL

GA
HI

%;5%:32!:5

MD
MA
Ml

MN
MS

Post office
abbreviation

State name

Missouri
Montana
Nebraska
Nevada

New Hampshire
New Jersey
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas

Utah

Vermont
Virginia
Washington
West Virginia
Wisconsin
Wyoming

Province name

Post office
abbreviation

Post office
abbreviation

Territory name

Guam
Puerto Rico
Virgin Islands

GU
PR
Vi

Alberta

British Columbia

Manitoba

New Brunswick

Newfoundland and
Labrador

Northwest Territories

Nova Scotia

Nunavut

Ontario

Prince Edward Island

Quebec

Saskatchewan

Yukon Territory

AB
BC
MB
NB
NL

NT
NS
NU
ON
PE
QC
SK
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Appendix B Writing Correctly

After studying this appendix, you will know

(o 24N Common grammar usage.
[HoN: P8 Correct ways to use punctuation.
(HoN:EEW The right way to use words that are often confused.

cess can backfire: writers who worry about grammar and punctua-

tion when they’re writing a first or second draft are more likely to get
writer’s block. Wait till you have your ideas on paper to check your draft for
correct grammar, punctuation, typing of numbers and dates, and word use.
Use the proofreading symbols at the end of this appendix to indicate changes
needed in a printed copy.

Most writers make a small number of grammatical errors repeatedly. Most
readers care deeply about only a few grammatical points. Keep track of the
feedback you get (from your instructors now, from your supervisor later) and
put your energy into correcting the errors that bother the people who read
what you write. A command of standard grammar will help you build the
credible, professional image you want to create with everything you write.

USING GRAMMAR

With the possible exception of spelling, grammar is the aspect of writing that
writers seem to find most troublesome. Faulty grammar is often what exec-
utives are objecting to when they complain that college graduates or MBAs
“can’t write.”

Too much concern for correctness at the wrong stage of the writing pro-

Agreement
Subjects and verbs agree when they are both singular or both plural.

Incorrect:  The accountants who conducted the audit was recommended highly.
Correct: The accountants who conducted the audit were recommended highly.

Subject-verb agreement errors often occur when other words come between
the subject and the verb. Edit your draft by finding the subject and the verb of
each sentence.

American usage treats company names and the words company and government
as singular nouns. British usage treats them as plural:

Correct (US): State Farm Insurance trains its agents well.
Correct (Great Britain):  Lloyds of London train their agents well.

Use a plural verb when two or more singular subjects are joined by and.
Correct: Larry McGreevy and | are planning to visit the client.

Use a singular verb when two or more singular subjects are joined by or, nor,
or but.

Correct: Either the shipping clerk or the superintendent has to sign the order.

When the sentence begins with Here or There, make the verb agree with the
subject that follows the verb.
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Banished Words

Correct grammar and
speling are basic
ways to signal care-
ful, intelligent writing. Another
fundamental is to choose words
and phrases that say what you
mean. Out of habit or careless-
ness, however, writers may sprin-
kle their work with meaningless
words.

To highlight the problem, Lake
Superior State University each
January announces its “List
of Words Banished from the
Queen’s English for Mis-Use,
Over-Use and General Useless-
ness.” A sample from their lists:

m  Captured alive—If someone is
dead, it’s too late to capture
him or her.

®m  Place stamp here (on a return
envelope)—This phrase
states the obvious. Mail
requires postage; we know
where to put the stamp, don’t
we?

m On the ground (in news
broadcasts)— With the excep-
tion of the occasional report
from a helicopter or battle-
ship, where else would the
reporter be?

m [t js what it is—This phrase
says nothing.

m  An accident that didn’t need
to happen—Some accidents
need to happen?

®  Drug deal gone bad—Are
drug deals ever good?

Adapted from “List of Banished
Words,” Lake Superior State University,
accessed June 28, 2011, http://www
JIssu.edu/banished.
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Correct:
Correct:

Here is the booklet you asked for.

There are the blueprints | wanted.

Note that some words that end in s are considered to be singular and require
singular verbs.

Correct:

A series of meetings is planned.

When a situation doesn’t seem to fit the rules, or when following a rule pro-
duces an awkward sentence, revise the sentence to avoid the problem.

Problematic:

Better:

Problematic:

Better:

The Plant Manager in addition to the sales representative (was, were?)
pleased with the new system.

The Plant Manager and the sales representative were pleased with the new
system.

None of us (is, are?) perfect.
All of us have faults.

Errors in noun—-pronoun agreement occur if a pronoun is of a different
number or person than the word it refers to.

Incorrect:

Correct:

Incorrect:
Correct:

All drivers of leased automobiles are billed $300 if damages to his automobile
are caused by a collision.

All drivers of leased automobiles are billed $300 if damages to their automo-
biles are caused by collisions.

A manager has only yourself to blame if things go wrong.

As a manager, you have only yourself to blame if things go wrong.

The following words require a singular verb and pronoun:

everybody neither

each nobody

either a person

everyone

Correct: Everyone should bring his or her copy of the manual to the next session on

changes in the law.

If the pronoun pairs necessary to avoid sexism seem cumbersome, avoid the
terms in this list. Instead, use words that take plural pronouns or use second-

person you.

Each pronoun must refer to a specific word. If a pronoun does not refer to a
specific term, add a word to correct the error.

Incorrect:

Correct:

We will open three new stores in the suburbs. This will bring us closer to our
customers.

We will open three new stores in the suburbs. This strategy will bring us closer
to our customers.

Hint: Make sure this and it refer to a specific noun in the previous sentence.
If either refers to an idea, add a noun (“this strategy”) to make the sentence
grammatically correct.

Use who and whom to refer to people and which to refer to objects. That can
refer to anything: people, animals, organizations, and objects.

Correct:

The new Executive Director, who moved here from Boston, is already making
friends.
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Figure B.1 The Case of the Personal Pronoun
Nominative
(subject of Reflexive/
clause) Possessive Objective intensive
Singular
1st person | my, mine me myself
2nd person you your, yours you yourself
3rd person he/shef/it his/her(s)/its him/her/it himself/herself/itself
one/who one’s/whose one/whom oneself/(no form)
Plural
1st person we our, ours us ourselves
2nd person you your, yours you yourselves
3rd person they their, theirs them themselves
Correct: The information, which she wants now, will be available tomorrow.
Correct: This confirms the price that | quoted you this morning.
Case

Case refers to the grammatical role a noun or pronoun plays in a sentence.
Figure B.1 identifies the case of each personal pronoun.
Use nominative case pronouns for the subject of a clause.

Correct: Shannon Weaver and | talked to the customer, who was interested in learning

more about integrated software.
Use possessive case pronouns to show who or what something belongs to.

Correct: Microsoft Office will exactly meet her needs.

Use objective case pronouns as objects of verbs or prepositions.

Correct: When you send in the quote, thank her for the courtesy she showed Shannon

and me.

Hint: Use whom when him would fit grammatically in the same place in
your sentence.

To (who/whom) do you intend to give this report?

You intend to give this report to him.

Whom is correct.

Have we decided (who, whom?) will take notes?

Have we decided he will take notes?

Who is correct.

Use reflexive pronouns to refer to or emphasize a noun or pronoun that has

already appeared in the sentence.
Correct: I myself think the call was a very productive one.

Do not use reflexive pronouns as subjects of clauses or as objects of verbs or
propositions.
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The Errors That
Bother People in
Organizations

Professor  Maxine

Hairston constructed a question-

naire with 65 sentences, each

with one grammatical error. The

administrators, executives, and

business people who responded

were most bothered by the

following:

®  \Wrong verb forms (“he brung
his secretary with him”)

m  Double negatives

m Objective pronoun used for
subject of sentence (“Him
and Richards were the last
ones hired.”)

m  Sentence fragments

= Run-on sentences

m  Failure to capitalize proper
names

m “Would of” for “would have”

m | ack of subject-verb
agreement

m  Comma between verb and
complement (“Cox cannot
predict, that street crime will
diminish.”)

m | ack of parallelism

m Adverb errors (“He treats his
men bad.”)

m “Set” for “sit”

They also disliked

®  Errors in word meaning

®m  Dangling modifiers

= “|” as objective pronoun (“The
army moved my husband and
")

m Not setting off interrupt-
ers (e.g., “However”) with
commas

®m  Tense switching

®  Plural modifiers with singular
nouns.

Based on Maxine Hairston, “Not All
Errors Are Created Equal: Nonaca-
demic Readers in the Professions
Respond to Lapses in Usage,” Col-
lege English 43, no. 8 (December
1981), 794-806.
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[O2 BN

10

Qu

The Fumblerules of

Grammar

1. Avoid run-on
sentences they
are hard to read.

. A writer must not shift your
point of view.

. Verbs has to agree with their
subjects.

. No sentence fragments.

. Reserve the apostrophe for
it’s proper use and omit it
when its not needed.

. Proofread carefully to see if
you any words out.

. Avoid commas, that are
unnecessary.

. Steer clear of incorrect
forms of verbs that have
snuck in the language.

. In statements involving two
word phrases make an all
out effort to use hyphens.

. Last but not least, avoid
clichés like the plague; seek
viable alternatives.

oted from Wiliam Safire, “On Lan-

guage: The Fumblerules of Grammar,”
New York Times Magazine, November

11,
ble

1979, 16; and “On Language: Fum-
rule Follow-up,” New York Times

Magazine, November 25, 1979, 14.
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Incorrect: Elaine and myself will follow up on this order.
Correct: Elaine and | will follow up on this order.
Incorrect: He gave the order to Dan and myself.
Correct: He gave the order to Dan and me.

Note that the first-person pronoun comes after names or pronouns that refer
to other people.

Dangling Modifier

A modifier is a word or phrase that gives more information about the subject,
verb, or object in a clause. A dangling modifier refers to a wrong word or
word that is not actually in the sentence. The solution is to reword the modi-
fier so that it is grammatically correct.

Incorrect: Confirming our conversation, the truck will leave Monday. [The speaker is
doing the confirming. But the speaker isn’t in the sentence.]
Incorrect: At the age of eight, | began teaching my children about American business.

[This sentence says that the author was eight when he or she had children
who could understand business.]

Correct a dangling modifier in one of these ways:
®  Recast the modifier as a subordinate clause.

Correct: As | told you, the truck will leave Monday.

Correct: \When they were eight, | began teaching my children about American business.

® Revise the main clause so its subject or object can be modified by the
nowdangling phrase.

Correct: Confirming our conversation, | have scheduled the truck to leave Monday.

Correct: At the age of eight, my children began learning about American business.

Hint: Whenever you use a verb or adjective that ends in -ing, make sure it
modifies the grammatical subject of your sentence. If it doesn’t, reword the
sentence.

Misplaced Modifier

A misplaced modifier appears to modify another element of the sentence
than the writer intended.

Incorrect: Customers who complain often alert us to changes we need to make. [Does
the sentence mean that customers must complain frequently to teach us

something? Or is the meaning that frequently we learn from complaints?]

Correct a misplaced modifier by moving it closer to the word it modifies
or by adding punctuation to clarify your meaning. If a modifier modifies the
whole sentence, use it as an introductory phrase or clause; follow it with a
comma.

Correct: Often, customers who complain alert us to changes we need to make.

Parallel Structure

Items in a series or list must have the same grammatical structure.
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Not parallel:  In the second month of your internship, you will
1. Learn how to resolve customers’ complaints.
2. Supervision of desk staff.
3. Interns will help plan store displays.
Parallel: In the second month of your internship, you will
1. Learn how to resolve customers’ complaints.
2. Supervise desk staff.
3. Plan store displays.
Also parallel:  Duties in the second month of your internship include resolving customers’
complaints, supervising desk staff, and planning store displays.

Hint: When you have two or three items in a list (Whether the list is horizontal
or vertical) make sure the items are in the same grammatical form. Put lists
vertically to make them easier to see.

Predication Errors

The predicate of a sentence must fit grammatically and logically with the
subject. Make sure that the verb describes the action done by or done to the
subject.

Incorrect: Our goals should begin immediately.

Correct: Implementing our goals should begin immediately.

In sentences using is and other linking verbs, the complement must be a
noun, an adjective, or a noun clause.

Incorrect:  The reason for this change is because the SEC now requires fuller disclosure.

Correct: The reason for this change is that the SEC now requires fuller disclosure.

UNDERSTANDING PUNCTUATION

Punctuation marks are road signs to help readers predict what comes next.
(See Figure B.2.)

When you move from the subject to the verb, you're going in a straight line;
no comma is needed. When you end an introductory phrase or clause, the
comma tells readers the introduction is over and you're turning to the main
clause. When words interrupt the main clause, like this, commas tell the reader
when to turn off the main clause for a short side route and when to return.

Figure B.2  What Punctuation Tells the Reader

Mark Tells the reader

Period We’re stopping.

Semicolon What comes next is closely related to what | just said.

Colon What comes next is an example of what | just said.

Dash What comes next is a dramatic example of or a shift from what |
just said.

Comma What comes next is a slight turn, but we’re going in the same basic

direction.
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Anguished English
Richard Lederer
recorded the following
howlers in headlines:

m CEMETERY
ALLOWS PEOPLE TO BE
BURIED BY THEIR PETS.

= KICKING BABY CONSID-
ERED TO BE HEALTHY.

= DIRECTOR OF TRUMAN
LIBRARY KNOWS NEWS-
MAN’S PROBLEMS —HE
WAS ONE.

= MAN FOUND BEATEN,
ROBBED BY POLICE.

Quoted from Richard Lederer, More
Anguished English (New York: Dela-
corte Press, 1993), 166-67.
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What Bothers Your
Boss?

Most bosses care
deeply about only a
few points of grammar. Find out
which errors are your supervisor’'s
pet peeves, and avoid them.

Any living language changes.
New usages appear first in
speaking. Here are four issues on
which experts currently disagree:

1. Plural pronouns to refer to
everybody, everyone, and
each. Standard grammar
says these words require sin-
gular pronouns.

2. Split infinitives. An infinitive is
the form of a verb that con-
tains to: to understand. An
infinitive is split when another
word separates the to from
the rest of an infinitive: to eas-
ily understand.

3. Hopefully to mean | hope
that. Hopefully means “in a
hopeful manner.” However, a
speaker who says “Hopetfully,
the rain will stop” is talking
about the speaker’s hope, not
the rain’s.

4. Abbreviations without periods,
Abbreviations such as US or
MBA now frequently appear
without periods.

Ask your instructor and your boss
whether they are willing to accept the
less formal usage. When you write to
someone you don’t know, use stan-
dard grammar and usage.

Appendix B Writing Correctly

Some people have been told to put commas where they’d take breaths.
That’s bad advice. How often you’d take a breath depends on how big your
lung capacity is, how fast and loud you're speaking, and how much empha-
sis you want. Commas aren’t breaths. Instead, like other punctuation, they’re
road signs.

PUNCTUATING SENTENCES

A sentence contains at least one main clause. A main or independent clause
is a complete statement. A subordinate or dependent clause contains both a
subject and a verb but is not a complete statement and cannot stand by itself.
A phrase is a group of words that does not contain both a subject and a verb.

Main clauses

Your order will arrive Thursday.

He dreaded talking to his supplier.

I plan to enroll for summer school classes.
Subordinate clauses

if you place your order by Monday

because he was afraid the product would be out of stock

since I want to graduate next spring
Phrases

With our current schedule

As aresult

After talking to my advisor

A clause with one of the following words will be subordinate:
after if
although, though

because, since

when, whenever
while, as
before, until

Using the correct punctuation will enable you to avoid four major sen-
tence errors: comma splices, run-on sentences, fused sentences, and sentence
fragments.

Comma Splices

A comma splice or comma fault occurs when two main clauses are joined

only by a comma (instead of by a comma and a coordinating conjunction).
Incorrect: The contest will start in June, the date has not been set.

Correct a comma splice in one of the following ways:

® [f the ideas are closely related, use a semicolon rather than a comma. If
they aren’t closely related, start a new sentence.

Correct: The contest will start in June; the exact date has not been set.

®  Add a coordinating conjunction.

Correct: The contest will start in June, but the exact date has not been set.

m Subordinate one of the clauses.

Correct: Although the contest will start in June, the exact date has not been set.
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Remember that you cannot use just a comma with the following transitions:

however nevertheless
therefore moreover

Instead, either use a semicolon to separate the clauses or start a new sentence.

Incorrect: Computerized grammar checkers do not catch every error, however, they
may be useful as a first check before an editor reads the material.

Correct: Computerized grammar checkers do not catch every error; however, they
may be useful as a first check before an editor reads the material.

Run-on Sentences

A run-on sentence strings together several main clauses using and, but, or, so,
and for. Run-on sentences and comma splices are “mirror faults.” A comma
splice uses only the comma and omits the coordinating conjunction, while a
run-on sentence uses only the conjunction and omits the comma. Correct a
short run-on sentence by adding a comma. Separate a long run-on sentence
into two or more sentences. Consider subordinating one or more of the
clauses.

Incorrect:  We will end up with a much smaller markup but they use a lot of this material
so the volume would be high so try to sell them on fast delivery and tell them
our quality is very high.

Correct: Although we will end up with a much smaller markup, volume would be high
since they use a lot of this material. Try to sell them on fast delivery and high
quality.

Fused Sentences

A fused sentence results when two sentences or more are fused, or joined with
neither punctuation nor conjunctions. To fix the error, add the punctuation,
add punctuation and a conjunction, or subordinate one of the clauses.

Incorrect: The advantages of Intranets are clear the challenge is persuading employ-
ees to share information.

Correct: The advantages of Intranets are clear; the challenge is persuading employ-
ees to share information.

Also correct:  Although the advantages of Intranets are clear, the challenge is persuading
employees to share information.

Sentence Fragments

In a sentence fragment, a group of words that is not a complete sentence is
punctuated as if it were a complete sentence.

Incorrect: Observing these people, | have learned two things about the program. The
time it takes. The rewards it brings.

To fix a sentence fragment, either add whatever parts of the sentence are
missing or incorporate the fragment into the sentence before it or after it.

Correct: Observing these people, | have learned that the program is time-consuming
but rewarding.

Remember that clauses with the following words are not complete sen-
tences. Join them to a main clause.
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Pity the Apostrophe
The apostrophe is so
often misused that in
England John Richards
founded the Apostro-

phe Protection Society. The soci-
ety’s website, www.apostrophe
.org.uk/. summarizes the basic
rules for using apostrophes in
English. The entertaining part of
the website is its examples, pho-
tos of signs that have abused
apostrophes in many ways, includ-
ing overuse and omission. Here
are some examples:

In a banquet hall’s brochure:
“The Ultimate Attraction for
all sorts of Function’s rang-
ing from, Fair’s, Carnival’s,
Bon Fire Display’s, Music
Concert’s, Party’s, Ball’s, Cor-
porate Function’s and even
Wedding’s” (and that’s just
what the ideas range from;
imagine what they range tol).
By a parking lot: “Resident’s
and Visitor’s Only” (meaning
something belonging to one
resident and one visitor).

By a school parking lot:
“Reserved for Principals
Office” (a sign that will

not enhance the school’s
reputation).

In a set of contest rules:
“The judges decision is final.”
(Writer couldn’t decide where
to put the apostrophe, so he
or she didn't try.)

At a government office build-
ing: “Disabled Access (All
Depts’s) via Dep. of Social
Security” (trying all punctua-
tion possibilities at once).

Adapted from The Apostrophe Pro-
tection Society Homepage, Floating
Lily Designs, last updated February

21,

2011, http://www.apostrophe.

org.uk/.
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after if
although, though when, whenever
because, since while, as

before, until

Incorrect:  We need to buy a new computer system. Because our current system is
obsolete.

Correct: We need to buy a new computer system because our current system is
obsolete.

PUNCTUATION WITHIN SENTENCES

The good business and administrative writer knows how to use the following
punctuation marks: apostrophes, colons, commas, dashes, hyphens, parenthe-
ses, periods, and semicolons.

Apostrophe

1. Use an apostrophe in a contraction to indicate that a letter or symbol has
been omitted.

\We're trying to renegotiate the contract.
The ‘90s were years of restructuring for our company.

2. To indicate possession, add an apostrophe and an s to the word.
The corporation’s home office is in Houston, Texas.

Apostrophes to indicate possession are especially essential when one noun
in a comparison is omitted.

This year’s sales will be higher than last year’s.

When a word already ends in an s, add an apostrophe or an apostrophe
and s to make it possessive.

The meeting will be held at New Orleans’ convention center.

With many terms, the placement of the apostrophe indicates whether
the noun is singular or plural.

Incorrect: The program should increase the participant’s knowledge. [Implies that only
one participant is in the program.]

Correct: The program should increase the participants’ knowledge. [Many partici-
pants are in the program.]

Hint: Use “of” in the sentence to see where the apostrophe goes.

The figures of last year = last year’s figures
The needs of our customers = our customers’ needs
Note that possessive pronouns (e.g., his, ours) usually do not have apos-
trophes. The only exception is one’s.
The company needs the goodwill of its stockholders.
His promotion was announced yesterday.
One’s greatest asset is the willingness to work hard.
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3. Do not use an apostrophe to make plurals.

Incorrect: Use the folder’s above the cabinet to file these documents.
Correct: Use the folders above the cabinet to file these documents.

Colon

1. Use a colon to separate a main clause and a list that explains the last ele-
ment in the clause. The items in the list are specific examples of the word
that appears immediately before the colon.

Please order the following supplies:
Printer cartridges
Computer paper (20-Ib. white bond)
Bond paper (25-Ib., white, 25% cotton)
Company letterhead
Company envelopes
When the list is presented vertically, capitalize the first letter of each

item in the list. When the list is run in with the sentence, you don’t need to
capitalize the first letter after the colon.

Please order the following supplies: printer cartridges, computer paper (20-lb. white
bond), bond paper (25-Ib., white, 25% cotton), company letterhead, and company
envelopes.

Do not use a colon when the list is grammatically part of the main clause.
Incorrect: The rooms will have coordinated decors in natural colors such as:
eggplant, moss, and mushroom.

Correct: The rooms will have coordinated decors in natural colors such as egg-
plant, moss, and mushroom.

Also correct: The rooms will have coordinated decors in a variety of natural colors:
eggplant, moss, and mushroom.

If the list is presented vertically, some authorities suggest introducing the
list with a colon even though the words preceding the colon are not a com-
plete sentence.

2. Use a colon to join two independent clauses when the second clause
explains or restates the first clause.

Selling is simple: give people the service they need, and they’ll come back with more
orders.

Comma

1. Use commas to separate the main clause from an introductory clause, the
reader’s name, or words that interrupt the main clause. Note that commas
both precede and follow the interrupting information.

R. J. Garcia, the new Sales Manager, comes to us from the Des Moines office.

A nonrestrictive (nonessential) clause gives extra information that is not
needed to identify the noun it modifies. Because nonrestrictive clauses
give extra information, they need extra commas.
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The History of

Punctuation
WHENWRITING
BEGANTHERE
WERENOBREAKS

BETWEENWORDS

In inscriptions on monuments
in ancient Greece, breaks were
chosen to create balance and
proportion.

WHENWRITI

NGBEGANTH

EREWERENO

BREAKSBET

WEENWORDS

In the third century bce, Aristo-
phanes added a dot high in the
line (like this ), after a complete
thought, or periodos. For part of
a complete thought, or colon, he
used a dot on the line (like this e).
For a comma, or subdivision of a
colon, he used a dot halfway up
(like this ).

The monks in the Middle Ages
substituted a strong slash for the
midway dot. As time went on, the
strong slash was shortened and
acquired a curl—becoming our
comma today.

Based on Lionel Casson, “howandwhy
punctuationevercametobeinvented,”
Smithsonian 19, no. 7 (October 1988),
216.
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Sue Decker, who wants to advance in the organization, has signed up for the company
training program in sales techniques.

Do not use commas to set off information that restricts the meaning of a
noun or pronoun. Restrictive clauses give essential, not extra, information.
Anyone who wants to advance in the organization should take advantage of on-the-job
training.

The clause “who wants to advance in the organization” restricts the mean-
ing of the pronoun anyone.

Do not use commas to separate the subject from the verb, even if you
would take a breath after a long subject.

Incorrect: Laws requiring registration of anyone collecting $5,000 or more on behalf
of another person, apply to schools and private individuals as well to chari-
table groups and professional fund-raisers.

Correct: Laws requiring registration of anyone collecting $5,000 or more on behalf of

another person [] apply to schools and private individuals as well to chari-
table groups and professional fund-raisers.

Use a comma, with a conjunction, after the first clause in a compound sentence.

This policy eliminates all sick-leave credit of the employee at the time of retirement, and
payment will be made only once to any individual.

Do not use commas to join independent clauses without a conjunction.
Doing so produces comma splices.

Use commas to separate items in a series. Using a comma before the and
or or is not required by some authorities, but using a comma always adds
clarity. The comma is essential if any of the items in the series themselves
contain the word and.

The company pays the full cost of hospitalization insurance for eligible employees,
spouses, and unmarried dependent children under age 23.

Dash
Use dashes to emphasize a break in thought.

Ryertex comes in 30 grades—each with a special use.

To type a dash, use two hyphens with no space before or after.

Hyphen

1. Use a hyphen to indicate that a word has been divided between two lines.

Attach the original receipts for lodging, meals, tips, trans-
portation, and registration fees.

Divide words at syllable breaks. If you aren’t sure where the syllables
divide, look up the word in a dictionary. When a word has several syl-
lables, divide it after a vowel or between two consonants. Don’t divide
words of one syllable (e.g., used); don’t divide a two-syllable word if one of
the syllables is only one letter long (e.g., acre).

2. Use hyphens to join two or more words used as a single adjective.

Order five 10- or 12-foot lengths.

The computer-prepared income and expense statements will be ready next Friday.
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The hyphen prevents misreading. In the first example, five lengths are
needed, not lengths of 5, 10, or 12 feet. In the second example, without the
hyphen, the reader might think that computer was the subject and prepared
was the verb.

Parentheses

1. Use parentheses to set off words, phrases, or sentences used to explain or
comment on the main idea.
For the thinnest Ryertex (.015”) only a single layer of the base material may be used,
while the thickest (10”) may contain over 600 greatly compressed layers of fabric or
paper. By varying the fabric used (cotton, asbestos, glass, or nylon) or the type of paper,
and by changing the kind of resin (phenolic, melamine, silicone, or epoxy), we can pro-
duce 30 different grades.

Any additional punctuation goes outside the second parenthesis when

the punctuation applies to the whole sentence. It goes inside when it
applies only to the words in the parentheses.

Please check the invoice to see if credit should be issued. (A copy of the invoice is
attached.)

2. Use parentheses for the citations in a text. See Chapter 18 for examples.

Period

1. Use a period at the end of a sentence. Space once before the next sentence.
2. Use a period after some abbreviations. When a period is used with a per-

son’s initials, leave one space after the period before the next letter or word.
In other abbreviations, no space is necessary.

R. J. Tebeaux has been named Vice President for Marketing.

The U.S. division plans to hire 300 new M.B.A.s in the next year.

The trend is to reduce the use of punctuation. It would also be correct to
write

The US division plans to hire 300 new MBAs in the next year.

Semicolon

1. Use semicolons to join two independent clauses when they are closely
related.

We’ll do our best to fill your order promptly; however, we cannot guarantee a delivery date.

Using a semicolon suggests that the two ideas are very closely connected.
Using a period and a new sentence is also correct but implies nothing
about how closely related the two sentences are.

2. Use semicolons to separate items in a series when the items themselves
contain commas.

The final choices for the new plant are El Paso, Texas; Albuquerque, New Mexico; Salt
Lake City, Utah; Eureka, California; and Eugene, Oregon.

Hospital benefits are also provided for certain specialized care services such as diag-
nostic admissions directed toward a definite disease or injury; normal maternity delivery,
Caesarean section delivery, or complications of pregnancy; and in-patient admissions for
dental procedures necessary to safeguard the patient’s life or health.
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Hint: A semicolon could be replaced by a period and a capital letter. It has a
sentence on both sides.

SPECIAL PUNCTUATION MARKS

Quotation marks, square brackets, ellipses, and underlining are necessary
when you use quoted material.

Quotation Marks

1. Use quotation marks around the names of brochures, pamphlets, and mag-
azine articles.

Enclosed are 30 copies of our pamphlet “Saving Energy.”

You'll find articles like “How to Improve Your Golf Game” and “Can You Keep Your Eye on
the Ball?” in every issue.

In US punctuation, periods and commas go inside quotation marks.
Colons and semicolons go outside. Question marks go inside if they are
part of the material being quoted.

2. Use quotation marks around words to indicate that you think the term is
misleading.
These “pro-business” policies actually increase corporate taxes.

3. Use quotation marks around words that you are discussing as words.

Forty percent of the respondents answered “yes” to the first question.
Use “Ms.” as a courtesy title for a woman unless you know she prefers another title.
It is also acceptable to italicize words instead of using quotation marks.

4. Use quotation marks around words or sentences that you quote from
someone else.

“The Fog Index,” says its inventor, Robert Gunning, is “an effective warning system
against drifting into needless complexity.”

Square Brackets

Use square brackets to add your own additions to or changes in quoted
material.

Senator Smith’s statement: “These measures will create a deficit.”
Your use of Smith’s statement: According to Senator Smith, “These measures
[in the new tax bill] will create a deficit.”

The square brackets show that Smith did not say these words; you add them
to make the quote make sense in your document.

Ellipses

Ellipses are spaced dots. In typing, use three spaced periods for an ellipsis.
When an ellipsis comes at the end of a sentence, use a dot immediately after
the last letter of the sentence for a period. Then add three spaced dots, with
another space after the last dot.
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1. Use ellipses to indicate that one or more words have been omitted in the
middle of quoted material. You do not need ellipses at the beginning or
end of a quote.

The Wall Street Journal notes that Japanese magazines and newspapers include adver-
tisements for a “$2.1 million home in New York’s posh Riverdale section . . . 185 acres of
farmland [and] . . . luxury condos on Manhattan’s Upper East Side.”

2. In advertising and direct mail, use ellipses to imply the pace of spoken
comments.

If you've ever wanted to live on a tropical island . . . cruise to the Bahamas . . . or live in a
castle in Spain . . .

... you can make your dreams come true with Vacations Extraordinaire.

Underlining and Italics

1. Underline or italicize the names of newspapers, magazines, and books.

The Wall Street Journal The Wall Street Journal
Fortune Fortune
The Wealth of Nations The Wealth of Nations

Titles of brochures and pamphlets are put in quotation marks.

2. Underline or italicize words to emphasize them.

Here’s a bulletin that gives you, in handy chart form, workable data on over 50 different
types of tubing and pipe.

You may also use bold to emphasize words. Bold type is better than either
underlining or italics because it is easier to read.

WRITING NUMBERS AND DATES

Spell out numbers from one to nine. Use figures for numbers 10 and over in
most cases. Always use figures for amounts of money (The new office costs $1.7
million). Large numbers frequently use a combination of numbers and words
(More than 20 million people are affected by this new federal regulation).

Spell out any number that appears at the beginning of a sentence. If spell-
ing it out is impractical, revise the sentence so that it does not begin with a
number.

Fifty students filled out the survey.
In 2002, euro notes and coins entered circulation.

When two numbers follow each other, spell out the smaller number and use
figures for the larger number.

In dates, use figures for the day and year. The month is normally spelled
out. Be sure to spell out the month in international business communication.
American usage puts the month first, so that 1/10/12 means January 10, 2012.
European usage puts the day first, so that 1/10/12 means October 1, 2012.
Modern punctuation uses a comma before the year only when you give both
the month and the day of the month:

May 1, 2012
but
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More Anguished
English
m Family Physician.
Hours: 10:30—
12:20; 3:30-4:45
Monday-Friday. 10:30-11:45
Saturday. Limited Amount of
Patience.
® Aunt and Roach Killer.

®m  He is recovering from a near-
fatal accident that sent him
into a comma.

®m  The board voted by tele-
phone pole.

m | found a liter of pups.

Quoted from Richard Lederer, More
Anguished  English  (New  York:
Delacorte Press, 1993), 166-67.
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Summers 2009-12
August 2012
Fall 2012

No punctuation is needed in military or European usage, which puts the day
of the month first: 13 July 2012. Do not space before or after the slash used to
separate parts of the date: 10/05-5/12.

Use a hyphen to join inclusive dates.

March—-August 2012 (or write out: March to August 2012)
‘08-"09
1999-2001

Note that you do not need to repeat the century in the date that follows the
hyphen: 2011-12.

WORDS THAT ARE OFTEN CONFUSED

Here’s a list of words that are frequently confused. Master them, and you’'ll be
well on the way to using words correctly.

1. accede/exceed
accede: to yield
exceed: to go beyond, surpass
I accede to your demand that we not exceed the budget.
2. accept/except
accept: to receive; to agree to
except: to leave out or exclude; but
I accept your proposal except for point 3.
3. access/excess
access: the right to use; admission to
excess: surplus
As supply clerk, he had access to any excess materials.
4. adapt/adopt
adapt: adjust
adopt: to take as one’s own
She would adapt her ideas so people would adopt them.
5. advice/advise
advice: (noun) counsel
advise: (verb) to give counsel or advice to someone
I asked him to advise me, but I didn’t like the advice I got.
6. affect/effect
affect: (verb) to influence or modify
effect: (verb) to produce or cause; (noun) result

He hoped that his argument would affect his boss’s decision, but so far
as he could see, it had no effect.

The tax relief effected some improvement for the citizens whose in-
comes had been affected by inflation.

7. affluent/effluent
affluent: (adjective) rich, possessing in abundance
effluent: (noun) something that flows out



10.

11.

12.

13.

14.

15.

16.
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Affluent companies can afford the cost of removing pollutants from
the effluents their factories produce.

a lot/allot

a lot: many (informal)

allot: divide or give to
A lot of players signed up for this year’s draft. We allotted one first-
round draft choice to each team.

among/between

among: (use with more than two choices)

between: (use with only two choices)

This year the differences between the two candidates for president are
unusually clear.

I don’t see any major differences among the candidates for city council.

amount/number

amount: (use with concepts or items that can be measured but that can-
not be counted individually)

number: (use when items can be counted individually)
It’s a mistake to try to gauge the amount of interest he has by the num-
ber of questions he asks.
attributed / contributed
attributed: was said to be caused by
contributed: gave something to
The rain probably contributed to the accident, but the police officer at-
tributed the accident to driver error.
cite/sight/site
cite: (verb) to quote
sight: (noun) vision, something to be seen
site: (noun) location, place where a building is or will be built
She cited the old story of the building inspector who was depressed by
the very sight of the site for the new factory.
complement/compliment
complement: (verb) to complete, finish; (noun) something that completes
compliment: (verb) to praise; (noun) praise
The compliment she gave me complemented my happiness.

compose/comprise

compose: make up, create

comprise: consist of, be made up of, be composed of
The city council is composed of 12 members. Each district comprises
an area 50 blocks square.

confuse/complicate/exacerbate

confuse: to bewilder

complicate: to make more complex or detailed

exacerbate: to make worse

Because I missed the first 20 minutes of the movie, I didn’t understand
what was going on. The complicated plot exacerbated my confusion.

dependant/dependent
dependant: (noun) someone for whom one is financially responsible
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The Knead for

Approve Reed Her

with a Spell Chequer

2 “Who wood have

guest The Spell Che-
quer would super seed The
assent of the editor Who was
once a mane figure? . . . Once,
awl sought his council; Now nun
prophet from him. How suite
the job was; It was all sew fine.
.. . Never once was he board
As he edited each claws, Going
strait to his deer work Where
he’d in cyst on clarity. Now he’s
holy unacceptable, Useless and
knot kneaded. . . . This is know
miner issue, Fore he cannot urn a
wage. Two this he takes a fence,
Butt nose naught watt too due.
He's wade each option Of jobs
he mite dew, But nothing peaks
his interest Like making pros
clear. Sum will see him silly For
being sew upset, But doesn’t
good righting Go beyond the
write spelling?”

Quoted from Jeff Lovill, “On the Use-
lessness of an Editor in the Presents of
a Spell Chequer,” Technical Communi-
cation 35, no. 4 (1988), 267; and Ed-
ward M. Chilton, “Various Comments
on 4Q88,” Technical Communication
36, no. 2 (1989), 173.
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17.

18.

19.

20.

21.

22.

23.

24.

25.

dependent: (adjective) relying on someone else

IRS regulations don’t let us count our 27-year-old son as a dependant,
but he is still financially dependent on us.

describe/prescribe
describe: list the features of something, tell what something looks like
prescribe: specify the features something must contain

The law prescribes the priorities for making repairs. This report
describes our plans to comply with the law.

different from/different than

Almost always different from (try changing the adjective different to the
verb differs)

Bob’s job description is different from mine.
The most common exception is the indirect comparison.
Susan has a different attitude than you and I [do is implied].
discreet/discrete
discreet: tactful, careful not to reveal secrets
discrete: separate, distinct
I have known him to be discreet on two discrete occasions.
disinterested /uninterested
Disinterested: impartial
Uninterested: unconcerned

Because our boss is uninterested in office spats, she makes a disinter-
ested referee.

elicit/illicit
elicit: (verb) to draw out
illicit: (adjective) not permitted, unlawful

The reporter could elicit no information from the senator about his
illicit love affair.

eminent/immanent/imminent

eminent: distinguished

immanent: existing in the mind or consciousness
imminent: about to happen

The eminent doctor believed that death was imminent. The eminent
minister believed that God was immanent.

farther/further
Farther: use for physical difference
Further: use for metaphoric difference; also use for additional or additionally

As I traveled farther from the destruction at the plant, I pondered the
further evidence of sabotage presented to me today.

fewer/less
fewer: (use for objects that can be counted individually)
less: (use for objects that can be measured but not counted individually)

There is less sand in this bucket; there are probably fewer grains of
sand, too.

forward/foreword
forward: ahead
foreword: preface, introduction
The author looked forward to writing the foreword to the book.



26.

27.

28.

29.

30.

31.

32.

33.

34.
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good/well
good: (adjective, used to modify nouns; as a noun, means something that
is good)
well: (adverb, used to modify verbs, adjectives, and other adverbs)
Her words “Good work!” told him that he was doing well.

He spent a great deal of time doing volunteer work because he
believed that doing good was just as important as doing well.

ie./e.g.
i.e.: (id est—that is) introduces a restatement or explanation of the preced-
ing word or phrase

e.g.: (exempli gratin—for the sake of an example; for example) introduces
one or more examples

Although he had never studied Latin, he rarely made a mistake in
using Latin abbreviations, e.g., i.e., and etc., because he associated each
with a mnemonic device (i.e., a word or image used to help one re-
member something). He remembered i.e. as in effect, pretended that
e.g. meant example given, and used etc. only when examples to continue
would fit.

imply/infer
imply: suggest, put an idea into someone’s head
infer: deduce, get an idea out from something

She implied that an announcement would be made soon. I inferred
from her smile that it would be an announcement of her promotion.

it’s/its
it’s: it is, it has
its: belonging to it
It’s clear that a company must satisfy its customers to stay in business.
lectern/podium

lectern: raised stand with a slanted top that holds a manuscript for a
reader or notes for a speaker

podium: platform for a speaker or conductor to stand on
I'left my notes on the lectern when I left the podium at the end of my talk.
lie/lay
lie: to recline; to tell a falsehood (never takes an object)
lay: to put an object on something (always takes an object)

He was laying the papers on the desk when I came in, but they aren’t
lying there now.

loose/lose
loose: not tight
lose: to have something disappear
If I lose weight, this suit will be loose.
moral/morale

moral: (adjective) virtuous, good; (noun: morals) ethics, sense of right
and wrong

morale: (noun) spirit, attitude, mental outlook

Studies have shown that coed dormitories improve student morale
without harming student morals.

objective/rationale
objective: goal
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misspelled  words in

Spelling Demons

The words listed below
(in order of increasing
difficulty) are among
the most frequently
English.

How many of them do you spell
correctly?

. Grammar

. Argument

. Surprise

. Achieve

. Definitely

. Separate

. Desirable

. Development
. Existence

. Occasion

. Assistant

. Repetition

. Privilege

. Dependent

. Consensus

. Accommodate
. Occurrence
. Commitment
. Allotted

. Liaison

. Proceed

. Harass

. Dissention

. Prerogative
25.

Inadvertent

Based on Bruce O. Boston, ed., Stet!
(Alexandria, VA: Editorial Experts,
1986), 267-68
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35.

36.

37.

38.

39.

40.

41.

42.

43.

rationale: reason, justification
The objective of the meeting was to explain the rationale behind the
decision.
personal/personnel
personal: individual, to be used by one person
personnel: staff, employees
All personnel will get personal computers by the end of the year.
possible /possibly
possible: (adjective) something that can be done
possibly: (adverb) perhaps
It is possible that we will be able to hire this spring. We can choose
from possibly the best graduating class in the past five years.
precede/proceed
precede: (verb) to go before
proceed: (verb) to continue; (noun: proceeds) money

Raising the money must precede spending it. Only after we obtain the
funds can we proceed to spend the proceeds.

principal/principle

principal: (adjective) main; (noun) person in charge; money lent out at
interest

principle: (noun) basic truth or rule, code of conduct

The Prince, Machiavelli’s principal work, describes his principles for
ruling a state.

quiet/quite

quiet: not noisy

quite: very
It was quite difficult to find a quiet spot anywhere near the floor of the
stock exchange.

regulate/relegate

regulate: control

relegate: put (usually in an inferior position)

If the federal government regulates the size of lettering on country road
signs, we may as well relegate the current signs to the garbage bin.

respectfully /respectively

respectfully: with respect

respectively: to each in the order listed
When I was introduced to the queen, the prime minister, and the court
jester, I bowed respectfully, shook hands politely, and winked, respec-
tively.

role/roll

role: part in a play or script, function (in a group)

roll: (noun) list of students, voters, or other members; round piece of

bread; (verb) move by turning over and over

While the teacher called the roll, George—in his role as class clown—
threw a roll he had saved from lunch.

simple/simplistic
simple: not complicated
simplistic: watered down, oversimplified
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She was able to explain the proposal in simple terms without making
the explanation sound simplistic.

44. stationary/stationery
stationary: not moving, fixed
stationery: paper
During the earthquake, even the stationery was not stationary.
45. their/there/they’re
their: belonging to them
there: in that place
they’re: they are
There are plans, designed to their specifications, for the house they’re
building.
46. to/too/two
to: (preposition) function word indicating proximity, purpose, time,
etc.
too: (adverb) also, very, excessively
two: (adjective) the number 2
The formula is too secret to entrust to two people.
47. unique/unusual
unique: sole, only, alone
unusual: not common

I believed that I was unique in my ability to memorize long strings of
numbers until I consulted Guinness World Records and found that I was
merely unusual: someone else had equaled my feat in 1993.

48. wverbal/oral
verbal: using words
oral: spoken, not written

His verbal skills were uneven: his oral communication was excellent,
but he didn’t write well. His sensitivity to nonverbal cues was acute:
he could tell what kind of day I had just by looking at my face.

Hint: Oral comes from the Latin word for mouth, os. Think of Oral-B
Toothbrushes: for the mouth. Verbal comes from the Latin word for
word, verba. Nonverbal language is language that does not use words
(e.g., body language, gestures).

49. whether/weather
whether: (conjunction) used to introduce possible alternatives
weather: (noun) state of the atmosphere: wet or dry, hot or cold, calm or storm

We will have to see what the weather is before we decide whether to
hold the picnic indoors or out.

50. your/you're
your: belonging to you
you're: you are
You're the top candidate for promotion in your division.

PROOFREADING SYMBOLS

Use the proofreading symbols in Figure B.3 to make corrections on paper cop-
ies. Figure B.4 shows how the symbols can be used to correct a typed text.
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Figure B.3  Proofreading Symbols

=z delete move to left

& insert a letter move to right
q_“/ start a new paragraph here move up

stet (leave as it was before the marked change) move down

@ A transpose (reverse)
@ lower case (don’t capitalize)

leave a space

close up

——= capitalize

~ 0 & [ J wurm

align vertically]

Figure B.4  Marked Text

have been
A

A
/®
C /o th -
)// save at least $10 to $20 a night-- often much more.Fora*>—"
=  .companywhese-employees travel frequently; Th

We could cut our travel bill by reimbursing employees only
for the cost of a budget hotel or motel room.

A recent article from The Wall Sf reet Journal suggests that

@ / y  many low-cost ho@’s and motels are tging to appeal to

business travelers. <~  chains that are actively com- / _
peting for the business market include -
Motel 6

Hampton Inns
Fairfield Inns

@ Econolo@g

Super 8

1 || Comfort Inn
Travelodge.

To attract business travelers, some budget chains now offer
free local phone calls, free in-room movies, free continental
breakfasts,and free Computer hookups.

)

-

[ By staying in a budget hotel, the business travelers’éan /
2~

7the savings can
be considerable. Last year Megacorp reimbursed employees
for a-tetat®of 4,392 nights in hotels. If each employee had
stayed in a budget hotel, our expenses for travel Wouldﬁg‘éeeg
$44,000 to $88,000 lower. Budget hotels would not be
appropriate for sales meetings since they lack photocopying
facilities ot meeting rooms. However, we could and should
use budget hotels and motels for ordinary on-the-road travel.
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*Go to www.mhhe.com/locker10e for
additional Exercises and Problems.

APPENDIX B Exercises and Problems

B.1 Diagnostic Test on Punctuation and Grammar

Identify and correct the errors in the following passages.

a. Company’s are finding it to their advantage to cultivate their suppliers. Partnerships
between a company and it’s suppliers can yield hefty payoffs for both company and
supplier. One example is Bailey Controls an Ohio headquartered company. Bailey
make control systems for big factories. They treat suppliers almost like departments
of their own company. When a Bailey employee passes a laser scanner over a bins
bar code the supplier is instantly alerted to send more parts.

b. Entrepreneur Trip Hawkins appears in Japanese ads for the video game system his
company designed. “It plugs into the future! he says in one ad, in a cameo spliced
into shots of U.S kids playing the games. Hawkins is one of several US celebrieties
and business people whom plug products on Japanese TV. Jodie Foster, harrison
ford, and Charlie Sheen adverstises canned coffee beer and cigarettes respectively.

C. Mid size firms employing between 100 and 1000 peopole represent only 4% of
companies in the U.S.; but create 33% of all new jobs. One observe attributes their
success to their being small enough to take advantage of economic opportunity’s
agilely, but big enough to have access to credit and to operate on a national or even
international scale. The biggest hiring area for midsize company’s is wholesale and
retail sales (38% of jobs), construction (20% of jobs, manufacturing (19% of jobs),
and services (18 of jobs).

B.2 Providing Punctuation

and afternoon breaks [] and lunches and
dinners.

Provide the necessary punctuation in the following
sentences. Note that not every box requires punctuation.

1. The system [J s [J user [] friendly design [ 6. The Operational Readiness Inspection [] which
provides screen displays of work codes [] rates [] occurs once every three years []is a realistic exercise
and client information. [0 which evaluates the National Guard [ s [] ability

2. Many other factors also shape the organization [1's to mobilize [] deploy [ and fight.

[J image [J advertising [ brochures [] proposals [] 7. Most computer packages will calculate three different
stationery [] calling cards [] etc. sets of percentages [] row percentages [] column

3. Charlotte Ford [J author of [J Charlotte Ford (s [ percentages [] and table percentages []

Book of Modern Manners [ [ says [] [ Try to mention 8. In today [J s [ economy [ it [J s almost impossible
specifics of the conversation to fix the interview for a firm to extend credit beyond it [ s regular
permanently in the interviewer [ s [] mind and be terms.

sure to mail the letter the same day [ before the 9. The Department of Transportation does not have
hiring decision is made [ ] statutory authority to grant easements [] however

4. What are your room rates [] and charges for food [0 we do have authority to lease unused areas of
service [] highway right [J of [] way.

5. We will need accommodations for 150 people [J 10. The program has two goals [] to identify employees

five meeting rooms [] one large room and four
small ones [] [] coffee served during morning

with promise [] and to see that they get the training
they need to advance.
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B.3 Providing Punctuation

Provide the necessary punctuation in the following sen-
tences. Note that not every box requires punctuation.
1. Office work ][] especially at your desk [1[] can
create back [ shoulder [ neck [J or wrist strain.
2. I'searched for []vacation [] and [J vacation plan-
ning [ on Google and Bing.
3. Isuggest putting a bulletin board in the rear hallway
[ and posting all the interviewer [1's [] photos on it.
4. Analyzing audiences is the same for marketing and
writing [] you have to identify who the audiences
are [] understand how to motivate them []and
choose the best channel to reach them.
5. The more you know about your audience [1[] who
they are [] what they buy [J where they shop (][] the
more relevant and effective you can make your ad.

B.4 Creating Agreement

Revise the following sentences to correct errors in
noun-pronoun and subject-verb agreement.

1. If there’s any tickets left, they’ll be $17 at the
door.

2. A team of people from marketing, finance, and pro-
duction are preparing the proposal.

3. Image type and resolution varies among clip art
packages.

4. Your health and the health of your family is very
important to us.

5. If a group member doesn’t complete their assigned
work, it slows the whole project down.

B.5 Correcting Case Errors

Revise the following sentences to correct errors in pronoun
case.

1. Ididn’t appreciate him assuming that he would be
the group’s leader.

2. Myself and Jim made the presentation.

3. Employees which lack experience in dealing with
people from other cultures could

B.6 Improving Modifiers

Revise the following sentences to correct dangling and

misplaced modifiers.

1. Originally a group of four, one member dropped out
after the first meeting due to a death in the family.

2. Examining the data, it is apparent that most of our
sales are to people on the northwest side of the city.

10.

10.

. The city already has five [J two [] hundred [J bed

hospitals.

. Students run the whole organization [] and are

advised by a board of directors from the community.

. The company is working on three team [] related

issues [] interaction [] leadership [] and team size.

. I'would be interested in working on the committee

[0 however []1 have decided to do less community
work so that I have more time to spend with my
family.

(1 You can create you own future [J [J says Frank
Montafio (][] You have to think about it [J crystal-
lize it in writing [J and be willing to work at it (]
We teach a lot of goal (] setting and planning in our
training sessions ][]

. Baker & Baker was offended by the ad agency’s

sloppy proposal, and they withdrew their account
from the firm.

. To get out of debt you need to cut up your credit

cards, which is hard to do.

. Contests are fun for employees and creates sales

incentives.

. The higher the position a person has, the more

professional their image should be.

A new employee should try to read verbal and
nonverbal signals to see which aspects of your job
are most important.

benefit from seminars in intercultural
communication.

Chandra drew the graphs after her and I discussed
the ideas for them.

Please give your revisions to Cindy, Tyrone, or
myself by noon Friday.

Let’s keep this disagreement between you and I.

As a busy professional, we know that you will want
to take advantage of this special offer.

Often documents end up in files that aren’t especially
good.

By making an early reservation, it will give us more
time to coordinate our trucks to better serve you.



B.7

Creating Parallel Structure

Revise the following sentences to create parallel structure.

1.

B.8

To narrow a web search,

m Put quotation marks around a phrase when you
want an exact term.

m  Many search engines have wild cards (usually
an asterisk) to find plurals and other forms of a
word.

m Reading theinstructions on the search engineitself
can teach you advanced search techniques.

Men drink more alcoholic beverages than women.

Each issue of Hospice Care has articles from four dif-

ferent perspectives: legislative, health care, hospice

administrators, and inspirational authors.

The university is one of the largest employers in the

community, brings in substantial business, and the

cultural impact is also big.

Correcting Sentence Errors

Revise the following sentences to correct comma
splices, run-on sentences, fused sentences, and sentence
fragments.

1.

Members of the group are all experienced present-
ers, most have had little or no experience using
PowerPoint.

2. Proofread the letter carefully and check for proper
business format because errors undercut your
ability to sell yourself so take advantage of your
opportunity to make a good first impression.

3. Some documents need just one pass others need
multiple revisions.

4. Videoconferencing can be frustrating. Simply because
little time is available for casual conversation.

5. Entrepreneurs face two main obstacles. Limited
cash. Lack of business experience.

B.9 Editing for Grammar and Usage

Revise the following sentences to eliminate errors in
grammar and usage.

1.

The number of students surveyed that worked more
than 20 hours a week were 60%.

. Not everyone is promoted after six months some

people might remain in the training program a year
before being moved to a permanent assignment.

. The present solutions that has been suggested are

not adequate.

. At times while typing and editing, the text on your

screen may not look correct.

. All employees are asked to cut back on energy

waste by the manager.

. The benefits of an online catalog are

1. We will be able to keep records up-to-date;
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These three tools can help competitive people be
better negotiators:

1. Think win-win.

2. It’s important to ask enough questions to find
out the other person’s priorities, rather than
jumping on the first advantage you find.

3. Protect the other person’s self-esteem.

These three questions can help cooperative people

be better negotiators:

1. Can you developing a specific alternative to use
if negotiation fails?

2. Don’t focus on the bottom line. Spend time think-
ing about what you want and why you need it.

3. Saying “You'll have to do better than that
because . .. ” can help you resist the temptation
to say “yes” too quickly.

. The margin on pet supplies is very thin and the

company can’t make money selling just dog food
and the real profit is in extras like neon-colored
leashes, so you put the dog food in the back so
people have to walk by everything else to get

to it.

. The company’s profits jumped 15%. Although its

revenues fell 3%.

. The new budget will hurt small businesses it

imposes extra fees it raises the interest rates small
businesses must pay.

. Our phones are constantly being used. Not just for

business calls but also for personal calls.

Businesses are trying to cut travel costs, executives
are taking fewer trips and flying out of alternate
airports to save money.

2. Broad access to the catalog system from any
networked terminal on campus;

3. The consolidation of the main catalog and the
catalogs in the departmental and branch libraries;

4. Cost savings.

. You can take advantage of several banking services.

Such as automatic withdrawal of a house or car
payment and direct deposit of your pay check.

. As a freshman, business administration was intriguing

to me.

. Thank you for the help you gave Joanne Jackson

and myself.

I know from my business experience that good
communication among people and departments are
essential in running a successful corporation.
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B.10  Writing Numbers

Revise the following sentences to correct errors in writing
numbers.

1. 60% percent of the respondents hope to hold
internships before they graduate.

2. 1992 marked the formal beginning of the European
Economic Community.

B.11  Using Plurals and Possessives

Choose the right word for each sentence.

1. Many Canadian (companies, company’s) are
competing effectively in the global market.

2. We can move your (families, family’s) furniture
safely and efficiently.

3. The (managers’, manager’s) ability to listen is just as
important as his or her technical knowledge.

4. A (memos, memo’s) style can build goodwill.

5. (Social workers, social worker’s) should tell clients
about services available in the community.

B.12 Choosing the Right Word

Choose the right word for each sentence.

1. Exercise is (good, well) for patients who have had
open-heart surgery.

2. This response is atypical, but it is not (unique, unusual).

3. The personnel department continues its (roll, role)
of compiling reports for the federal government.

4. The Accounting Club expects (its, it's) members to
come to meetings and participate in activities.

5. Part of the fun of any vacation is (cite, sight,
site)-seeing.

B.13  Choosing the Right Word

Choose the right word for each sentence.

1. The audit revealed a small (amount, number) of errors.

2. Diet beverages have (fewer, less) calories than
regular drinks.

3. In her speech, she (implied, inferred) that the vote
would be close.

4. We need to redesign the stand so that the catalog is
eye-level instead of (laying, lying) on the desk.

5. (Their, There, They're) is some evidence that (their,
there, they’re) thinking of changing (their, there,
they're) policy.

3.

S

10.

10.

10.

In the year two thousand, twenty percent of the
H-1B visas for immigrants with high-tech skills
went to Indians.

More than 70,000,000 working Americans lack an
employer-sponsored retirement plan.

The company’s sales have risen to $16 million but it
lost five million dollars.

. The (companies, company’s) benefits plan should

be checked periodically to make sure it continues to
serve the needs of employees.

. Information about the new community makes the

(families, family’s) move easier.
The (managers, manager’s) all have open-door policies.

. (Memos, memo’s) are sent to other workers in the

same organization.

Burnout affects a (social workers’, social worker’s)
productivity as well as his or her morale.

. The (lectern, podium) was too high for the short

speaker.

. The (residence, residents) of the complex have asked

for more parking spaces.

. Please order more letterhead (stationary, stationery).
. The closing of the plant will (affect, effect) house

prices in the area.

Better communication (among, between) design and
production could enable us to produce products
more efficiently.

. The settlement isn’t yet in writing; if one side

wanted to back out of the (oral, verbal) agreement, it
could.

. In (affect, effect), we're creating a new department.
. The firm will be hiring new (personal, personnel) in

three departments this year.

. Several customers have asked that we carry more

campus merchandise, (i.e., e.g.,) pillows and mugs
with the college seal.

We have investigated all of the possible solutions
(accept, except) adding a turning lane.



B.14  Choosing the Right Word

Choose the right word for each sentence.

1. The author (cites, sights, sites) four reasons for
computer phobia. 7
2. The error was (do, due) to inexperience.
3. (Your, You're) doing a good job motivating (your, 8
you're) subordinates.
4. One of the basic (principals, principles) of business 9
communication is “Consider the reader.”
5. I (implied, inferred) from the article that interest
rates would go up. 10.
6. Working papers generally are (composed, com-
prised) of working trial balance, assembly sheets,
B.15 Tracking Your Own Mechanical Errors
Analyze the mechanical errors (grammar, punctuation,  b.
word use, and typos) in each of your papers.
®  How many different errors are marked on each paper?
B Which three errors do you make most often? C
B s the number of errors constant in each paper, or does
the number increase or decrease during the term? 4

As your instructor directs,

a.

Correct each of the mechanical errors in one or more

papers.
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adjusting entries, audit schedules, and audit
memos.

. Eliminating time clocks will improve employee

(moral, morale).

. The (principal, principle) variable is the trigger price

mechanism.

. (Its, It’s) (to, too, two) soon (to, too, two) tell

whether the conversion (to, too, two) computerized
billing will save as much time as we hope.

Formal training programs (complement, compli-
ment) on-the-job opportunities for professional
growth.

Deliberately write two new sentences in which you
make each of your three most common errors. Then
write the correct version of each sentence.

Write a memo to your instructor discussing your
increasing mastery of mechanical correctness during
the semester or quarter.

Briefly explain to the class how to avoid one kind of
error in grammar, punctuation, or word use.
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After studying this appendix, you will know how to
HoN &Y Use APA format for citing and documenting sources.
Ko &Y Use MLA format for citing and documenting sources.

Citing and documenting sources is an important part of any research process.
In effective business proposals and reports, sources are cited and documented
smoothly and unobtrusively. Citation means attributing an idea or fact to its
source in the body of the text: “Bill Gates argues that . . .” “According to the
John Deere annual report. . . .” Documentation means providing the biblio-
graphic information readers would need to go back to the original source. The
usual means of documentation are notes (endnotes or footnotes) and lists of
references.

Failure to cite and document sources is plagiarism, the passing off of the
words or ideas of others as one’s own. Plagiarism can lead to serious conse-
quences. The news regularly showcases examples of people who have been
fired or sued for plagiarism. Now that curious people can type sentences into
Google and other search engines and find the sources, plagiarism is easier
than ever to catch.

Note that citation and documentation are used in addition to quotation
marks. If you use the source’s exact words, you'll use the name of the person
you're citing and quotation marks in the body of the proposal or report; you'll
indicate the source in parentheses and a list of references or in a footnote or
endnote. If you put the source’s idea into your own words (paraphrasing), or
if you condense or synthesize information, you don’t need quotation marks,
but you still need to tell whose idea it is and where you found it.

Long quotations (four typed lines or more) are used sparingly in business
proposals and reports. Since many readers skip quotes, always summarize the
main point of the quotation in a single sentence before the quotation itself.
End the sentence with a colon, not a period, because it introduces the quote.
Indent long quotations on the left to set them off from your text. Indented quo-
tations do not need quotation marks; the indentation shows the reader that the
passage is a quote.

To make a quotation fit the grammar of your report, you may need to
change one or two words. Sometimes you may want to add a few words
to explain something in the longer original. In both cases, use square brackets
to indicate words that are your replacements or additions. Omit any words
in the original source that are not essential for your purposes. Use ellipses
(spaced dots) to indicate your omissions.

Document every fact and idea that you take from a source except facts that are
common knowledge. Historical dates and facts are considered common knowl-
edge (e.g., Barack Obama is the 44th president of the United States or the Twin
Towers came down on September 11, 2001). Generalizations are considered
common knowledge (“More and more women are entering the workforce”)
even though specific statements about the same topic (such as the percentage
of women in the workforce in 1975 and in 2010) would require documentation.

Two widely used formats for citing and documenting sources in propos-
als and reports are those of the American Psychological Association (APA)
and the Modern Language Association (MLA). Each will be discussed in this
appendix.
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AMERICAN PSYCHOLOGICAL ASSOCIATION (APA)
FORMAT

The APA format is a widely used documentation style, most notably in the
natural and human sciences. Publication Manual of the American Psychological
Association, 6th edition, second printing, 2009, is the official source for this
type of documentation.

For APA in-text citations, the source is indicated by the author’s last name
and the date of the work in parentheses, unless those items are already in the
text. A comma separates the author’s name from the date: (Salt, 2009). Page
numbers are only given for direct quotations or in cases where the reader may
need help to find the location: (Salt, 2009, p. 20). If you have a source with two
authors, use an ampersand in the citation: (Locker & Kienzler, 2012). If the
author’s name is used in the sentence, only the date is given in parentheses.
Sec Figure C.1 for a portion of a report that uses APA format.

At the end of your document, include a References list that provides the
full bibliographic citation for each source used. Arrange the entries alphabet-
ically by the first author’s last name. Use only initials for first and middle
names. Figure C.2 shows APA format examples of the most often used sources
in proposals and reports.

MODERN LANGUAGE ASSOCIATION (MLA)
FORMAT

The MLA format is another widely used documentation style, most notably in
the arts and humanities. MLA Style Manual and Guide to Scholarly Publishing,
3rd edition, 2008, is the official source for this type of documentation.

For MLA in-text citations, the source is indicated by the author’s last name
and page number in parentheses in the text for paraphrases and direct quo-
tations. Unlike APA, the year is not given, unless you're using two or more
works by the same author or if the dates are important. No comma separates
the name and page number, and the abbreviation “p.” is not used: (Salt 20).
If you have a source with two authors, use “and” in the citation: (Locker and
Kienzler 222). If the author’s name is used in the sentence, only the page num-
ber is given in parentheses. See Figure C.3 for a portion of a report that uses
MLA format and includes a Works Cited section.

At the end of your document, include a Works Cited list that provides
the full bibliographic citation for each source you have cited. Arrange the
entries alphabetically by the first author’s last name. Use authors’ names as
they appear on the source. Note that the Works Cited list gives the medium
(e.g., Web, Print, DVD). URLs for web sources are given only when the item
may be otherwise hard to find. Figure C.4 shows MLA format examples of the
most often used sources in proposals and reports.
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Report Paragraphs with APA Documentation

Headings and
paragraph
numbers help
readers find

Social media can be defined as “technology facilitated dialogue among individuals or Numbers at the
groups, such as blogs, microblogs, forums, wikis,” and other unofficial forms of gsgf/ggg;gs C;;us ;
electronic communication (Cone, 2008, What is social media? q. 1). In a 2008 study| ,. i itten out

material in a
website without
page numbers.

If the source does
not number the
paragraphs,
number the
paragraphs

on social media, Cone found that 39% of Americans reported using social media This citation for &
websites at least once a week; 30% reported using them two or more times a week. || ;.- quote
Additionally, the study found that 34% believed that companies should have a uses only year
presence on social media websites and use their presence to interact with their and page
customers. Fifty-one percent of users believed that companies should be present on | | number ('p.”
these websites but interact only if customers ask them to do so (Cone). “While the | 2¢/07¢ umber)

. — . . . R since author is
ultimate measure [of most companies’ marketing efforts] is sales, social media identified in

yourself under
each heading.

Square brackets
indicate a change
from the original
to make the quote
fit into the
structure of your

sentence.
/

Because source
is adequately
identified in text,
no parenthetical
source citation is
needed.

Basic APA

expands that because of its focus on influencers,” says Simon Salt (2009, p. 20), the | sentence.
CEO of Inc-Slingers, a marketing communication firm. For example, he says “cable

provider Comcast utilizes social media to monitor existing customer issues. .. . An ellipsis
Known on Twitter as @comcastcares, it quickly developed a reputation for engaging (ihree spaced

its customer base” (p. 20). Use page number for direct quote. Author’s dots) indicates
name already in text, so not repeated here. some material
has been

The Cone study also found that 25% of users of social media websites reported

interacting with companies at least once a week. When asked what kind of role gxmtgegd%\n
companies should play on these Web sites, 43% said giving virtual customer service, serves as the
41% said soliciting customer feedback. Among some of the most popular social period of the
media websites are Facebook, My Space, Twitter, Blogger, and Digg. sentence.

No need to provide

. . . . . . N a citation for facts
Twitter, a microblogging website, asks its users a simple question: "What are you  ihat are general or

doing?" Users can post their own updates and follow others' updates. Twitter has ~ common
grown at a breathtaking pace in the last few months. It registered a whopping 600% knowledge.
increase in traffic in the 12 months leading up to November 2008. It is estimated that

the microblogging website has approximately 3 million registered account holders

from across the globe (Salt, 2009). A message or post on Twitter, known as a

citation:
Place author and
date in
parentheses;
separate with a
comma. Use
page numbers
only for a direct
quote.

Date of
publication
(vear, month
day) for a
weekly source.

Use URL of a
specific web
page, do not put
period after URL.
Break long URLs
aftera/.

Source by a
corporate author.

Only initials for all
names except
last.

"tweet," cannot be more than 140 characters long. Companies and organizations are
increasingly taking to Twitter.

Visible Technologies, a Seattle-based market research firm, helps companies search
for valuable market information from a virtual pool of millions of tweets. Some of
the firm's clients include Hormel Foods and Panasonic. The computer manufacturer
Dell, another customer, asks its customer representatives to interact with customers
on Twitter. Recently, the company announced that it increased its sales by $500,000
through the use of Twitter (Baker, 2008, Promotional Tweets, para. 1). Zappos.com,
an online shoe seller, encourages its employees to use Twitter to communicate about

subjects as wide-ranging as politics to marketing plans (Vascellaro, 2008). Article titles
use sentence

capitalization
List all works (but only those o

. . ; and no
works) cited in the text. List References quotation
sources alphabetically. ~ marks.

Baker, S. (2008, May 15). Why Twitter matters. BusinessWeek. Retrieved April Retrieval dat
15, 2009, from http://www.businessweek.com/technology/content/ /Sengfnvti d:ye
may2008/tc20080514_269697.htm year. '

Cone. (2008). 2008 business in social media study [Fact sheet].
Retrieved April 15, 2009 frem http://www.coneinc.com /stuff /contentmgr/
files/0/26ff8eb1d1a9371210502558013fe2a6/files /
2008_business_in_social_media_fact_sheet.pdf

Salt, S. (2009, February 15). Track your success. Marketing News, 43, 20.

Italicize volume
. . number.
Vascellaro, J. (2008, Octol@ 27). Twitter goes mainstream. Wall Street
Journal, p. R3. Don't abbreviate
month.
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Figure C.2  APA Format for Sources Used Most Often in Proposals and Reports (Continued)

In the examples below, headings in green identify the kind of work being referenced.
The green headings are not part of the actual citation.
In titles of articles and books capitalize
Put authors’ o only (1) first word, (2) first word of subtitle,
last names Note comma after initial, (3) proper nouns.
first. Use use of ampersand, No quotation marks
only initials  Article in a Periodical P®/109 &llgrparentnesis. . 4 itie of article.
forfirstand Stowers, R. H., & Hummel, J. Y. (2011, June). The us& of technology to combat plagiarism
middle names. Ampersands join names of coauthors, coeditors.
in business communication classes. Business Communication Quarterly, 74,

Use a DOI (Digital Object Identifier) when available because it is more stable|than a URL.
164-169. doi:10.1177//1080569911404406
Give complete page numbers.
No “pp.” when journal has a
volume number

Date is year, Article in a Newspaper

month 9ay" Trottman, M. (2011, February 8). Facebook firing case is settled. The Wall Street Capitalize all major
words in title of journal,

Journal, p. B3, z%iinjﬁngsggg;jpaga pp- magazine, or newspaper.
Author and editor names use initials for first and middle names.
Chapter in an Edited book : Put editor
Blakeslee, A. M. (2010). Addressing audiences in a digital age. In R. Spilka (Ed.), Digital pofore pook title.
Editor names
literacy for technical communication: 21st century theory and practice (pp. 199-229). have last names
last.

Volume number is italicized. Provide issue number in
parentheses only if each issue begins with page 1.

Give state abbreviation Use full page

New York, NY: Routledge. numbers for article.

Publication Article from a Publication on the Web

date: year, Lowery, A. (2011, May 20). LinkedIn is worth $9 billion? How the year’s hottest IPO is

month day.
Only list retrieval date

if the source is likely to
change (i.e., wikis, blogs);

fueling speculation about a new tech bubble. Slate. Retrieved from http://
xetrieved trom http-/7-

www.slate.com/id/2295189/ the date would be inserted
No punctuation after URL between “Retrieved”
Book and “from”.

Baker, A. C. (2010). Catalytic conversations: Organizational communication and

innovation. New York, NY: M. E. Sharpe.
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Figure C.2  APA Format for Sources Used Most Often in Proposals and Reports (Concluded)

Indicates
Book or Pamphlet with a Corporate Author organization
Putin brac ketSAmerlcan Cancer Society. (2011). Cancer facts & figures 2010. [Atlanta, GA:] Author. authoring
. . ] document
information . .
also published it.
known to
you but not )
printed E-mail Message

in document. [1dentify e-mail messages in the text as personal communication. Give name of author

and specific date. Do not list in References.]

Government Document Available on the Web from the GPO Access Database
Abbreviate  U.S. Government Accountability Office. (2011, May 19). Banking regulation: Enhanced

and use
periods. guidance on commerical real estate risks needed. (Publication No. GAO-11-489).
Abbreviate
Retrieved from Government Accountability Office Reports Online via GPO Access: Government
Printing Office
http://www.gao.gov/htext/d11477r.html
Interview Conducted by the Researcher S
[Identify interview in the text as personal communication. Give name of interviewee Italicize titles
of stand-alone
and specific date. Do not list in References.] WO'ka. An .
article that is
n.d. if no date is given partofa
. larger work
Website | is put in
Berry, T. (n.d.). Getting started on your business plan. Retrieved May 25, 2011, from Roman type
Break long Retrieval dates: Month day, year and quotation
éj/g i; ‘7\';? ra http://articles.bplans.com/writing-a-business-plan/getting-started-on-your- marks.

jod aft )
Zi;lo e business-plan/26
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Figure C.3  Report Paragraphs with MLA Documentation

Do not list Social media can be defined as “technology facilitated dialogue among individuals or

page or groups, such as blogs, microblogs, forums, wikis” and other unofficial forms of

paragraph electronic communication (Cone). In a 2008 study on social media, Cone found that

numbers if the . . . . . )

source is 39% of Amemcans reported using §001a1 media websﬁes at least once a week; 30% Numbers at
unnumbered.  reported using them two or more times a week. Additionally, the study found that 34% the beginnings

believed that companies should have a presence on social media websites and use of Seﬂéeﬂces
must be

written out.

Square brackets . . N X . .
indicate a their presence to interact with their customers. Fifty-one percent of users believed that

change from the companies should be present on these websites but interact only if customers ask them
Ohf iginal to I[”‘?ke to do so (Cone). “While the ultimate measure [of most companies’ marketing efforts] No ‘p.” before
the quote TItinio'¢ qales, social media expands that because of its focus on influencers,” says Simon ~ Pa9¢ number;

the structure of . . .. " use only page
your sentence. Salt, the CEO of Inc-Slingers, a marketing communication firm (20). For example, he number since

says “cable provider Comcast utilizes social media to monitor existing customer author identified
An ellipsis __issues. ... Known on Twitter as @comcastcares, it quickly developed a reputation for in sentence.
(three spaced engaging its customer base” (20). Use page number (no "p.") for direct quote. Author's
dots) indicates name is already in text, so is not repeated here.
some material | The Cone study also found that 25% of users of social media websites reported
gif/ z‘?e ej”An interacting with companies at least once a week. When asked what kind of role

extra dot serves companies should play on these websites, 43% said giving virtual customer service,
as the period of|41% said soliciting customer feedback. Among some of the most popular social media

the sentence /" websites are Facebook, MySpace, Twitter, Blogger, and Digg. No need to
Because source ) ) ) ) ) ) ) provide a

is identified in  Twitter, a microblogging website, asks its users a simple question: “What are you citation for
textand has no  doing?” Users can post their own updates and follow others’ updates. Twitter has facts mff are
page numbers, - erown at a breathtaking pace in the last few months. It registered a whopping 600% gg;;en;i nor

no citation is

needed. increase in traffic in the 12 months leading up to November 2008. It is estimated that non/edege.

v the micro-blogging website has approximately 3 million registered account holders
gf;’/%ygﬁ o from across the globe (Salt 20). A message or post on Twitter, known as a “tweet,”
and page cannot be more than 140 characters long. Companies and organizations are
number Give  increasingly taking to Twitter.
page number
for facts as Visible Technologies, a Seattle-based market research firm, helps companies search

%e// as quoles. o valuable market information from a virtual pool of millions of tweets. Some of the
O comma or

0" between  firm’s clients include Hormel Foods and Panasonic. The computer manufacturer Dell,  po nor jist
author and another customer, asks its customer representatives to interact with customers on headings or
number. Twitter. Recently, the company announced that it increased its sales by $500,000 paragraph
through the use of Twitter (Baker). Zappos.com, an online shoe seller, encourages its gé’[j’;gi’/ Ss if the
employpes to use Twitter to communicate, about subjects as wide-ranging as politics t0 ., mpered
marketing plans (Vascellaro R3).
Article titles List all works (but only those
use title o works) cited in the text. List
capitalization Works Cited sources alphabetically.
and quotation “ . ‘ . .
marks. Baker, Stephen. “Why Twitter Matters.” BusinessWeek.
15 May 2008. Web. 2 Apr. 2009: Date you visited site:
Date of publication: J ‘ Type of source (Print or Web). day month year.
day monih Cone. “2008 Business in Social Media Study.” 2008. Web. 2 Apr. 2009 /*/¢V/aemoniis
(abbreviated) year.

<http://www.coneinc.com/stuff/contentmgr/files/
Source by a 0/26£f8eb1d1a9371210502558013fe2a6/files/

corporate 2008_business_in_social_media_fact_sheet.pdf>. ,
author. URL in angle
: « » . . brackets; period
é\g g%mis tyg;{d Salt, Simon. “Track Your Success.” Marketing News. 2 Apr. 2009: 20. Print. afier angle brackets.
in the Zoﬁge ‘ Break long URLs
’ Vascellaro, Jessica. “Twitter Goes Mainstream.”  Volume and issue after a slash. URLs

Abbrevitate Wall Street Journal. 27 Oct. 2008: R3. Print. number not listed for are only given for
months with five | weekly magazines. sites that may be

difficult to find

of more letters. :
otherwise.
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Figure C.4 MLA Format for Sources Used Most Often in Proposals and Reports (Continued)

In the examples below, headings in green identify the kind of work being referenced.

Use authors’ The green headings are not part of the actual citation. Capitalize all major
full names as words in titles of
i ; ] ’ ith " articles, books,
printed in Join authors’ names with “and Put quotation marks : _
source. First . . L ) ) journals, magazines,
. Article in a Periodical around title of article d
name first for . @ and newspapers
second Stowers, Robert H., and Julie Y. Hummel. “The Use of Technology to Combat Plagiarism in
author . o . o
Busniness Communication Classes.” Business Communication Quarterly 74.2 (2011):
i Use both volume and issue number; do not italicize
Omit “1”in .
“169” 164-69. Print.
Entries o Omit introductory articles (e.g. "The")
designated  Article in a Newspaper for newspapers and journals.
as Print Trottman, Melanie. “Facebook Firing Case Is Settled.” Wall Street Journal 8 Feb. 2011: B3.
or Web Date given
Print. as day month
(abbreviated)
; ; ear
Give author's Chapter in an Edited Book Y

Blakeslee, Ann M. “Addressing Audiences in a Digital Age.” Digital Literacy for Technical

o Put book title
editor's full bef ditor’
name as Communication: 21st Century Theory and Practice. Ed. Rachgl Spilka. elore editors
. . name.
printed in ) Editor’s first name goes first Citv of
the source. New York: Routlege, 2010. 199-229. Print. yor
: publication

. L n te
Article from a Publication on the Web butnotsia

Lowery, Annie. “LinkedIn Is Worth $9 Billion? How the Year’s Hottest IPO Is Fueling

Publication date
Speculation about a New Tech Bubble.” Slate. Washington Post Co. 20 May 2011. Web.

Publisher or
Access date 25 May 2011. sponsor of site.

URLS are given only for sites that may be difficult to find.

Book
Baker, Ann C. Catalytic Conversations: Organizational Communication and Innovation. New

Date after
city and
publisher

York: M. E. Sharpe, 2010. Print.

(Continued)
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Figure C.4 MLA Format for Sources Used Most Often in Proposals and Reports (Concluded)

Book or Pamphlet with a Corporate Author Put in brackets
American Cancer Society. Cancer Facts & Figures 2010. [Atlanta, GA:] ACS Publishing, jnformation known

to you but not
2011. Print. printed in source.

E-mail Message
Kienzler, Donna S. “Re: Project Guidelines and New Criteria.” Message to Abhijit Rao.

15 July 2011. E-mail.

Name of Government Document Available on the Web from the GPO Access Database

go;/er nment. United States. U.S. Government Accountability Office. Banking Regulation: Enhanced
no

abbreviated ) Abbreviate
then name ' Guidance on Commerical Real Estate Risks Needed. Rep GAO-11-489. Wahington:  Government
of agency r— Printing Office

GPO, 19 May 2011. Web. 25 May 2011. <http://www.gao.gov/htext/d11477r.html>.

URL in angle brackets, period after angle
Interview Conducted by the Researcher brackets. Separate long URLs after a slash. URLs

Drysdale, Marissa. Telephone interview. 12 July 2011. @ given only for site that may be difficult to find.

Italicize titles of stand-alone works. An article that is part of
Website @ larger work is put in Roman type and quotation marks.
Berry, Tim. “Getting Started on Your Business Plan.” Bplans Palo Alto Software,  Fublisher or
sponsor of site
n.d. if no Inc.,n.d. Web. 25 May 2011. <http://articles.bplans.com/writing-a-business-plan/
date is
given getting-started-on-your-busines-plan/26>. Give URL if source is difficult to find.
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Appendix D Formatting a Scannable Résumé

S

ome people confuse electronic and scannable résumés. The former are
résumés you send in or attach to an e-mail. The latter are paper résu-
més specially formatted for older software. If you need to create a scan-

nable résumé, use these guidelines to increase the chances that your résumé is
scanned correctly.

Use one standard typeface such as Helvetica, Arial, Times New Roman,
and Palatino in 11- or 12-point type.

Eliminate decorative elements such as boxes or vertical or horizontal
lines.

Use a ragged-right margin rather than full justification. Scanners can’t
always handle the extra spaces between words and letters that full justi-
fication creates.

Start all lines at the left margin.

Don’t use two-column formats.

Don't italicize or underline words—even titles of books or newspapers
that grammatically require such treatment.

Use full caps for major headings if you wish, but don’t overdo them.
Make sure the letters do not touch each other.

Use short, common headings, such as Education, Experience, and
Honors.

Don’t use bullets or tabs. You can replace them with keyboard characters
such as asterisks, hyphens, or spaces if you wish.

Eliminate as much punctuation as possible. A computer searching for a
particular term may not recognize it if it has a comma or a period behind
it.

List each phone number on its own line. List multiple addresses verti-
cally rather than side by side.

Print your résumé on high-quality 8-1/2 X 11 white or very light-
colored paper. Use a high-quality printer.

Mail paper copies flat in a page-sized envelope. Don’t fold or staple the

pages.

Note that these changes may add pages to your résumé. Be sure to put your
name at the top of each page.



GLOSSARY

A

abstract A summary of a report, specifying the recommen-
dations and the reasons for them. Also called an executive
summary.

acknowledgment responses Nods, smiles, frowns, and
words that let a speaker know you are listening.

active listening Feeding back the literal meaning or the
emotional content or both so that the speaker knows that
the listener has heard and understood.

active voice A verb that describes the action done by the
grammatical subject of the sentence.

adjustment A positive response to a claim letter. If the
company agrees to grant a refund, the amount due will be
adjusted.

agenda A list of items to be considered or acted upon at a
meeting.

alliteration A sound pattern occurring when several words
begin with the same sound.

alternating pattern (of organization) Discussing the alter-
natives first as they relate to the first criterion, then as they
relate to the second criterion, and so on: ABC, ABC, ABC.
Compare divided pattern.

analytical report A report that interprets information.

argument The reasons or logic offered to persuade the
audience.

assumptions Statements that are not proved in a report,
but on which the recommendations are based.

audience benefits Benefits or advantages that the audi-
ence gets by using the communicator’s services, buying the
communicator’s products, following the communicator’s
policies, or adopting the communicator’s ideas. Audience
benefits can exist for policies and ideas as well as for goods
and services.

auxiliary audience People who may encounter your mes-
sage but will not have to interact with it. This audience includes
“read only” people.

average See mean.

bar chart A visual consisting of parallel bars or rectangles
that represent specific sets of data.

behavioral economics A branch of economics that uses
social and psychological factors in understanding decision
making. It is particularly concerned with the limits of ratio-
nality in those decisions.

behavioral interviews Job interviews that ask candidates
to describe actual behaviors they have used in the past in
specific situations.

bias-free language Language that does not discriminate
against people on the basis of sex, physical condition, race,
age, or any other category.

blind ads Job listings that do not list the company’s name.
blind copies Copies sent to other recipients that are not
listed on the original letter, memo or e-mail.

block format In letters, a format in which inside address,
date, and signature block are lined up at the left margin;

paragraphs are not indented. In résumés, a format in which
dates are listed in one column and job titles and descrip-
tions in another.

blocking Disagreeing with every idea that is proposed.
body language Nonverbal communication conveyed by
posture and movement, eye contact, facial expressions, and
gestures.

boilerplate Language from a previous document that a
writer includes in a new document. Writers use boilerplate
both to save time and energy and to use language that has
already been approved by the organization’s legal staff.
boxhead Used in tables, the boxhead is the variable whose
label is at the top.

brainstorming A method of generating ideas by recording
everything people in a group think of, without judging or
evaluating the ideas.

branching question Question that sends respondents who
answer differently to different parts of the questionnaire.
Allows respondents to answer only those questions that are
relevant to their experience.

bridge (in prospecting job letters) A sentence that con-
nects the attention-getter to the body of a letter.

brochure Leaflet (often part of a direct mailing) that gives
more information about a product or organization.

buffer A neutral or positive statement designed to allow
the writer to delay, or buffer, the negative message.

build goodwill To create a good image of yourself and
of your organization-the kind of image that makes people
want to do business with you.

bullets Small circles (filled or open) or squares that set off
items in a list. When you are giving examples, but the num-
ber is not exact and the order does not matter, use bullets to
set off items.

business plan A document written to raise capital for a
new business venture or to outline future actions for an estab-
lished business.

businessese A kind of jargon including unnecessary
words. Some words were common 200-300 years ago but
are no longer part of spoken English. Some have never been
used outside of business writing. All of these terms should
be omitted.

buying time with limited agreement Agreeing with the
small part of a criticism that one does accept as true.
bypassing Miscommunication that occurs when two peo-
ple use the same language to mean different things.

C

case The grammatical role a noun or pronoun plays in
a sentence. The nominative case is used for the subject of
a clause, the possessive to show who or what something
belongs to, the objective case for the object of a verb or a
preposition.

central selling point A strong audience benefit, big enough
to motivate people by itself, but also serving as an umbrella
to cover other benefits and to unify the message.

channel The physical means by which a message is sent. Writ-
ten channels include e-mails memos, letters, and billboards.
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Oral channels include phone calls, speeches, and face-to-face
conversations.

channel overload The inability of a channel to carry effec-
tively all the messages that are being sent.

chartjunk Decoration that is irrelevant to a visual and that
may be misleading.

checking for feelings Identifying the emotions that the
previous speaker seemed to be expressing verbally or
nonverbally.

checking for inferences Trying to identify the unspoken
content or feelings implied by what the previous speaker
has actually said.

chronological résumé A résumé that lists what you did
in a dated order, starting with the most recent events and
going backward in reverse chronology.

citation Attributing a quotation or other idea to a source
in the body of the report.

claim The part of an argument that the speaker or writer
wants the audience to agree with.

claim letter A letter seeking a replacement or refund.

clip art Predrawn images that you can import into your
documents.

close The ending of a communication.

closed body position Includes keeping the arms and legs
crossed and close to the body. Suggests physical and psy-
chological discomfort, defending oneself, and shutting the
other person out. Also called a defensive body position.
closed question Question with a limited number of pos-
sible responses.

closure report A report summarizing completed work
that does not result in new action or a recommendation.

clowning Making unproductive jokes and diverting the
group from its task.

cluster sample A sample of subjects at each of a random
sample of locations. This method is usually faster and cheaper
than random sampling when face-to-face interviews are
required.

clustering A method of thinking up ideas by writing the
central topic in the middle of the page, circling it, writing
down the ideas that topic suggests, and circling them.

cognitive dissonance A theory which posits that it is psy-
chologically uncomfortable to hold two ideas that are dis-
sonant or conflicting. The theory of cognitive dissonance
explains that people will resolve dissonance by deciding
that one of the ideas is less important, by rejecting one of the
ideas, or by constructing a third idea that has room for both
of the conflicting ideas.

cold list A list used in marketing of people with no prior
connection to your group.

collaborative writing Working with other writers to pro-
duce a single document.

collection letter A letter asking a customer to pay for goods
and services received.

collection series A series of letters asking customers to
pay for goods and services they have already received. Early
letters in the series assume that the reader intends to pay but
final letters threaten legal action if the bill is not paid.

comma splice or comma fault Using a comma to join
two independent clauses. To correct, use a semicolon, use a
comma with a conjunction, subordinate one of the clauses,
or use a period and start a new sentence.

common ground Values and goals that the communicator
and audience share.

communication channel The means by which you convey
your message.

communication theory A theory explaining what happens
when we communicate and where miscommunication can
occur.

competitive proposal A proposal that has to compete for
limited resources.

complaint letter A letter that challenges a policy or tries to
get a decision changed.

complex sentence Sentence with one main clause and one
or more subordinate clauses.

complimentary close The words after the body of the let-
ter and before the signature. Sincerely and Yours truly are
the most commonly used complimentary closes in business
letters.

compound sentence Sentence with two main clauses joined
by a comma and conjunction.

conclusions Section of a report or other communication
that restates the main points.

conflict resolution Strategies for getting at the real issue,
keeping discussion open, and minimizing hurt feelings so
that people can find a solution that seems good to everyone
involved.

connotations The emotional colorings or associations that
accompany a word.

consensus Group solidarity supporting a decision.

contact letter Letter written to keep in touch with a customer
or donor.

convenience sample A group of subjects to whom the
researcher has easy access; not a random sample.

conventions Widely accepted practices.

conversational style Conversational patterns such as
speed and volume of speaking, pauses between speakers,
whether questions are direct or indirect. When different
speakers assign different meanings to a specific pattern,
miscommunication results.

coordination The second stage in the life of a task group,
when the group finds, organizes, and interprets information
and examines alternatives and assumptions. This is the lon-
gest of the stages.

corporate culture The values, beliefs, norms, history, and
assumptions of an organization that shape behaviors and
decisions of individual employees.

counterclaim A statement whose truth would negate the
truth of the main claim.

credibility Ability to come across to the audience as
believable.

criteria The standards used to evaluate or weigh the fac-
tors in a decision.

critical activities (in a schedule) Activities that must be
done on time if a project is to be completed by its due date.



critical incident Animportant event that illustrates behav-
ior or a history.

crop To trim a photograph to fit a specific space, typically
to delete visual information that is unnecessary or unwanted.
culture The patterns of behavior and beliefs that are com-
mon to a people, nation, or organization.

cutaway drawings Line drawings that depict the hidden
or interior portions of an object.

cycling The process of sending a document from writer to
superior to writer to yet another superior for several rounds
of revisions before the document is approved.

D

dangling modifier A phrase that modifies the wrong word
or a word that is not actually in a sentence. To correct a dan-
gling modifier, recast the modifier as a subordinate clause
or revise the sentence so its subject or object can be modified
by the dangling phrase.

decode To extract meaning from symbols.

decorative visual A visual that makes the speaker’s points
more memorable but that does not convey numerical data.

defensive body position See closed body position.

demographic characteristics Measurable features of an
audience that can be counted objectively: age, education level,
income, etc.

denotation A word’s literal or “dictionary” meaning. Most
common words in English have more than one denotation.
Context usually makes it clear which of several meanings is
appropriate.

dependent clause See subordinate clause.

descriptive abstract A listing of the topics an article or
report covers that does not summarize what is said about
each topic.

deviation bar charts Bar charts that identify positive and
negative values, or winners and losers.

devil’s advocate Person who defends a less popular view-
point so that it receives fuller consideration.

dingbats Small symbols such as arrows, pointing fingers,
and so forth that are part of a typeface.

direct mail A form of direct marketing that asks for an
order, inquiry, or contribution directly from the reader.
direct mail package The outer envelope of a direct mail
letter and everything that goes in it: the letter, brochures,
samples, secondary letters, reply card, and reply envelope.

direct marketing All advertisements that ask for an order,
inquiry, or contribution directly from the audience. Includes
direct mail, catalogs, telemarketing (telephone sales), and
newspaper and TV ads with 800 numbers to place an order.

direct request pattern A pattern of organization that makes
the request directly in the first paragraph.

discourse community A group of people who share assump-
tions about what channels, formats, and styles to use for com-
munication, what topics to discuss and how to discuss them,
and what constitutes evidence.

divided pattern (of organization) Discussing each alterna-
tive completely, through all criteria, before going on to the
next alternative: AAA, BBB, CCC. Compare alternating pattern.
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document design The process of writing, organizing, and
laying out a document so that it can be easily used by the
intended audience.

documentation Full bibliographic information so that
interested readers can go to the original source of material
used in a report.

dominating (in groups) Trying to run a group by order-
ing, shutting out others, and insisting on one’s own way:.
dot chart A chart that shows correlations or other large
data sets. Dot charts have labeled horizontal and vertical
axes.

dot planning A way for large groups to set priorities;
involves assigning colored dots to ideas.

E

editing Checking the draft to see that it satisfies the require-
ments of good English and the principles of business writing.
Unlike revision, which can produce major changes in mean-
ing, editing focuses on the surface of writing.

ego-involvement The emotional commitment that people
have to their positions.

elimination of alternatives A pattern of organization
for reports that discusses the problem and its causes, the
impractical solutions and their weaknesses, and finally the
solution the writer favors.

ellipsis Spaced dots used in reports to indicate that words
have been omitted from quoted material and in direct mail
to give the effect of pauses in speech.

emotional appeal A persuasive technique that uses the
audience’s emotions to make them want to do what the writer
or speaker asks.

empathy The ability to put oneself in someone else’s
shoes, to feel with that person.

enclosure A document that accompanies a letter.
enunciate To voice all the sounds of each word while
speaking.

evaluating Measuring something, such as a document
draft or a group decision, against your goals and the
requirements of the situation and audience.

evidence Data the audience already accepts.

exaggeration Making something sound bigger or more
important than it really is.

executive summary See abstract.

expectancy theory A theory that argues that motivation
is based on the expectation of being rewarded for perfor-
mance and the importance of the reward.

external audiences Audiences who are not part of the writ-
er’s organization.
external documents
other organization.

Documents that go to people in an-

external report Report written by a consultant for an orga-
nization of which he or she is not a permanent employee.

extranets Web pages for customers and suppliers.

extrinsic motivators Benefits that are “added on”; they
are not a necessary part of the product or action.

eye contact Looking another person directly in the eye.
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F

fallacies Common errors in logic that weaken arguments.
feasibility report A report that evaluates a proposed
action and shows whether or not it will work.

feedback The receiver’s response to a message.

figure Any visual that is not a table.

filler sounds Syllables, such as um and uh, which some
speakers use to fill silence as they mentally search for their
next words.

five Wsand H Questions that must be answered early in a
press release: who, what, when, where, why, and how.
fixed font A typeface in which each letter has the same
width on the page. Sometimes called typewriter typeface.
flaming Sending out an angry e-mail message before think-
ing about the implications of venting one’s anger.

focus groups Small groups who come in to talk with a skilled
leader about a potential product or process.

font A unified style of type. Fonts come in various sizes.
forecast An overview statement that tells the audience
what you will discuss in a section or an entire report.

form letter A prewritten, fill-in-the-blank letter designed
to fit standard situations.

formal meetings Meetings run under strict rules, like the
rules of parliamentary procedure summarized in Robert’s
Rules of Order.

formal report A report containing formal elements such as
a title page, a transmittal, a table of contents, and an abstract.
formalization The third and last stage in the life of a
task group, when the group makes its decision and seeks
consensus.

format The parts of a document and the way they are
arranged on a page.

formation The first stage in the life of a task group, when
members choose a leader and define the problem they must
solve.

freewriting A kind of writing uninhibited by any con-
straints. Freewriting may be useful in overcoming writer’s
block, among other things.

frozen evaluation An assessment that does not take into
account the possibility of change.

full justification Making both right and left margins of a
text even, as opposed to having a ragged right margin.
fused sentence The result when two or more sentences
are joined without punctuation or conjunctions.

G

Ganttcharts Bar charts used to show schedules. Gantt charts
are most commonly used in proposals.

gatekeeper The audience with the power to decide whether
your message is sent on to other audiences.

gathering data Physically getting the background data
you need. It can include informal and formal research or
simply getting the letter to which you're responding.
general semantics The study of the ways behavior is influ-
enced by the words and other symbols used to communicate.

gerund The -ing form of a verb; grammatically, it is a verb
used as a noun.

getting feedback Asking someone else to evaluate your
work. Feedback is useful at every stage of the writing pro-
cess, not just during composition of the final draft.

glossary A list of terms used in a document with their
definitions.

good appeal An appeal in direct marketing that offers
believable descriptions of benefits, links the benefits of the
product or service to a need or desire that motivates the
audience and makes the audience act.

goodwill The value of a business beyond its tangible assets,
including its reputation and patronage. Also, a favorable con-
dition and overall atmosphere of trust that can be fostered
between parties conducting business.

goodwill ending Shift of emphasis away from the mes-
sage to the reader. A goodwill ending is positive, personal,
and forward-looking and suggests that serving the reader is
the real concern.

goodwill presentation A presentation that entertains and
validates the audience.

grammar checker
doubtful usage.

Software program that flags errors or

grapevine An organization’s informal informational net-
work that carries gossip and rumors as well as accurate
information.

grid system A means of designing layout by imposing col-
umns on a page and lining up graphic elements within the
columns.

ground rules Procedural rules adopted by groups to make
meetings and processes run smoothly.

grouped bar chart A bar chart that allows the viewer to
compare several aspects of each item or several items over
time.

groupthink The tendency for a group to reward agree-
ment and directly or indirectly punish dissent.

guided discussion A presentation in which the speaker
presents the questions or issues that both speaker and audi-
ence have agreed on in advance. Instead of functioning as
an expert with all the answers, the speaker serves as a facili-
tator to help the audience tap its own knowledge.

H

headings Words or short phrases that group points and
divide your letter, memo, e-mail or report into sections.
hearing Perceiving sounds. (Not the same thing as
listening.)

hidden job market Jobs that are never advertised but that
may be available or may be created for the right candidate.
hidden negatives Words that are not negative in them-
selves, but become negative in context.

high-context culture A culture in which most information
is inferred from the context, rather than being spelled out
explicitly in words.

histogram A bar chart using pictures, asterisks, or points
to represent a unit of the data.



hypothetical interview question A questions that asks
what a person would do in an imaginary situation

I

impersonal expression A sentence that attributes actions
to inanimate objects, designed to avoid placing blame on a
reader.

indented format A format for résumés in which items that
are logically equivalent begin at the same horizontal space,
with carryover lines indented.

independent clause See main clause.

infinitive The form of the verb that is preceded by to.
informal meetings Loosely run meetings in which votes
are not taken on every point.

informal report A report using letter or memo format.
information interview An interview in which you talk to
someone who works in the area you hope to enter to find
out what the day-to-day work involves and how you can
best prepare to enter that field.

information overload A condition in which a person can-
not process all the messages he or she receives.
information report A report that collects data for the
reader but does not recommend action.

informational dimensions Dimensions of group work focus-
ing on the problem, data, and possible solutions.

informative message Message giving information to
which the reader’s basic reaction will be neutral.
informative presentation A presentation that informs or
teaches the audience.

informative report A report that provides information.
inside address The reader’s name and address; put below
the date and above the salutation in most letter formats.
interactive presentation A presentation that is a conversa-
tion between the speaker and the audience.

intercultural competence The ability to communicate
sensitively with people from other cultures and countries,
based on an understanding of cultural differences.

internal audiences Audiences in the communicator’s
organization.

internal document Document written for other employees
in the same organization.

internal documentation Providing information about a
source in the text itself rather than in footnotes or endnotes.
internal report Reports written by employees for use only
in their organization.

interpersonal communication Communication between
people.

interpersonal dimensions In a group, efforts promoting
friendliness, cooperation, and group loyalty.

interview Structured conversation with someone who is
able to give you useful information.

intranet A web page just for employees.

intrapreneurs Innovators who work within organizations.
intrinsic motivators Benefits that come automatically from
using a product or doing something.
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introduction The part of a report that states the purpose
and scope of the report. The introduction may also include
limitations, assumptions, methods, criteria, and definitions.

J

jargon There are two kinds of jargon. The first kind is the
specialized terminology of a technical field. The second
is businessese, outdated words that do not have technical
meanings and are not used in other forms of English.

judgment See opinion.

judgment sample A group of subjects whose views seem
useful.

justification report Report that justifies the need for a
purchase, an investment, a new personnel line, or a change
in procedure.
justified margins
of the page.

Margins that end evenly on both sides

K

key words Words used in (1) a résumé to summarize
areas of expertise, qualifications, and (2) an article or report
to describe the content. Key words facilitate computer
searches.

L

letter Short document using block, modified, or simplified
letter format that goes to readers outside your organization.
letterhead Stationery with the organization’s name, logo,
address, and telephone number printed on the page.
limitations Problems or factors that constrain the validity
of the recommendations of a report.

line graph A visual consisting of lines that show trends or
allow the viewer to interpolate values between the observed
values.

logical fallacies See fallacies.

low-context culture A culture in which most information
is conveyed explicitly in words rather than being inferred
from context.

main clause A group of words that can stand by itself as a
complete sentence. Also called an independent clause.

Maslow’s hierarchy of needs Five levels of human need
posited by Abraham H. Maslow. They include physical
needs, the need for safety and security, for love and belong-
ing, for esteem and recognition, and for self-actualization.
mean The average of a group of numbers. Found by divid-
ing the sum of a set of figures by the number of figures.

median The middle number in a ranked set of numbers.
memo Document using memo format sent to readers in
your organization.

methods section The section of a report or survey describ-
ing how the data were gathered.

minutes Records of a meeting, listing the items discussed,
the results of votes, and the persons responsible for carrying
out follow-up steps.
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mirror question Question that paraphrases the content of
the answer an interviewee gave to the last question.

misplaced modifier A word or phrase that appears to
modify another element of the sentence than the writer
intended.

mixed punctuation Using a colon after the salutation and
a comma after the complimentary close in a letter.

mode The most frequent number in a set of numbers.

modified block format A letter format in which the inside
address, date, and signature block are lined up with each
other one-half or two-thirds of the way over on the page.

modifier Aword or phrase giving more information about
another word in a sentence.

monochronic culture Culture in which people do only
one important activity at a time.

monologue presentation A presentation in which the
speaker talks without interruption. The presentation is
planned and is delivered without deviation.

multiple graphs Three or more simple stories told by
graphs juxtaposed to create a more powerful story.

Myers-Briggs Type Indicator A scale that categorizes
people on four dimensions: introvert-extravert; sensing-
intuitive; thinking-feeling; and perceiving-judging.

N

negative message A message in which basic information
conveyed is negative; the reader is expected to be disappointed
or angry.

networking Using your connections with other people to
help you achieve a goal.

neutral subjectline A subject line that does not give away
the writer’s stance on an issue.

noise Any physical or psychological interference in a
message.

nominative case The grammatical form used for the
subject of a clause. I, we, he, she, and they are nominative
pronouns.

nonageist Refers to words, images, or behaviors that do
not discriminate against people on the basis of age.

noncompetitive proposal A proposal with no real compe-
tition and hence a high probability of acceptance.

nonracist Refers to words, images, or behaviors that do
not discriminate against people on the basis of race.

nonrestrictive clause A clause giving extra but unes-
sential information about a noun or pronoun. Because the
information is extra, commas separate the clause from the
word it modifies.

nonsexist language Language that treats both sexes neu-
trally, that does not make assumptions about the proper
gender for a job, and that does not imply that one sex is
superior to or takes precedence over the other.

nonverbal communication Communication that does not
use words.

normal interview A job interview with mostly expected
questions.

noun-pronoun agreement Having a pronoun be the same
number (singular or plural) and the same person (first, sec-
ond, or third) as the noun it refers to.

o

objective case The grammatical form used for the object
of a verb or preposition. Me, us, him, her, and them are objec-
tive pronouns.

omnibus motion A motion that allows a group to vote on
several related items in a single vote. Saves time in formal
meetings with long agendas.

open body position Includes keeping the arms and legs
uncrossed and away from the body. Suggests physical and
psychological comfort and openness.

open punctuation Using no punctuation after the saluta-
tion and the complimentary close.

open question Question with an unlimited number of pos-
sible responses.

opinion A statement that can never be verified, since it
includes terms that cannot be measured objectively. Also
called a judgment.

organization (in messages) The order in which ideas are
arranged.

organizational culture The values, attitudes, and philos-
ophies shared by people in an organization that shape its
behaviors and reward structure.

outsourcing Going outside the company for products and
services that once were made by the company’s employees.

P

package The outer envelope and everything that goes in it
in a direct mailing.

paired bar chart A bar chart that shows the correlation
between two items.

parallel structure Using the same grammatical and logical
form for words, phrases, clauses, and ideas in a series.
paraphrase To repeat in your own words the verbal con-
tent of another communication.

passive verb A verb that describes action done to the
grammatical subject of the sentence.

people-first language Language that names the person
first, then the condition: “people with mental retardation.”
Used to avoid implying that the condition defines the per-
son’s potential.

performance appraisals Supervisors’” written evaluations
of their subordinates” work.

persona The “author” or character who allegedly writes a
document; the voice that a communicator assumes in creat-
ing a message.

personal brandings A pop term for marketing yourself,
including job searching. It includes an expectation that you
will use various options, including social media such as
LinkedIn, to market yourself.

personal space The distance someone wants between
him- or herself and other people in ordinary, nonintimate
interchanges.



personalized A message that is adapted to the individual
reader by including the reader’s name and address and per-
haps other information.

persuade To motivate and convince the audience to act or
change a belief.

persuasive presentation A presentation that motivates
the audience to act or to believe.

phishing e-mails E-mails that look like messages from
official business but actually connect to private sites seeking
to acquire data for fraud or identity theft.

pictogram A bar chart using pictures or symbols to repre-
sent a unit of data.

pie chart A circular chart whose sections represent per-
centages of a given quantity.

pitch The highness or lowness of a sound.

plagiarism Passing off the words or ideas of others as one’s
own.

planning All the thinking done about a subject and the
means of achieving your purposes. Planning takes place
not only when devising strategies for the document as a
whole, but also when generating “miniplans” that govern
sentences or paragraphs.

polarization A logical fallacy that argues there are only
two possible positions, one of which is clearly unacceptable.
polychronic culture Culture in which people do several
things at once.

population The group a researcher wants to make state-
ments about.

positive emphasis Focusing on the positive rather than
the negative aspects of a situation.

positive or good news message Message to which the read-
er’s reaction will be positive.

possessive case The grammatical form used to indicate
possession or ownership. My, our, his, hers, its, and their are
possessive pronouns.

post office abbreviations Two-letter abbreviations for states
and provinces.

prepositions Words that indicate relationships, for exam-
ple, with, in, under, at.

presenting problem The problem that surfaces as the sub-
ject of discord. The presenting problem is often not the real
problem.

primary audience The audience who will make a decision
or act on the basis of a message.

primary research Research that gathers new information.

pro-and-con pattern A pattern of organization that pres-
ents all the arguments for an alternative and then all the
arguments against it.

probe question A follow-up question designed to get more
information about an answer or to get at specific aspects of
a topic.

problem-solving pattern A pattern of organization that
describes a problem before offering a solution to the problem.
procedural dimensions Dimensions of group work focus-
ing on methods: how the group makes decisions, who does
what, when assignments are due.
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process of writing What people actually do when they
write: planning, gathering, writing, evaluating, getting feed-
back, revising, editing, and proofreading.

progress report A statement of the work done during a
period of time and the work proposed for the next period.
proofreading Checking the final copy to see that it’s free
from typographical errors.

proportional font A font in which some letters are wider
than other letters (for example, w is wider than i).

proposal Document that suggests a method and person-
nel for finding information or solving a problem.
prospecting letter A job application letter written to a
company that has not announced openings but where you’d
like to work.

psychographic characteristics Human characteristics that
are qualitative rather than quantitative: values, beliefs, goals,
and lifestyles.

psychological description Description of a product or ser-
vice in terms of audience benefits.

psychological reactance Phenomenon occurring when a
person reacts to a negative message by asserting freedom in
some other arena.

purpose statement The statement in a proposal or a report
specifying the organizational problem, the technical ques-
tions that must be answered to solve the problem, and the
rhetorical purpose of the report (to explain, to recommend,
to request, to propose).

Q

questionnaire List of questions for people to answer in a
survey.

R

ragged right margins Margins that do not end evenly on
the right side of the page.

random sample A sample for which each member of the
population has an equal chance of being chosen.

range The difference between the highest and lowest num-
bers in a set of figures.

recommendation report A report that evaluates two or
more possible alternatives and recommends one of them.
Doing nothing is always one alternative.

recommendations
for action.

Section of a report that specifies items

reference line A subject line that refers the reader to another
document (usually a numbered one, such as an invoice).

referral interview Interviews you schedule to learn about
current job opportunities in your field and to get referrals
to other people who may have the power to create a job for
you. Useful for tapping into unadvertised jobs and the hid-
den job market.

reflexive pronoun Refers to or emphasizes a noun or pro-
noun that has already appeared in the sentence. Myself, her-
self, and themselves are reflexive pronouns.
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release date Date a report will be made available to the
public.

reply card A card or form designed to make it easy for the
reader to respond to a direct mail letter. A good reply card
repeats the central selling point, basic product information,
and price.

request for proposal (RFP) A statement of the service or
product that an agency wants; an invitation for proposals to
provide that service or product.

respondents
called subjects.

The people who fill out a questionnaire; also

response rate The percentage of subjects receiving a ques-
tionnaire who answer the questions.

restrictive clause A clause limiting or restricting the
meaning of a noun or pronoun. Because its information is
essential, no commas separate the clause from the word it
restricts.

résumé A persuasive summary of your qualifications for
employment.

résumé blasting Posting your résumé widely—usually by
the hundreds—on the web.

reverse chronology Starting with the most recent events,
such as job or degree, and going backward in time. Pattern
of organization used for chronological résumés.

revising Making changes in the draft: adding, delet-
ing, substituting, or rearranging. Revision can be changes
in single words, but more often it means major additions,
deletions, or substitutions, as the writer measures the draft
against purpose and audience and reshapes the document
to make it more effective.

RFP  See request for proposal.

rhetorical purpose The effect the writer or speaker hopes
to have on the audience (to inform, to persuade, to build
goodwill).

rhythm The repetition of a pattern of accented and unac-
cented syllables.

rival hypotheses
results.

Alternate explanations for observed

rule of three The rule noting a preference for three short
parallel examples and explaining that the last will receive
the most emphasis.

run-on sentence A sentence containing two or more main
clauses strung together with and, but, or, so, or for.

S

sales pattern A pattern of persuasion that consists of an
attention getting opener, a body with reasons and details,
and an action close.

salutation The greeting in a letter: “Dear Ms. Smith:”

sample (in marketing) A product provided to the audi-
ence to whet their appetite for more.

sample (in research) The portion of the population a
researcher actually studies.

sampling frame The list of all possible sampling units.

sampling units Those items/people actually sampled.
sans serif Literally, without serifs. Typeface whose letters
lack bases or flicks. Helvetica and Geneva are examples of
sans serif typefaces.

saves the reader’s time The result of a message whose
style, organization, and visual impact help the reader to
read, understand, and act on the information as quickly as
possible.

schematic diagrams Line drawings of objects and their
parts.

scope statement A statement in a proposal or report speci-
fying the subjects the report covers and how broadly or
deeply it covers them.

secondary audience The audience who may be asked by
the primary audience to comment on a message or to imple-
ment ideas after they’ve been approved.

secondary research Research retrieving data someone else
gathered. Includes library research.

segmented, subdivided, or stacked bars Bars in a bar

chart that sum components of an item.

semantics or general semantics The study of the ways
behavior is influenced by the words and other symbols
used to communicate.

sentence fragment Words that are not a complete sentence
but that are punctuated as if they were a complete sentence.

sentence outline An outline using complete sentences. It
contains the thesis or recommendation plus all supporting
points.

serif The little extensions from the main strokes on letters.
Times Roman and Courier are examples of serif typefaces.

signpost An explicit statement of the place that a speaker
or writer has reached: “Now we come to the third point.”

simple sentence Sentence with one main clause.

simplified format A letter format that omits the salutation
and complimentary close and lines everything up at the left
margin.

situational interviews Job interviews in which candidates
are asked to describe what they would do in specific hypo-
thetical situations.

skills résumé A résumé organized around the skills you've
used, rather than the date or the job in which you used
them.

social signals Nonverbal communications such as ges-
tures, facial expressions, voice tone, and proximity.

solicited letter A job letter written when you know that
the company is hiring.

spot visuals Informal visuals that are inserted directly
into text. Spot visuals do not have numbers or titles.

stereotyping Putting similar people or events into a single
category, even though significant differences exist.

storyboard A visual representation of the structure of
a document, with a rectangle representing each page or
unit. An alternative to outlining as a method of organizing
material.



strategy A plan for reaching your specific goals with a
specific audience.

stratified random sample A sample generated by first
dividing the sample into subgroups in the population and
then taking a random sample for each subgroup.

stress (in a communication) Emphasis given to one or
more words in a sentence, or one or more ideas in a message.
stress interview A job interview that deliberately puts the
applicant under stress, physical or psychological. Here it’s
important to change the conditions that create physical stress
and to meet psychological stress by rephrasing questions in
less inflammatory terms and treating them as requests for
information.

structured interview An interview that follows a detailed
list of questions prepared in advance.

stub The variable listed on the side in a table.

subject line The title of the document, used to file and
retrieve the document. A subject line tells readers why they
need to read the document and provides a framework in
which to set what you're about to say.

subordinate clause A group of words containing a subject
and a verb but that cannot stand by itself as a complete sen-
tence. Also called a dependent clause.

summarizing Restating and relating major points, pulling
ideas together.

summary abstract The logic skeleton of an article or
report, containing the thesis or recommendation and its
proof.

summary sentence or paragraph A sentence or paragraph
listing in order the topics that following sentences or para-
graphs will discuss.

survey A method of getting information from a group of
people.

SWOT analysis A method of evaluating a proposed action
that examines both internal factors (Strengths, Weaknesses)
and external factors (Opportunities, Threats).

T

table Numbers or words arrayed in rows and columns.
talking heads Headings that are detailed enough to
provide an overview of the material in the sections they
introduce.

template A design or format that serves as a pattern.
10-Kreport Areport filed with the Securities and Exchange
Commission summarizing the firm’s financial performance.
thank-younote A note thanking someone for helping you.
threat A statement, explicit or implied, that someone will
be punished if he or she does or doesn’t do something.
360-degree feedback A form of assessment in which an
employee receives feedback from peers, managers, subordi-
nates, customers, and suppliers.

tone The implied attitude of the author toward the reader
and the subject.

tone of voice The rising or falling inflection that indicates
whether a group of words is a question or a statement, whether
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the speaker is uncertain or confident, whether a statement is
sincere or sarcastic.

topic heading A heading that focuses on the structure of a
report. Topic headings give little information.

topic outline An outline listing the main points and the
subpoints under each main point. A topic outline is the basis
for the table of contents of a report.

topic sentence A sentence that introduces or summarizes
the main idea in a paragraph.

transitions Words, phrases, or sentences that show the con-
nections between ideas.

transmit To send a message.

transmittal A message explaining why something is being
sent.

truncated code Symbols such as asterisks that turn up
other forms of a keyword in a computer search.

truncated graphs Graphs with part of the scale missing.
two-margin format A format for résumés in which dates
are listed in one column and job titles and descriptions in
another. This format emphasizes work history.

)

umbrella sentence or paragraph A sentence or paragraph
listing in order the topics that following sentences or para-
graphs will discuss.

understatement Downplaying or minimizing the size or
features of something.

unity Using only one idea or topic in a paragraph or other
piece of writing.

unjustified margins Margins that do not end evenly on the
right side of the page.

unstructured interview An interview based on three or
four main questions prepared in advance and other ques-
tions that build on what the interviewee says.

usability testing Testing a document with users to see that
it functions as desired.

\'J
venting Expressing pent-up negative emotions.

verbal communication Communication that uses words;
may be either oral or written.

vested interest The emotional stake readers have in some-
thing if they benefit from maintaining or influencing condi-
tions or actions.

vicarious participation An emotional strategy in fund-
raising letters based on the idea that by donating money,
readers participate in work they are not able to do personally.
visual impact The visual “first impression” you get when
you look at a page.

volume The loudness or softness of a voice or other sound.

w

watchdog audience An audience that has political, social,
or economic power and that may base future actions on its
evaluation of your message.
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white space The empty space on the page. White space
emphasizes material that it separates from the rest of the
text.

widget A software program that can be dropped into social
networking sites and other places.

wild card Symbols such as asterisks that turn up other
forms of a keyword in a computer search. See also truncated
code.

withdrawing Being silent, not contributing, not helping
with the work, not attending meetings.

wordiness
an idea.

Taking more words than necessary to express

works cited The sources specifically referred to in a report.

works consulted Sources read during the research for a
report but not mentioned specifically in the report.

Y

you-attitude A style of communicating that looks at
things from the audience’s point of view, emphasizes what
the audience wants to know, respects the audience’s intel-
ligence, and protects the audience’s ego. Using you gener-
ally increases you-attitude in positive situations. In negative
situations or conflict, avoid you since that word will attack
the audience.
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FirstWest Insurance, 347, 350

Five O’Clock Club, The, 371

Flat Earth Society, 124

Flickr, 35

Foote, Cone & Belding, 444

Forbes, 595

Forbes.com, 411 (fig.)

Ford Motor Company, 3, 8-9, 72, 81,
501, 550

Forrester Research Inc., 169

Fortune, 367, 411

Foundation Center, The, 544

Four Seasons Hotels, 58

Frank Davis Fish Company, 347

Frank Lewis Alamo Fruit, 341

FreeOnlineSurvey.com, 495

Friends Committee on National
Legislation, 522 (fig.)

G

Gallup Organization, 484
Gamestation, 258
Game-Works, 473

Gap Inc., 81

Gaylord Hotels, 31
General Electric, 106, 373
General Motors, 75, 501
Getsatisfaction.com, 52
Giant Food, 252

Gillette, 92
GlaxoSmithKline, 88, 249
Global Edge, 476 (fig.)
Gmiail, 479

Goldman Sachs, 9, 88, 249-250, 269-270

Goodyear, 329

Google, 32, 35, 89, 92, 103, 109-110, 206,
220, 238, 240-241, 277,372, 378, 414,
441-442,475, 489, 545, 550, 600, 677

Google Earth, 502
Gorat’s, 219
GoToMeeting, 236
Grameen Bank, 89
Growthink, 547
GTE, 536

H

Habitat for Humanity, 344
Halliburton, 9, 205

Hallmark, 61, 294

Hallmark Flowers, 290
Hannaford Bros., 252

Harlem YMCA, 340

Hart Research Associates, 374-375
Hasbro, 473

HBO, 296

Hewlett-Packard, 11, 92, 108, 504, 614
Hewlett-Packard Labs, 615
Holiday Inn, 46
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Home Depot, 64, 222, 550

Honda, 326

Hong Kong Disneyland, 184-185

Hook & Ladder Brewing Company, 94

Hoover’s Online, 477 (fig.)

Human Resource Management Resources
on the Internet, 476 (fig.)

HyVee, 252

IBM, 186, 218, 242, 504

ICU Medical, 213

Ideo, 109

liepassport.org, 421

IKEA, 479

Inc.com, 411 (fig.)

Indeed.com, 370

Indeed.com/salary, 411 (fig.)

Indoor Tanning Association, 557

Infomap, 158

Information Mapping, 166

Ingram Micro, 409

Intel, 36, 108

InterContinental Hotels Group, 7

Internet Marketing Resources, 476 (fig.)

Interstate Fidelity Insurance (IFI), 257,
595-596

Irin.com, 411 (fig.)

J

JetBlue, 287, 290
Jobbankinof.org, 411 (fig.)
JobHunterBible.com, 371
Jobsboard.com, 421

John Deere, 677

Johnson & Johnson, 142, 183, 278
Joie de Vivre Hospitality, 92
Joseph Best, 67

JPMorgan Chase & Co., 417, 550
Julia Belle Swain, 421

Jumo.com, 351

K

Kaiser Aluminum, 296

Kaiser Permanente, 108-109, 482

Kaplan Thaler Group, 58

Kentucky Fried Chicken, 192

KidSmart, 536

Killian Branding, 426

Kimberly-Clark, 31

Kinkos, 169

Kiva.org, 351

KnowThis: Knowledge Source for
Marketing, 476 (fig.)

Kohler, 31

Kwintessential.co.uk, 194

L

Lands’ End, 333

LaQuinta Inns & Suites, 78

Lehman Brothers, 88

Linden Labs, 257

LinkedIn, 98, 240-241, 367, 370-371,
380-381, 391, 406

Litterbutt.com, 102

Loews, 42

Logitech, 236

Lorillard Tobacco Company, 356-357
Los Angeles Times, 287, 289, 370

Los Angeles Zoo, 292

Lotus Corporation, 397

Louisiana State University, 504

MailerMailer, 247

Management and Entrepreneurship,
476 (fig.)

Map of the Market, 500

Market Metrix, 92

Massachusetts Institute of
Technology, 397

Mattel, 36, 481

McAfee, 102

McDonald’s, 47, 65, 106-107, 183, 340, 386,
489, 511

McGraw-Hill Companies, Inc., 521

McLellan Marketing Group, 126

McNamara/Salvia, 212

Medtronic Inc., 89

Merck, 220, 249

Meredith Corporation, 46

Meridiaars.com, 611

Merrill Lynch, 88

Met Life, 64

Metropolitan Home, 595

MGT Design Inc., 569

Miami Herald, 370

Michelin, 108, 329

Michigan Lawsuit Abuse Watch
(M-LAW), 251

Microsoft, 5,92, 104-105, 159-160, 185, 277,
373,377,499, 615-619

Mizuho, 107

M&M, 34

Modern Language Association (MLA),
490, 677-678, 682-684

Money.com, 411

MonsterCollege, 371

Monster.com, 370-371, 380, 396, 421, 424

MonsterTalk, 370

Moot Corp., 536

Motion Picture Association of
America, 144

Mozilla, 104

MSN.com, 104

MTV Arabia, 45

MTYV Networks International, 45

Mybikelane.com, 102

Myers-Briggs, 29

MyPyramid.gov, 524 (fig.)

My3cents.com, 52

My Virtual Reference Desk, 477 (fig.)

NASA, 560

National Federation of the Blind, 171

National Oceanic and Atmospheric
Administration, 617

National Public Radio, 477 (fig.)

National Rifle Association, 361

National Science Foundation, 103
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National Transportation Safety Board,
519 (fig.)

NBC, 10, 321

NETability, Inc., 394

NetParty, 241

Networkerforgood.org, 351

New England Journal of Medicine, 556

New Oriental Education & Technology
Group, 111

NewsLink, 477 (fig.)

New York City Department of
Transportation, 164

New York Times, 477 (fig.)

New York Transit Authority, 157

Nielsen, 31

Nielsen Media Research, 480, 488

Nike, 556

Ning, 240

Nintendo, 41

Nissan, 72, 326

Nokia, 277, 282

Northwest Airlines, 268-269, 295

Notre Dame, 396

Nynex Corporation, 536

(o]

OkCupid, 561

Open Source Web Design, 469

Optiontechnologies.com, 611

Oregon Forestry Association, 421

Otis Engineering Corporation, 192

OWL (Purdue Online Writing
Lab), 371

P

Pacific Bell, 420

Pantone Color Institute, 167

Parisian Water Works, 341

Parker Pen Company, 192

PatientsLikeMe, 242

Payscale.com, 411 (fig.)

PC Gamer, 337

Peace Corps, The, 385

Pearson Education, Inc., 160

PepsiCo Beverages America, 87, 236, 478

Perdue Farms, 192

PETA, 222, 330

Pew Internet & American Life Project,
575, 601

Pew Research Center, 35

Pfizer, 88

Philadelphia Inquirer, 370

Philanthropic Research Inc., 544

Phish, 36

Piccolo’s, 219

PlainLanguage.gov, 122, 131, 153

Planet Feedback, 293

Platewire.com, 102

PollDaddy.com, 495

Post-it, 253, 351

Practical Parenting and Pregnancy, 508

Prars.com, 411 (fig.)

Prezi Presentations, 613

Price Chopper, 252

PricewaterhouseCoopers, 373, 420

Procter & Gamble, 36, 39, 46, 53, 92, 183,
236,472, 488-489, 547, 550, 556

Psychology Today, 337

Public Agenda, 484

Q

QuickBooks, 489
Quintessential Careers, 275, 371
Qwizdom.com, 611

Radicati Group, 4, 237

RadioShack, 396

Ratepoint.com, 52

Raytheon, 92

Rensselaer Polytechnic Institute, 397

Report Watch, 564

Resources for Economists on the Internet,
476 (fig.)

ResumeDoctor.com, 393

Riley Guide, The, 371

RIM, 610

Ringling Bros. and Barnum & Bailey’s
circus, 625

Ripoff Report, 293

Robert Half International, 141, 369, 382,
410, 426-427, 459

Robin Hood, 89

Romano’s Macaroni Grill, 160

Rudepeople.com, 102

Rutgers Accounting Web, 476 (fig.)

Ryerson, 6

S

SABMiller, 327

Salary calculators, 411 (fig.)

SalaryExpert.com, 411 (fig.)

Samsung Electronics, 556

San Jose Mercury News, 370

Sarasota Memorial Hospital, 108

Schering-Plough, 220

Schwinn, 289

SCO Group, 144

Scooter Store Inc., 333

Sears, 319

Securities and Exchange Commission
Filings and Forms (EDGAR), 477 (fig.)

Sermo, 241

Servision Inc., 505

Sharp, 557

Siemens Global, 380

Sierra Club, 341

Sive Associates, 460

Skype, 206, 236, 440, 445

Small Business Administration, 477 (fig.)

Smartmoney.com, 500

SmartPros, 476 (fig.)

Smithsonian, 595

Smoking Gun website, 289

Social Finance, 89

Sony, 101

Southern Living, 595

Southwest Airlines, 287, 291-292, 550

Speedo, 480

Spherion Career Center, 371

Spy City Café, 130

Spy Museum, 130

Standard & Poor, 58

Statistical Resources on the Web
(University of Michigan Documents
Center), 476 (fig.)

Staybridge Suites, 46

Steak ‘n Shake, 43

Sticky Fingers RibHouses, 130

Stihl, 64

StockMarketYellowPages.com, 411 (fig.)

Stop & Shop, 252

Studyabroad.com, 421

Suggestionbox.com, 52

SurveyMonkey.com, 495

Sylvania, 74

Sysco, 42

T

Taco Bell, 292

Target, 160, 171

Tarsian and Binkley, 536

Tealeaf, 171

Ted.com, 616

Tello, 293

Tencent Holdings, 32

Tesco PLC, 42

Texas A&M, 504

The Net, 477 (fig.)

Thermo Electron, 109

Thesqueakywheel.com, 52

3M, 106, 109, 183

Toastmasters International, 612

TOMS Company, 94

Toro, 69

Toy Industry Association, 364-365

Toyota Motor Company, 3, 253, 287, 326

Transitionsabroad.com, 421

Transocean, 9, 205, 233

TripAdvisor, 476

Turningtechnologies.com, 611

Turnitin.com, 143

Twitter, 13, 34-36, 103, 110, 240-241, 293,
367,370-371, 441, 479, 488

Tylenol, 46

U

UC Berkeley Career Center, 392

U-Haul, 222

UNICEF, 343-345

Unilever, 183

Unimark International, 157

United Airlines, 65, 268, 293

United Nations Environmental Program, 531

U.S. Armed Forces, 499

U.S. Army, 499

U.S. Bureau of Labor Statistics, 410, 477
(fig.), 555-556

U.S. Census Bureau, 42, 161 (fig.), 185, 535,
555, 559

U.S. Congress Joint Economic
Committee, 531

U.S. Department of Health and Human
Services, 544

U.S. Department of Transportation, 555



U.S. Fish and Wildlife Service, 617

U.S. Government Printing Office, 477 (fig.)

U.S. Postal Service, 4, 638, 642

U.S. Securities and Exchange
Commission, 126

U.S. Small Business Administration, 544

University of Chicago Business School, 616

University of Colorado, 504

University of Illinois Medical Center, 290

University of Michigan, 504

Universum WetFeet, 394

UNUMProvident, 4

UPS, 106, 193, 515

UPS Logistics, 514-515

U.S. News & World Report, 478

USAA, 58

Usable Web, 170

\'

VAA. See Virgin Atlantic Airlines (VAA)
Vault.com, 371, 411 (fig.), 441, 445

Company Index

Veritas, 397

Verizon, 36, 536

Virgin Atlantic Airlines (VAA), 34, 240
Vizu.com, 495

Volkswagen, 336

w

Wachovia, 88

Walgreens, 59, 104

Wall Street Journal, 411, 477 (fig.), 520 (fig.), 559
Walmart, 11, 31, 39, 106, 183, 194, 222
Wal-Mart Stores, Inc., 151-152

Walt Disney, 42

Washington Mutual, 88

Washington Post, 35, 477 (fig.)
WebOnlineSurveys.com, 495
Wetfeet.com, 391, 411 (fig.)

White House Briefing Room, 477 (fig.)
Wikipedia, 239, 478

WikiScanner, 478

WithumSmith & Brown, 569

Witness.org, 43

World Health Organization, 515 (fig.),

521 (ftig.)
Wowio, 36

X

Xerox, 109
Xerox Global Services Europe, 7
Xing, 241

Y

Yahoo!, 238, 476, 479

Yammer, 241

Yellowstone National Park, 474
Yelp.com, 52, 293

YouGov, 481-482

YouTube, 10, 43, 58, 103, 313, 441

Y4
Zappos, 37, 58, 91-92, 448, 452
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A

Abbreviations
and punctuation, 656
state and province, 649 (fig.)
ABI/Inform Thesaurus, 475
Abstracts, 595-596, 599
accede/exceed, 664
accept/except, 664
access/excess, 664
Accident report, 470
Accuracy of visuals, 505-509
Accurate denotations, accurate, 126-127
Acknowledgment response, 94
Acronyms, 129
Action, proposals for, 538
Active listening, 94
Active voice, 129-131
Activities, on résumé, 390
ADA; see Americans with Disabilities
Act (ADA)
adapt/adopt, 664
Address, 380
Administrative documents, 121-124
Advanced Placement (AP) test, 182
Adpvertising; see also Channel
creative uses of, 36
with e-mail, 35
money for, 35
online, 35
on television, 34-35
Adpvice, career; see Job and interview tips
advice/advise, 664
affect/effect, 664
affluent/effluent, 664—665
Afghanistan, 499
Africa, 189, 504
African Americans, 183, 185
Age, 73-74,193
Agenda, 219
Agreement
noun-pronoun agreement, 652
subject-verb, 651-654
Airline complaint tips, 294 (fig.)
a lot/allot, 665
Alternatives
elimination of alternatives pattern,
561, 563
in negative messages, 286-287, 288 (fig.)
American Psychological Association
(APA), 490, 677-681
Americans with Disabilities Act (ADA), 271
among/between, 665
amount/mumber, 665
Amplification, 621
Analytical report, 470, 491
and/but/or, 133
Anecdotes
in oral presentation, 612
in sales and fund-raising messages,
338-339
Annual report, 471 (fig.), 564, 569
Answering machine, 238
Antipiracy law, 90
APA; see American Psychological
Association (APA)
Apologies, 287-290

718

Apostrophe, 658-659
Appalachian Voices, 502
Appeal to authority, 316
Appeal to ignorance, 316
Appeal to popularity, 316
Appendix, for report, 575
Application essay, 427-428
Appraisal; see Performance appraisal
Appropriateness, and positive emphasis of
words, 65
Argument, 316
Assumptions, 596, 599
Athletes, job opportunities for, 417
Attachment, e-mail, 647 (fig.)
Attire, for interview, 442-443
attributed/contribute, 665
Audience, 478
adapting message to, 3642
analyzing
customers, 38
group members, 30-32
individuals, 29-30
organizational culture and discourse
community, 32-33
questions for, 37
success of, 41-42
auxiliary, 28-29, 48
benefits to, 48
characteristics of, 42-45
identify and develop, 45-46
and negative information, 66-67
success of, 4647
channel for, choosing, 33-36
expectations of, 40
external, 6
extrinsic motivators, 43, 49
face time with, 45
gatekeeper, 28-29, 48
generational difference at workplace,
32 (fig.)
identifying, 28-29
information use by, 38-39, 41
internal, 6
intrinsic motivators, 43, 49
involving, in PowerPoint presentation,
618-619
multiple needs of, 47
obstacles to overcome, 39
for oral presentation, 610611, 623, 625
positive aspects for emphasis, 39-40
primary, 28-29, 48, 314
product returns cost, 47
for proposals, 537
reaction to, initial, 37-38
secondary, 28-29, 48
watchdog, 28-29, 48
writing for, 121
you-attitude with international, 61
Audit report, 471 (fig.)
Author, 556
Authoritative body language, 99
Authors, 478
Automated customer service, 621
Auxiliary audience, 28-29, 48
Average, 557-558
Awards; see Honors and awards

Baby boomers, designing for, 160
Background, of PowerPoint slide, 617
Background or history, for report, 575, 597
BAC website, 144
Bad news; see Negative messages
Bangladesh, 191
Bar chart, 503, 511-512
Bastille Day, 188 (fig.)
Bay of Pigs invasion, 212
bee (blind copy), 244, 638
Behavior, during interview, 446447,
449 (fig.)
Behavioral economics, 318
Behavioral interview, 455-456, 464
Beijing Olympics, 480
Belgium, 209
Beliefs; see Values, beliefs, and practices
Bias-free language, 58, 652
defined, 70
disabilities and diseases, people with,
74-75
nonracist and nonageist, 73-74
nonsexist language, 70-73
people-first language, 75
Bias-free photos and illustrations, 75
Black box warning, 249
Blind copies (bcc), 244, 638
Block format, 632-633, 634 (fig.), 639 (fig.)
Blocking, in teams, 208
Blogs, 241, 371-373; see also Social media
Blunders, verbal, 609
Body
of interview, 448
of report, 575, 580 (fig.)-589 (fig.),
596-597, 599
Body language, 97-99; see also Nonverbal
communication
authoritative, 99
closed (defensive) body position, 97
eye contact, 189, 619-620
gestures, 190, 212
job interviews, 446-447, 449 (fig.),
455-456
mistakes, 447
open body position, 97
Boilerplate, 144
Boolean search, 475, 476 (fig.)
Boxhead, 510-511
Boxing Day, 188 (fig.)
Brackets, square, 662
Brainstorming, 120-121, 145, 209
Branching question, 485, 491
Brazil, 188 (fig.)
British Commonwealth, 188 (fig.)
Brochure, designing, 167
drafting text, 168
printing, 169
visuals, 168
Budget section, of business plan, 544-545
Buffer, 284-285, 300
Burqinis, 44
Business attire, 442-443
Business communication
accuracy of, 17
amount of, 4



Business communication—Cont.
bias in, reducing, 70-75
feedback on, 17-18
international, 197
knowledge for, 15
organization of, 16
questions for analysis, 15-16
situations, understanding and

analyzing, 14
solving problems, 14-18
style of, 17
trends in
customer service, 104
data security, 101
diversity, 107-108
electronic privacy, 101-104
entrepreneurship, 109
environmental concern, 105-106
globalization, 106-107
innovation, 109
job flexibility, 108
outsourcing, 107
rapid rate of change, 109
teamwork, 108
work/family balance, 104-105
visual attractiveness of, 1617
you-attitude, 17

Business documents; see Report(s)

Businessese, 129

Business plan, 549
defined, 543
evidence to support superlatives in, 547
executive summary of, 543
keys to successful, 544
and MBA students, 536

Business style; see Style

Business writing; see Writing

but, 133

Buyology, 329

Bypassing, 126-127, 483

C

Cambodia, 188 (fig.)

Campaign for a Commercial-Free

Childhood, 330-332, 362-364

Campus interview, 444

Canada, 185, 188 (fig.)

Canada Day, 188 (fig.)

Cancer news, delivering, 279

Capital letters, 164

Captions, for hearing impaired, 171

Carbon copy/computer copy (cc); see cc

(carbon/computer copy)

Career fair, letter following up from,

419 (fig.)

Career(s); see also Job and interview tips
international experience, 184
objective for, 381-382

“Carrot” motivator, 319

Case, 653-654

Catalog, 346

Causation, 559

cc (carbon/computer copy), 245, 638, 639

(fig.)-641 (fig.), 642, 648 (fig.)

Cell phone technology, 35, 235

Central selling point, 167

Challenger space shuttle, 158
Channel
choosing, for audience, 33-36
creative uses of, 36
for customer service, 40
defined, 33
Charity, 342-343, 559; see also Sales and
fund-raising messages
Chartjunk, 505-506, 517
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cost of, 6-12

failures of, 8, 17

forms of, 4

importance of, 3
interpersonal, 93-99

on the job, 4-6

and misperception, 5-6
personalities in, 30 (fig.)
portable media player, 236

China, 18, 185, 188 (flg), 189, 193, 504, 506 usjng techno]ogy of, 12-13

Chinese Internet companies, 32
Chinese New Year (Spring Festival),
188 (fig.)
Christmas, 188 (fig.)
Chronological order, for oral
presentation, 615
Chronological progress report, 546-548
Chronological report, 561, 656
Chronological résumé, 378-379,
389 (fig.), 398
Chun Ben, 188
Ciao, 632
Cinco de Mayo, 188 (fig.)
Citation, 489490, 492, 677
cite/sight/site, 665
Claims and complaints, 293-294
Class research projects, proposals for,
537-542
Clause, 656
Clients, giving bad news to, 279-280
Clinton Global Initiative, 89
Clip art, 167, 505, 617
Close
of interview, 448
of oral presentation, 613—-614
Closed (defensive) body position, 97
Closed question, 483-484, 491
Closure report, 471, 565
Clothing, 192
Clowning, in teams, 208
Clustering, 121, 145
Cluster points, 558
Cohesiveness, developing team, 207
Collaborative writing, 220-223; see also
Writing
College colors, 504
College essays, 143
Colon, 655 (fig.), 659
Color
college, 504
and document design, 166-169
in nonverbal communication, 193
in PowerPoint slides, 618
for presentation visuals, 504-505
for résumé, 378
Color Institute, 167
Columbia space shuttle, 17
Comma, 655 (fig.), 659-660
Comma fault, 656
Comma splice, 656657
Common ground, for problem-solving
message, 325
Communication; see also Business
communication
ability vs. promotability, 4-5
benefits of improving, 12
classroom vs. workplace contexts, 16

Communication channel, 33-36; see also
entries for specific channels

Communication hardware

capital investments in, 234-235

instant messaging and text messaging,

238-239

portable media players, 236

smartphones, 235

videoconferences, 45, 236
Communication laws, 14
Comparison/contrast report, 561-563
Competitive proposal, 534
complement/compliment, 665
Completeness, 556
Complex sentence, 134
Complimentary close (letter), 632-633
Compliments, 195, 255
compose/comprise, 665
Composing process, 118-120
Compound sentence, 133-134
Computer copy (cc), 245, 638—642, 648
Computer printout, 595
Conclusion

of oral presentation, 613-614

for report, 575, 590 (fig.), 597-599
Concreteness, 614
Confidence interval, 480
Conflict resolution, in teams

criticism responses, 216-218

feelings, checking for, 217

inferences, checking for, 217

limited agreement, buying time with,

217-218

negative feelings, repairing, 216

paraphrasing, 217

presenting problem, 216

search for alternatives, 216

steps in, 216

troubleshooting problems, 215 (fig.)

two-meeting rule, 214

you-attitude in, 218
confuse/complicate/exacerbate, 665
Connotations, 127-128
Consents, 209
Contrast, in document design, 169
Convenience sample, 479, 491
Conventions

defined, 13

design and, 159

in visuals, 504

for web pages, 170-171
Conversational style, 95-96
Coordinating conjunction, 656
Coordination, 207
Cordially, 632
Corporate annual meeting, 219, 222
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Corporate culture, 91-93, 319
Corporate investors, proposals by, 533
Corporate perks, 92
Correlation, 559
Correspondence, 5
Cost section, of business plan, 544-545
Counterattacking, 216-218
Courtesy titles, 69, 71
Cover, for report, 574-575
Cover letter, 372, 420; see also Job
application letter
Credibility, 316-317, 351, 614
Credit report, 470
Criteria, 597, 599
Critical activities, 512
Critical incident, 485
Cross-cultural collaboration, 189; see also
Culture(s)
Cuban Missile Crisis, 212
Culture(s)
corporate, 91-93, 319
diversity in North America, 184-185
and document design, 165
global business, 183-184
high-context, 186
intercultural competence, 107
international business communication, 197
international holidays, 188 (fig.)
local adaptations, 183-184
low-context, 186
monochronic, 192
native, 319-320
nonverbal communication, 188-194
oral communication, 194-195
organizational, 32-33
polychronic, 192
safety problems in multiple languages, 195
social, 319
understanding different, 182
and using visuals and data displays, 510
values, beliefs, and practices, 187-188
ways to look at, 185-187
writing to international audiences,
195-197
Currency, 478, 556
Customer analysis, 38; see also Audience
Customers and customer service; see also
Goodwill
automated, 621
channels for, 40
disgruntled customer, 287
extraordinary, 65
giving bad news to, 279-280
how waiting affects business, 286
improving, 104
for more sales and market share, 59
observing, 488-489
poor and costly, 10
Customs, interview, 445-448
Cycle, 7
Cycling, 142-143

D

Daily Sun, The, 46
Dangling modifier, 653654
Dash, 655 (fig.), 660

Data
charity, 559
checking quality of, 500
evaluating sources of, 556-557
managing, 501
for oral presentation, 614-615
Data displays; see Visuals and data
displays
Data security, 101
Dates, writing, 663664
Dating site, online, 561
Davos economic forum, 329
Debt collection, 347
Decision-making strategy, 209-210
Declaration of Independence, 220
Deepwater Horizon, 205, 233, 469
Default response, 349
Defensive (open) body position, 97
Definitions, 597, 599
Demographic characteristics, of audience,
30-31
Demonstrations, for oral presentation,
614-615
Denotations, accurate, 126127
dependant/dependent, 665-666
Dependent clause, 656
describe/prescribe, 666
Descriptive abstract, 595-596, 599
Design; see Document design; PowerPoint
Deviation bar chart, 512-513
Devil’s advocate, 209
Diabetes, multicultural education for, 197
different from/different than, 666
Dilbert cartoon, 88, 105
Dingbats, 167
Direct mail, ethics and, 351
Direct marketing, 336
Direct request
checklist for, 349
pattern for, 320-323, 351 (see also Sales
and fund-raising messages)
Disabilities, talking about people with,
74-75; see also Diversity
Disability training, 78
Disciplinary notice, 295
Discourse-based interview, 489
Discourse community, 32
discreet/discrete, 666
Discussion, section of report, 497
Diseases, talking about people with,
74-75
disinterested/uninterested, 666
Diversity; see also Culture(s)
and intercultural competence, 107
in North America, 184-185
within teams, 108, 213-214
Diwali, 188 (fig.)
Doctors, interpersonal skills for, 96
Documentation, 490, 492, 677
Document design
for baby boomers, 160
brochures, 167-169
and conventions, 159
cost savings of good design, 158
creating, 168-169
cultural differences in, 165

document with improved visual impact,
163 (fig.)
document with poor visual impact,
162 (fig.)
fonts used in, 165
guidelines for, 161-167
highlighting decorative devices, and
color, 167
importance of effective, 158
levels of, 159-161
margins, 165-166
position of elements, 166-167
for résumés, 378
usability testing, 172
web pages, 169-171
white space, 161-164
writing process and, 158-159
Dominating, in teams, 206
Dominican Republic, 485
Dot chart, 503
Dot planning, 210
Double negative, 65, 653
Drawings, 514, 595
Drive: The Surprising truth about What
Motivates Us (Pink), 318
Dynamic displays, 515-516

E

Eats, Shoots & Leaves (Truss), 141
E-card, 284
“E-discovery” software, 103
Editing, 119, 138; see also Grammar
checklist for, 145
in collaborative writing, 222-223
defined, 139, 145
job application letter, 426427
what to look for, 140-142
Education, on résumé, 382-384
Egypt, 504
Electronic privacy, 101-104
Electronic résumé, 394-396
Electronic security methods, 101
Elevator speech, 442
elicit/illicit, 666
Elimination of alternatives report, 561, 563
Ellipses, 662-663
E-mail, 5, 11, 13, 242-243
advertising with, 35
with attachment, 647 (fig.)
cc line, 642, 648 (fig.)
direct request, 646 (fig.)
job applications letter via, 422423
pet peeves, 244
reply with copies, 648 (fig.)
request for information interview,
413 (fig.)
salutations, 243
signature block in, 642
subject lines for, 248-249
E-mail address, 381
Email storage, 8
eminent/immanent/imminent, 666
Emotional appeal, 318, 328-330, 344
Emotional Intelligence (Goleman), 99
Emotional purchasing, researching, 481
Emotions, 614



Employee incentive, 47
Employers; see also Job search; Résumé
and employee skills, 374
expectations of, 375
and résumés, 374
Enclosures, 635 (fig.)-637 (fig.),
639 (fig.)-641 (fig.)
Enclosures, in fund-raising letters, 344
Entrepreneurship, 109
Enunciate, 621
Environmental concern, among
businesses, 105-106
Environmental map, 502
Essays, college, 143
Ethical dilemma, 69
Ethics, 87, 91, 321, 338
in business environment, 88, 90 (fig.)
and direct mail, 351
Encyclopedia of Ethical Failures, 95
issues in interviewing, 487
reporting misconduct, 89
web resources, 90 (fig.)
and word choice, 128
Etiquette, for interview, 445; see also
Behavior, during interview
Europe, 191
Exaggeration, 194-195
Excluding alternatives order, for oral
presentation, 615
Executive summary, 543, 574-575, 579
(fig.), 595-596, 599
Expatriate experience, 184
Expenses, incurred during job
interview, 447
Experience, for résumé, 385
Expression, impersonal, 60
External audience, 6
External document, 7
Extra design level, 160-161
Extrinsic motivators, 43, 49
Extroversion-Introversion dichotomy,
29-30
Eye contact, 189, 619-620

F

Facebook Flight Status app, 34
Face time, with audience, 45
Face-to-face contact, 237-238
Face-to-face survey, 481
Facial expression, 189-190
Fallacies, 316
False cause, 316
False dichotomy, 316
Family; see Work /family balance
Fanagolo, 195
farther/further, 666
Fast food chains, adapting to international
cultures, 190
Fear, in giving oral presentation, 619
Feasibility, 537
“Feature creep,” 47
Feedback, 17-18
college essays, 143
getting and using, 142-144
for oral presentation, 611
positive feedback notes, 255-257
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team strategies, 210-211
thank-you notes, 256-257
Female employees, in Japan, 107
fewer/less, 666
Figures, 594-595; see also Visuals and data
displays
Figures, in PowerPoint presentation,
617-618
Filler sounds, 621
Firings, 292, 296
Five Dysfunctions of a Team, The (Lencioni),
207-208
Fixed font, 165
Flesch Reading Ease Scale, 144
Flow chart, 595
Focused interview, 454
Focus group, 487488
Fonts
defined, 165
for document design, 165
for résumé, 378
Forecast, 571
Formalization, 207
Formal meeting, 218-219
Formal report, 5, 470
appendixes, 575
background or history, 575, 597, 599
body of, 575, 580 (fig.)-589 (fig.),
596-597, 599
components, 574-592
conclusion, 575, 590 (fig.), 597-599
cover, 574-575
descriptive abstracts, 595-596, 599
example of, 576 (fig.)-592 (fig.)
executive summary, 574-575, 579 (fig.),
595-596, 599
introduction, 575, 580 (fig.), 599
letter or memo of transmittal, 574-575,
577 (tig.), 594
list of illustrations, 574-575, 578 (fig.),
594-595
recommendations, 575, 590 (fig.),
597-599
references, 591(fig.)-592 (fig.)
release date, 593
summary abstracts, 595, 599
table of contents, 574-575, 578 (fig.), 594
title page, 574-576, 576 (fig.),
593-594
Formation, team, 206-207
Formatting
e-mail messages, 642
with attachment, 647 (fig.)
direct request, 646 (fig.)
reply with copies, 648 (fig.)
letter, 638
block format, 632-633, 634 (fig.),
639 (fig.)
modified block format, 632-633, 635
(fig.), 637 (fig.), 640 (fig.)
simplified format, 632-633, 636 (fig.),
641 (fig.)
memo
headings, 642
on memo letterhead, 644 (fig.)
on plain paper, 643 (fig.)
second page, 645 (fig.)

forward/foreward, 666
Four-color printing, 169
France, 188 (fig.), 192, 209, 504
Fraud victims, 339
Freakonomics (Levitt & Dubner), 557
Freewriting, 120-121, 145
Friends of the Earth, 106
F-shaped pattern, of design, 169
Full justification, 165-166
Functional report, 561, 565
Funding proposals, 543-544
Fund-raising messages; see Sales
and fund-raising messages
Fused sentence, 657

G

Gantt chart, 503-504, 512-513
Gatekeeper, 28-29, 48
General to particular or particular to
general, 561, 564
Geographic or spatial, 561, 564-565
Germany, 189, 195, 209
Gerund, 135
Gestures, 190, 212
Ghana, 188 (fig.)
Global business, 183-184; see also
Culture(s)
Globalization, 106-107
Global positioning system (GPS), 103
Global Reporting Initiative, 601
Glossary, 597
GMAT, 91
Good news; see Positive or good news
messages
good/well, 667
Goodwill; see also Customers and customer
service
poor communication losses, 10
positive emphasis, 58, 63-68
restoring, 57
solving ethical dilemmas using, 69
tone, power, and politeness, 68-69
you-attitude, 17, 45, 58-63
Goodwill ending, 251, 261
Goodwill presentation, 608, 624
Gossip networking, 100
Government plan, executive summary for,
595; see also Formal report
GPS; see Global Positioning System (GPS)
Graduate Record Examination, 182
Grammar, 140; see also Editing;
Punctuation; Writing
agreement, 651-653
banished words, 652
case, 653-654
dangling modifier, 654
misplaced modifier, 654
parallel structure, 654-655
prediction errors, 655
Grapevine, 98
Greenpeace, 106
Grid system, 166-167
Group, analyzing members of, 30-32
Grouped bar chart, 512-513
Group interview, 450, 458
Group presentations, 624
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Groupthink, 212

Guided discussion presentation, 610, 625

Gulf of Mexico, 9, 205, 233
Gulf War, 500
Gunning Fog Index, 144

H

Handshaking, 190
Hasty generalization, 316
Head, 598
Headings, 598
in document design, 164
in memos, 642
in reports, 572-574
on résumé, 378
Head nod, 190
Healthy eating, information for, 252
Height, 193
Helvetica and the New York City Subway
System (Shaw), 157
Hidden job market, 428
Hidden negative, 65-67
High-context culture, 186
Histogram, 512-513
Holidays, international, 187
Home page, creating Web, 170
Honesty, 397
Honors and awards, on résumé, 384
hopefully, 656
How They Achieved: Stories of Personal
Achievement and Business Success
(Watson), 415
HTML, 171
Humiliation, for debt collection, 347
Humor
in informative messages, 252
in oral presentation, 614
Hurricane Katrina, 8-9
Hyphen, 660-661
Hypothetical question, 485

ie/e.g. 667
Illustrations, list of, 574-575, 578 (fig.),
594-595; see also Visuals and data
displays

Impersonal expression, 60
imply/infer, 667
Incentive program

customer, 47

employee, 42
Indented format, 386
Independence Day, 188 (fig.)
Independent clause, 656
India, 185
Individuals, as audiences, 29-30
Informal meeting, 218-219
Informal report, 470
Information, 478
Informational dimension, 206
Informational leader, of team, 209
Information interview, 412-413, 428
Information Mapping, 158, 166
Information overload, 236-237
Information report, 470-471, 491
Informative memo report, 566-568 (fig.)

Informative messages, 234; see also
Negative messages; Positive or good
news messages

checklist for, 259-260

ending, 251

humor in, 252

managing information in, 249-250
organizing, 244-245, 261

subject lines for, 245-249
summaries, 254-255

transmittals, 253-254 (fig.)

using benefits in, 250-251
varieties of, 253-257

Informative presentation, 608, 624

Informative report, 565

Innovation and entrepreneurship, 109

Inside address, 638

Instant messaging, 238-239

Interactive presentation, 610, 625

Intercultural competence, 107

Inter design level, 160-161

Interim report, 471; see also Progress report

Internal audience, 6

Internal document, 7

Internal documentation, 490

International business communication, 197

International holidays, 187

International teams, 218

Internet, 12-13, 372-373; see also Electronic
privacy

advertising on, 35

for job search, 370-372

posting résumé on, 396

privacy on, 102

and reporting, 474

social media, 35

sources for company facts, 411 (fig.), 414
sources for research,

476 (fig.)-477 (fig.), 478
Internship, 373-374, 419 (fig.)
Interpersonal communication, 207

conversational style, 95-96
listening, 93-95

networking, 98-99

nonverbal communication, 96-98
and teamwork, 206

Interpersonal dimension, 206

Interpersonal leader, of team, 209

Interruption, 101

Interruption interview, 489

Interview, 491; see also Research interview;
Surveys, analyzing and designing;
entries for specific interview types

defined, 478

for job, 440
accepting offer, 61
after, 458-462
attire, 442443
behavioral, 455-456
behavior during, 446447, 449 (fig.)
being memorable, 450
on campus, 444
channels for, 444-445
checklist for, 448
customs for, 445-448
elevator speech, 442

e-mail request for, 413 (fig.)
expenses, 447
final research, 441-442
focused, 454
follow-up with phone call and
written message, 459, 460 (fig.)
group, 458
information, 412-413, 428
Just By Yourself (JBY) syndrome, 448
kinds of, 454458
meals and semisocial occasions, 447
nervous mannerisms, 447
note-taking, 447-448
by phone, 444-445
practice for, 445
preparation for, 441-444
problems, 447
professional materials, 443-444
questions and answers, 448454
referenced, 454
referral, 412-414, 428
and rejection, 465
screening, 454
segments of, 448
situational, 456
STAR Technique, 457
strategy for, 441
stress, 456458
topgrading, 454
travel planning, 442
video, 445
survey, defined, 478
Intra design level, 159-161
Intrinsic motivators, 43, 49
Introduction, of report, 575, 580 (fig.), 599
Iran, 191
Iraq, 191
Ireland, 188 (fig.)
Italic type, 169, 663
Italy, 191-192
it's/its, 667

J
Japan, 107, 181, 188 (fig.), 189, 191, 193,
199, 209, 504-505
Jargon, 129-130
Java, 171
JBY; see Just Be Yourself (JBY) syndrome
Job and interview tips, 440; see also
Interview; Job search
behavior, 446-447, 449 (fig.)
bloopers, 459
body language mistakes, 447
for career fairs, 444
full-time job, first, 462—463
Just Be Yourself (JBY), 448
meals and social occasions, 446—447
STAR Technique, 457
You're Hired Interview: Tips and Techniques
for a Brilliant Interview, 448
Job application letter
application essays, 427-428
content and organization of, 414-422
editing and proofreading, 426427
follow-up, 427
last paragraph, 421-422



letter length, 426
paragraph length and unity, 426
positive emphasis, 424425
professional image, 423427
prospecting letter, 414—415, 417,
418 (fig.)
purpose of, 410
showing how you differ from other
applicants, 421
showing knowledge of position and
company, 420
solicited letter, 414416 (fig.)
via e-mail, 422-423
vs. résumé, 410
writing style, 424
you-attitude, 425-426
Job flexibility, 108
Job interview; see Interview
Job market, 412-414
Job search; see also Interview
accepting offer, 461
blogs, social networking sites, Internet
tracking, 372-373
career changes, multiple, 410
cover letter, 372
e-mail guidelines, 395
hidden job market, 428
internship, 373-374
interview questions and answers, 448-454
knowledge of position and companies,
370-372, 411, 414, 420
personal branding, 371-372
problems with, 392-394
rejection, dealing with, 462
unconventional tactics, 409, 461
using Internet in, 370-371
Job titles, nonsexist, 70
Judging-Perceiving dichotomy, 29-30
Judgment sample, 479, 491
Just Be Yourself (JBY) syndrome, 448
Justification report, 471 (fig.), 569
Justify margins, 165-166

K

Keystroke patterning, 101
Key word, 377, 475
Korea, 185, 187, 193, 504

L
Language; see Bias-free language; Writing
Last Lecture, The (Pausch), 99
Latin America, 192
Laws, communication, 14
Layoffs, 296
Leadership, in teams, 208-209, 216, 219
Lebanon, 191
lectern/podium, 667
Legal liability, and report drafts, 571
Legal problems, as cost of poor
communication, 10-12
Letterhead, 633, 637-638
block format on, 634 (fig.)
modified block format on, 635 (fig.)
simplified format on, 636 (fig.)
Letter or memo of transmittal, 574-575,
577 (tig.), 594
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Letters, 242; see also E-mail; Memo; Paper
memos
blind copies, 638
block format, 632-633, 634 (fig.),
639 (fig.)
comparing and contrasting formats for,
632 (fig.)
complimentary close, 633
copies, 638
enclosures, 635 (fig.)-637 (fig.), 638
formats for, 632-642
inside address, 638
on letterhead, 633-638
mixed punctuation, 633
modified block format, 632-633, 635
(fig.), 637 (fig.), 640 (fig.)
recommendation, 336
simplified format, 632-633, 636 (fig.),
641 (fig.)
subject line, 632-633
Liar detection, 97
lie/lay, 667
Light Revision Checklist, 139-140
Limitations, 596-597, 599
Line graph, 503-504, 513
Listening, 93-95, 208
List of illustrations, 574-575, 578 (fig.),
594-595
Literacy, levels, 29
Literary Digest poll, 480
Local culture adaptations, 183-184
Logic, checking, 559-560
Logical fallacies, 316
loose/lose, 667
Low-context culture, 186

Mackay 66, 38
Mail survey, 481
Main clause, 656
Make-good or payback report, 471 (fig.)
Male-female conversation, 95-96
Map, 502, 514-515, 595
Map of the Market, 500
Margin, 165-166
Marketing, combining charity with, 342
Mars Climate Orbiter spacecraft, 9
Meals and semisocial occasions, during job
interview, 447
Mean, 557-558
Meaningless sentences, 132; see also
Unnecessary words
Median, 558
Medical picture boards, 505
Medicine
information about, 242
names for, 131
Meetings
advice for effective, 206
agenda for, 219
being taken seriously in, 221; see also
Team(s)
corporate annual, 219, 221
formal and informal, 218-219
minutes for, 218-220
omnibus motion, 219

Memo, 5

headings, 642

on memo letterhead, 644 (fig.)

on plain paper, 643 (fig.)

second page, 645 (fig.)
Methods, 596, 599
Mexican-American War, 507
Mexico, 185, 188 (fig.), 191
Microsoft Word conventions, 159
Middle East, 185, 187, 189
Million Random Digits, A, 479
Mine disaster, 570
Minor problems, during job interview, 447
Mirror question, 487, 491
Misplaced modifier, 654
Mixed punctuation, 633
Mode, 558
Modern Language Association (MLA),

490, 677-678, 682-684
Modified block format, 632-633, 635 (fig.),
637 (fig.), 640 (fig.)

Modifier, 654
Monochronic culture, 192
Monologue presentation, 610, 625
moral/morale, 667
Movie rankings, 560
Multicultural diabetes education, 197
Multitasking, 100-101
Muslim countries, 187-189
Myers-Briggs Type Indicator, 29-30
Mystery shopper, 489

Names, 380
for medicines, 131
nonsexist, 71-72
Narration
in oral presentation, 612
in sales and fund-raising messages,
338-339
National culture, 187 (fig.)
Native culture, 319-320
Navigation, for website, 170
Negative messages
apologies, 287-290
checklist for, 299
effective, 297
example, 281 (fig.)
metaphors in, 277
organizing to deliver
to clients and customers, 279-280
to peers and subordinates, 280283
to superiors, 280
parts of
alternatives, 286-287, 288 (fig.)
buffers, 284-285
endings, 287
reasons, 285-286
refusals, 286, 288 (fig.), 294-295
subject lines, 283-284
primary purposes for, 278-279
secondary purpose for, 279
solving sample problem
problem, 296-297
problem analysis, 297
sample solutions, 296-299
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Negative messages—Cont.
tone in, 291
varieties of
claims and complaints, 293-294
disciplinary notices and performance
appraisals, 295
layoffs and firings, 296
rejections and refusals, 294-295
Negatives
defining allowable, 64
double, 65
hidden, 65-67
justify with audience benefit, 6667
words vs. connotations, 64—65
you-attitude focus, 66
Negative situation
alternative strategies for, 291-293
recasting, as persuasive message,
292-293
recasting, as positive message, 292
Negative team roles, 208
Nervous mannerisms, 447
Netherlands, 209
Networking, 98-100
Newspaper, 35
Nigeria, 189, 191
No Child Left Behind (NCLB) law, 555
Nominative case, 653
Nonageist, making language, 73-74
Noncompetitive proposal, 534-535
Nonracist, making language, 73-74
Nonrestrictive (nonessential) clause,
659-660
Nonsexist language, 70-73, 652
Nonverbal communication, 4, 194
age, 193
body language, 97-98, 189-190
clothing, 192-193
colors, 193
defined, 188
height, 193
during interview, 477
social signals, 96
space, 192
spatial cues, 97
touch, 190-191
North America, 184-185, 192
Norway, 191
Notes, during oral presentations, 622
Note-taking, during job interview, 447-448
Noun-pronoun agreement, 652
Nouns, 131
Numbers
analyzing, 557
writing, 663-664

(o)

Objections, dealing with, 325-328

Objective case, 653

objective/rationale, 667-668

Objectives, career, 381-382

Objectivity, 478, 556

OCRs; see Optical Character Readers
(OCRs)

Offshore drilling, 469

Qil spill, 9, 205, 233

Omnibus motion, 219
1-2-3 order, for oral presentation, 615
Online advertising, 35
Online dating site, 561
Online networks, 488
Online reviews, evaluating, 478
Online survey, 481
Open body position, 97
Opening
of interview, 448
of oral presentation, 611-614
Open question, 483-484, 491
Optical Character Readers (OCRs), 638,
642
or, 133
Oral communication, 194-195
informative, 608
written vs., 34, 609, 624
Oral presentation; see also Presentations
audience for, 610-611, 623, 625
checklist for, 623—-624

choosing demonstrations for, 614615

choosing information to include in,
613-615
choosing kind of, 610-611
closing, 613-614
delivering, 619-622
eye contact, 619-620
fear, 619
goodwill, 608, 624
group, 624
guided discussion, 610, 625
humor in, 614
identifying purposes in, 608
informative, 608, 624
interactive, 610, 625
mastering toasts, 612
monologue, 610, 625
notes and visuals, using, 622
opening, 611-614
organizing information for, 615-616
persuasive, 608, 624
planning strategy for, 610-613
pressure and stress from, 620
questions, handling, 622623
speaking voice, developing, 620-622
standing and gesturing, 622
technology for, 611
written message vs., 609
Oral presentations, 608, 624
Organization, of business documents,
120-121
Organizational culture, 32-33, 187 (fig.)
Outsourcing, 107
Overspeaking, in teams, 208
Overview, in oral presentation, 615

P

Page design; see Document design
Paired bar chart, 512-513
Palm vein scan, 91
Paper memos, 242
Paragraph
of job application letter, 421422
length and unity in, 426
of prospecting letter, 417418 (fig.)

of solicited letter, 415-416 (fig.)
write and revise, 137-138
Parallel structure, 135-136, 654—-655
Paraphrase, 217
Parentheses, 661
Passive verb, 60, 570
Passive voice, 129-131
Password authentication, 101
Patterns, analyzing, 558-559
Peer pressure, 212
Peers and subordinates, giving bad news
to, 280-283
People-first language, 75
Pepsi Refresh Project, 87
Performance appraisal, 295, 333-335,
335 (fig.)
Period, 655 (fig.), 661
Perks, corporate, 92
Personal branding, 371-372
Personal cultural overlap, 187 (fig.)
personal/personnel, 668
Personal pronoun, case of, 653 (fig.)
Personal space, 192
Personal web page, 371
Persuasion, 196 (fig.)
face-to-face, 345
stories and, 563
Persuasive message
analyzing situation for, 315-320
basis for, 314
letters of recommendation, 336
performance appraisal, 333-335
primary purpose for, 314
problem-solving, 323-332, 347-351
recasting negative situation as, 292293
safety video, 313
sales and fund-raising, 336-347
sample problem, 347-350
secondary purpose for, 314
threats vs., 320-321
tone in, 332
varieties of, 333-336
Persuasive presentations; see Oral
presentations
Persuasive strategy, choosing, 320
Pew Internet & American Life Project,
575, 601
Philanthropy, 89; see also Ethics
Philippines, 185
Phishing, 101, 370
Phone answering machine, 238
Phone calls, 238
Phone interview, 444-445
Phone number, 381
Photocopy (pc), 638
Photograph, 514, 595
Photos and illustrations, bias-free, 75
Photoshop, 508
Phrase, 656
Physical disabilities; see Diversity
Pictogram, 512-513
Pie chart, 503, 510-511, 595
Pitch, 620-621
Plagiarism, 92, 489-490, 677
Plain English Handbook: How to Create Clear
SEC Disclosure Documents, A, 122, 153



Planning, for writing, 118-120, 145
Plural pronoun, 656
Politeness, 68-69
Polychronic culture, 192
Population, survey, 479-480
Portable media player, 236
Portfolio, 390
Positive emphasis, 58, 63
appropriateness of, 68
check, 67-68
create, 64-67
defined, 58, 76
in job application letter, 424-425
Positive letter, example, 246 (fig.)
Positive memo, subject line example,
247 (tig.)
Positive or good news messages
audience for, 233
checklist for, 259-260
common media, 237-244
communication hardware, 234-236
compliments, 255
defined, 234
ending, 251
information overload, 236-237
managing information in, 249-250
organizing, 244-245, 261
positive feedback notes, 255-257
primary purposes, 234
recasting negative situation as, 292
secondary purposes, 234
solving sample problem, 260
discussion of solutions, 258-259
good solution, 260 (fig.)
problem, 257
problem analysis, 258
unacceptable solution, 259 (fig.)
subject lines for, 245-249
using benefits in, 250-251
varieties of, 253-257
Positive team roles, 208
Possessive case, 653
possible/possibly, 668
Postscript (P.S.), 340-341
PowerPoint, 5, 499; see also Oral
communication; Visuals and data
displays
alternatives to, 615-616
avoiding disastrous, 619
designing slides, 616-617
figures and tables, 618
involving audience, 618-619
planning slides, 616-619
student perceptions of, as instructional
tool, 618
Practical Parenting and Pregnancy, 508
Practices; see Values, beliefs, and practices
precede/proceed, 668
Prediction errors, 655
Preposition, 124
Presentations, 5, 167; see also Oral
presentation
Presentation Secrets of Steve Jobs: How to Be
Insanely Great in Front of Any Audience,
The (Gallo), 607
Presenting problem, 216
Pre-writing, 118-120
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Primary audience, 28-29, 48, 314
Primary purpose
for informative or positive message, 234
for negative message, 278-279
for sales and fund-raising messages, 336
Primary research, 474
principal/principle, 668
Print channel, 34-35
Privacy, electronic, 101-104
Probe, 487, 491
Problem—cause—solution order, for oral
presentation, 615
Problem/Opportunity, 537
Problem-solution report, 561, 563
Problem-solving message
checklist for persuasive message, 351
common ground, developing, 325
emotional appeal, building, 328-330
objections, dealing with, 325-328
organizing, 323-324
putting it together, 330-332
reason for audience to act promptly,
offering, 328
subject line for, 324-325
Problem-solving pattern, 320, 351
Problem-solving process, for teams,
209-210
Problem-solving report, 471 (fig.)
Procedural dimension, 206
Procedural leader, of team, 209
Procedure, section of report, 496
Pro—con order, for oral presentation, 615
Product returns, cost of, 47
Professional materials, for interview,
443-444
Progress report, 471
chronological, 546-548
political uses of, 546
recommendation, 547
task, 547
writing, 545-548
Projected visual; see PowerPoint
Pronoun
case of personal, 653 (fig.)
nonsexist, 72-73, 652
noun-pronoun agreement, 652
plural, 656
reflexive, 653-654
second-person, 136
third-person, 136
Proofreading, 138, 140
in collaborative writing, 222-223
defined, 139, 145
errors in résumé, 141
job application letter, 426427
of résumé, 398
spelling errors, 427
symbols for, 669-670
typos, 142
Proportional font, 165, 169
Proposal
for action, 538
budget and cost sections, 544-545
business plans and funding, 543-544
for class research projects, 537-542
competitive, 534

by corporate investors, 533
defined, 534, 549
noncompetitive, 534-535
questions, 535
requests for proposals (RFPs), 536
sales, 538, 542-543
styles of, 536
writing, 534-645
Proposal question, 535
Prospecting job letter, 414415,
417-418 (fig.), 428
Province abbreviations, 649 (fig.)
PSS.; see Postscript (P.S.)
Psychographic characteristics, of audience,
31-32
Psychological description, 330, 346-347
Psychological reactance, 287
Punctuation
apostrophe, 658-659
comma, 659-660
comma splice, 656657
dash, 655 (fig.), 660
ellipses, 662-663
fused sentence, 657
history of, 660
hyphen, 660-661
italics, 663
marks of, 655 (fig), 662-663
parentheses, 661
period, 655 (fig.), 661
quotation marks, 662
run-on sentences, 653-654, 657
semicolon, 655 (fig.), 661-662
sentence fragments, 144, 653, 657-658
in sentences, 656—-658
square brackets, 662
underlining, 169, 663
Purpose statement, 473, 496, 596, 599

Q

Qualifications, summary of, 382
Quarterly report, 471 (fig.)
Questionnaire, 491
defined, 478 (see also Surveys, analyzing
and designing)
for student report using survey research,
486 (fig.)
Question(s)
handling, during oral presentation,
622-623
in opening of oral presentation, 612-613
in sales and fund-raising messages,
337-338 (see also Interview)
survey, 482-485
quiet/quite, 668
Quotation
in oral presentation, 612
in sales and fund-raising messages,
339-341
Quotation marks, 662

Race, 73-74

Ragged right margins, 165-166
Ramadan, 187, 188 (fig.)
Random sample, 479-480, 491
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Range, 558
Readability formulas, 144
Realistic, 68
Reasons; sece Negative messages
Rebranding, 371
Recommendation
letters of, 336
in report, 575, 590 (fig.), 597-599
Recommendation progress report, 547
Recommendation report, 470, 471 (fig.),
491, 568-569
“Red flag” words, 40
Referenced interview, 454
Reference line (letter), 633
References, 678
for report, 591 (fig.)-592 (fig.)
on résumé, 390-391
Referral interview, 412414, 428
Reflexive pronoun, 653-654
regulate/relegate, 668
Rejections and refusals, 286, 288 (fig.),
294-295, 462
Release date, 593
Religion
and business communication, 187
and incentive programs, 47
Repetition, in writing, 571
Replenish Africa Initiative, 46
Report(s); see also Proposal; entries for
specific report types
accident report, 470
analytical report, 470, 491
analyzing data and information for,
554-560
analyzing numbers, 557-558
analyzing patterns, 558-559
analyzing words, 558
annual report, 471 (fig.), 564, 569
audit report, 471 (fig.)
checking logic, 559-560
choosing information for, 560-561
chronological progress report, 546-548
chronological report, 561, 656
closure report, 471, 565
comparison/contrast report, 561-563
credit report, 470
elimination of alternatives report,
561, 563
evaluating source of data, 556-557
example of, 576 (fig.)-592 (fig.)
formal, 5, 575-592
functional report, 561, 565
informal report, 470
information report, 470-471, 491
informative memo report, 566-568 (fig.)
informative report, 565
interim report, 471 (see also Progress
report)
Internet research for, 474
justification report, 471 (fig.), 569
legal liability, 571
make-good or payback report, 471 (fig.)
organizing information in, 561-569
presenting information in, 569-574
problem-solution report, 561, 563
problem-solving report, 471 (fig.)

problems with, 472-474
production process for, 471-472
purpose statement, 473
quarterly report, 471 (fig.)
recommendation progress report, 547
recommendation report, 470, 471 (fig.),
491, 568-569
research strategies for
ABI/Inform Thesaurus, 475
customers and users, observing,
488-489
finding information, 474-477
focus groups, using, 487488
interviews, conducting, 485-487
keywords, 475
online networks, 488
primary research, 474
secondary research, 474

sources for Web research, 476477 (fig.)

surveys, analyzing and designing,
478-485
Web sources, evaluating, 478
sales report, 471 (fig.)
source citation and documentation,
489-491
sources and visuals, 571
specific varieties of, 565-568
task progress report, 547
technical, 5
time management for writing, 554
transmittal, 253-254 (fig.)
trip report, 471
varieties of, 470-471
Requests for proposals (RFPs), 535, 545
Research interview, 485-488
Respect for the Aged Day, 188 (fig.)
respectfully/respectively, 668
Respondent, 491
Response rate, 482
Restrictive clause, 660
Results, section of report, 496
Résumé; see also Job search
blunders in, 381
checklist for, 397
contents of, 380-390
activities, 390
career objective, 381-382
education, 382-384
experience, 385-387
honors and awards, 384
name and contact information,
380-381
portfolio, 390
qualifications summary, 382
references, 390-391
cover letter, 372
defined, 368
details provided on, 375-376
emphasis within, 375
guidelines for, 375-378
honesty, 397
how employers use, 374
indented format, 386
key words, 377
kinds of, 378-380, 387-389, 392,
394-396, 398

layout and design, 378
length of, 375
posting, on web, 396
proofreading errors in, 141
reverse, 378, 398
scannable, formatting, 686
soft skills, 384
strengths and interests, 369-370
vs. job application letter, 410
what not to include in, 391-392
writing style, 376
Résumé blasting, 393, 396
Revising, 119, 138-142
checklists for, 140, 145
in collaborative writing, 222
defined, 139, 145
meaningless words, 132
at sentence level, 129-136
voice, active and passive, 129-131
wordiness, 131-132
REPs; see Requests for proposals (RFPs)
Roe v. Wade, 557
role/roll, 668
Roles, team, 207-209
Run-on sentence, 653-654, 657
Russia, 182

S

Safety video, 313
Salary and benefits, negotiating, 459
Sales and fund-raising messages
direct marketing, 336
example letter, 345 (fig.)
organizing
narration, stories, anecdotes,
338-339
questions, 337-338
quotations, 339-341
startling statements, 339
primary purpose, 336
psychological description, 346-347
secondary purpose, 336
solving sample problem, 347-350
strategy in, 341-344
writing style, 344-347
Sales pattern, 320, 351
Sales proposal, 538, 542-543
Sales report, 471 (fig.)
Salutation, 243, 632
Sample, 479-480
Sample size, 480
Sampling frame, 479
Sampling unit, 479
Sans serif font, 165
Scannable résumé, formatting, 686
Scientific team, 217
Scope, 596, 599
Screening interview, 454
Secondary audience, 28-29, 48
Secondary purpose
for informative or positive message, 234
for negative message, 279
for persuasive message, 314
for sales and fund-raising messages, 336
Secondary research, 474



Second-person pronoun, 136
Segmented, subdivided, or stacked bars,
512-513
Self-assessment, 369-370; see also Résumé
Semicolon, 655 (fig.), 661-662
Sensing-Intuition dichotomy, 29-30
Sentence fragment, 144, 653, 657-658
Sentence outline, 595
Sentences
combine, to eliminate unnecessary
words, 132-133
complex, 134
compound, 133-134
fused, 657
long- and medium-length, 135
meaningless sentences, 132
punctuation in, 655-662
and readability formulas, 144
reduce repetition, 134-136
run-on, 653-654, 657
simple, 133
topic, 137
umbrella, 135
writing and revising, 129-136
September 11, 2001, 677
7 Habits of Highly Effective People, The
(Covey), 99-100
Sexist terms; see Bias-free language
Sexting, 480
Sexual orientation; see Diversity
Shich-go-san, 189
SiB; see Social Impact Bonds (SiB)
Signature block, 638, 642
Signpost, 615, 625
Silent Language of Leaders: How Body
Language Can Help—or Hurt—How
You Lead, The (Goman), 99
Simple sentence, 133
simple/simplistic, 668
Simplicity, 614
Simplified format, 632-633, 636 (fig.),
641 (fig.)
Sincere, 68
Sincerely, 633
Situational interview, 456, 464
Situational question, 485
Skills résumé, 378, 387-388 (fig.), 388, 398
Smartphone, 171, 235
Social culture, 319
Social Impact Bonds (SiB), 89
Social media, 241
advertising through, 35
drawbacks, 242
popularity of, 239-240
realm of, 242
Social networking, 372-373, 378, 479;
see also Internet
Social signal, 96-98
Soft skills, 384
Solicited job letter, 414-416 (fig.), 428
Sources, 490
citing and documenting, 677-684
references, 678
Works Cited list, 678
Space, personal, 192
Spain, 193
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Spam, 236
Spam filter, 395
Spatial cues, 97
Speaking voice, developing, 620622
Special Olympics, 139
Spelling, 138, 427; see also Proofreading
Sphere, 282
Split infinitive, 656
Spreadsheet, 555
Square brackets, 662
St. Jean-Baptiste Day, 188 (fig.)
St. Patrick’s Day, 188 (fig.)
Standing and gesturing, in oral
presentation, 622
STAR Technique (for interviewing), 457
Startling statements
in oral presentations, 612
in sales and fund-raising messages, 339
State abbreviations, 649 (fig.)
State of the Union address, 27
stationary/stationery, 669
Stereotype, 183
Stickiness, 614-615
“Stick” motivator, 319
Story
in oral presentation, 613-614
in sales and fund-raising messages,
338-339
Storyboard, 121
Strengths, Weaknesses, Opportunities, and
Threats (SWOT) analysis, 561, 563
Stress
from oral presentation, 620
in voice, 620-621
Stress interview, 456-458, 464
Structured interview, 485
Stub, 510
Student teams, 211-212
Style; see also Leadership, in teams
of job application letter, 424
organizational preferences for, 138
for résumé, 376
writing, 344-347
of writing, 40, 121-124, 196 (fig.)
Subject line
appropriate for pattern of
organization, 248
defined, 261
for letter, 632-633
make concise, 247-248
make specific, 245
in negative messages, 283-284
points for e-mail, 248-249
in positive letter, 246 (fig.)
for problem-solving messages, 324-325
of progress report, 546
Subject-verb agreement, 651-654
Subordinate clause, 656
Subsistence consumers, communication
with, 190
Summaries, in information messages,
254-255
Summary abstract, 595, 599; see also
Executive summary
Summary sentence, 415416 (fig.)
Super Bowl, 336

Supercorp: How Vanguard Companies Create
Innovation, Profits, Growth, and Social
Good (Kanter), 91

Superiors, giving bad news to, 280

Supra design level, 160-161

Surveys, analyzing and designing,
478-485, 491; see also Interview;
Research interview

confidence interval, 480
face-to-face surveys, 481
interview, defined, 478
mail surveys, 481
online surveys, 481
questionnaire, defined, 478
questions, characteristics of good,
482-485
response rates, 482
samples for, 479-480
survey, defined, 478
telephone surveys, 481

Sweden, 189

Swim with the Sharks without Being Eaten
Alive (Mackay), 38

SWOT analysis, 561, 563-564

Symbols, for proofreading, 669670

T

Table; see also Visuals and data displays
boxhead, 509-510
for identifying exact values, 503
for list of illustrations, 594-595
in PowerPoint slides, 618
stub, 509-510
Table of contents, 574-575, 576 (fig.), 594
Taiwan, 185
Talking heads, 572-573
Task progress report, 547
Team interactions, 206212
Team(s)
checklists for, 212
cohesiveness, developing, 207
collaborative writing, 220-223
conflict resolution, 214-218
coordination, 207
decision-making strategies,
209-210
diverse, 213-214
feedback strategies, 210-211
formalization, 207
formation of, 206
Gulf spill, 205
informational dimensions, 206
interaction of, 206-212
international, 218
interpersonal communication, 206
interpersonal dimensions, 206
leadership in, 208-209
meetings, 206, 218-219
myths about, 208
peer pressure and groupthink, 212
procedural dimensions, 206
roles in, 207-208
scientific, 217
statistics about, 214
of students, 211-212
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Team(s)—Cont.
successful, 208 (fig.), 211-212, 223
working in diverse, 213-214
work preferences, 211
Teamwork, 108
Technology; see also E-mail; Internet;
PowerPoint
access for people with visual and
hearing impairments, 74
cell phone, 235
common media, 237-244
communication hardware, 234-236
Deepwater Horizon, 233
information overload, 236-237
informative, 234
for oral presentation, 611, 620
phone calls, 238
portable media players, 236
positive or news message, 234
smartphones, 235
social media, 239-242
telepresence, 236
thought-conversion, 234
video conversions, 236
wikis, 239
Telephone survey, 481
Telepresence, 236
Television advertising, 35
Template, 617
Tesco Clubcard, 42
Text, drafting, 168
Text message, 11, 238-239
Thank you, 633
Thank-you note, 256-257, 414, 459
that/which, 652
their/there/they re, 669
Think-aloud protocol, 489
Thinking-Feeling dichotomy, 29-30
Third-person pronoun, 136
Thorough Revision Checklist, 139-140
Thought-conversion technology, 234
Threats, vs. persuasion, 320-321
360-degree feedback, 211
Thumbs up, 190
Tibet, 506
Time and time management, 99-101, 192
for report writing, 554
wasted, 9-10
for writing, 120
Tipping Point, The (Gladwell), 321, 557
Title page, 574-576, 576 (fig.), 593-594
Titles
courtesy, 69
job, 126
Toasts, mastering, 612
To/CC/BCC lines, 245
Tone, 68-69
in negative messages, 291
of progress report, 545
of voice, 620-621
Topgrading interview, 454
Topic heading, 572
Topic sentence, 137, 572
to/too/two, 669
Touch, 190-191
Track Changes, 153

Transition words and phrases, 137-138
(fig.), 572

Translations
among different cultures, 187
through nonverbal communication, 194

Translations, and document design, 165

Transmittal, 253-254 (fig.)

Travel award, 47

Travel planning, 442

Trends, color, 167

Trip report, 471

Truncated code, 476

Truncated graph, 507, 517

TV ads, 34-35

Two-meeting rule, 214

Typo, 398

U

Umbrella sentence, 135

Unauthorized use, 597

Underlining, 169, 663

Understatement, 194-195

Unethical sales pitches, 338
Unexpectedness, 614

unique/unusual, 669

United Nations Global Compact, 89
United States, 191, 193, 504

U.S. Census poster (2010), 161 (fig.), 185

U.S. Constitution, Fourth Amendment, 103

Unity, 137

Unnecessary words, 131-133
Unstructured interview, 485
Usability testing, for website, 172

\'}

Values, beliefs, and practices, 187-188,
196 (fig.)
Venture capitalist, 543
Verb, passive, 60
Verbal blunders, 609
Verbal communication, 4
verbal/oral, 669
Verbs, 131, 133, 135
Vested interest, 316
Vicarious participation, 342
Video conferences, 236
Videoconferencing, 45
Video interview, 445
Video résumé, 392
Vietnam, 185
Violence, workplace, 291
Visuals and data displays; see also List of
illustrations; PowerPoint; entries for
specific visual types
accurate and ethical, 505-509
bar chart, 503-504, 512-513
benefits of, 500
chartjunk, 505-507
choosing, 502-503
color and decoration, 504-505
cultural differences, 510
data quality, 501
designing, 509-516
determining story, 501-502
deviation bar chart, 512-513
dot chart, 503-504

drawings, 514
dynamic displays, 515-516
following conventions, 503-504
Gantt chart, 503-504, 513-514
grouped bar chart, 512
guidelines for creating, 501-509
histogram, 512-513
integrating, in text, 509
line graph, 503-504, 513
maps, 514-515
during oral presentations, 622
paired bar chart, 512-513
photographs, 514
pictograms, 512-513
pie chart, 502-504, 510-511
segmented, subdivided or stacked bars,
512-513

tables, 502-504, 510-511
truncated graphs, 506, 508
use of, 16-17
when to use, 500-501

Voice, tone of, 620-621

Voting, 209

V-sign, 190

w

Watchdog audience, 28-29, 48
Wavin’ Flag, 46
Weak analogy, 316
Web Accessibility Initiative, 171
Web pages, designing, 381
attracting and maintaining attention, 169
following conventions, 170-171
home page, 170
navigation, 170
personal, for job search, 371
Web research
evaluating, 478
sources for, 476 (fig.)-477 (fig.)
What Color is Your Parachute (Bolles), 369
whether/weather, 669
White pages, 36
White space, 161-164
Who: The Method for Hiring (Smart &
Street), 454
who/whom, 652
Widgets, 242
Wikis, 239
Wild card, 476
Withdrawing, from team, 208
Women, 187
Word choice, 125; see also Bias-free
language; Writing
accuracy of, 126
analyzing, 558
banished words, 652
businessese, 129
confused words, 664-669
connotations, 127-128
denotations, 126-127
ethical implications, 128
insensitive, 139, 652
jargon, 129
legal implications, 126
on menus, 130
sexist language, 652



similar words, 128-129
transitions, 138
unnecessary words, 131-133
Wordy and wordiness, 59, 131-132
Work/family balance, 104-105
Workplace violence, 291
Work preferences, 211
Works Cited, 678
World Factbook, 192
World Is Flat, The (Friedman), 107, 184
Writer’s block, overcoming, 120
Writing; see also Job application letter;
Punctuation; Sentences; entries for
specific message types
application essays, 427-428
boilerplate, 144
brainstorming, planning, and organizing
business documents, 120-121
brochure text, 168
business and administrative documents,
121-124
collaborative, 220-223
composing process, 118-120
conventions, following, 13
criteria for effective messages, 12
cultural contrasts in persuasive, 196 (fig.)
design as part of process, 158-159
feedback, 142-144
forecasts, 571
formal reports, 575-592
grammar, 140, 651-655

Subject Index

half-truths about, for business, 124-125
headings, 572-574
to international audiences, 195-197
numbers and dates, 663-664
organizational preferences for style, 138
paragraphs, 137-138
practice for, 117
proofreading symbols, 669-670
punctuation marks, 655 (fig.), 662-663
for readability
paragraphs, 137-138
sentences, 129-136
word choice, 125-129
readability formulas, 144
repetition in, 571
report, 569-574
revising, editing, and proofreading,
138-142
rules, evaluating, 124
sources and visuals in, 571
styles of, 40, 121-124, 344-347, 376
talking heads, 572-573
time management, 120
topic heading, 572
topic sentence, 137, 572
transitions, 572
word choice, 125, 126-127, 127-128,
128-129, 130, 131-133, 138-139, 558,
652, 664-669
words often confused, 664-669
written vs. oral message, 34
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Writing style, 344-347
Written message, vs. oral communication,
34, 609, 624

X
XML, 171

Yiddish Policemen’s Union,
The (Chabon), 140
You-attitude
beyond sentence level, 61-62
in business plan, 543
in conflict resolution, 218
create, 59-61, 66
defined, 58-59, 76
with international audience, 61
in job application letter, 425-426
letter lacking in, 62 (fig.)
letter with, 63 (fig.)
and listening, 93
phrase benefits in, 45
in progress reports, 545
You're Hired Interview: Tips and Techniques
for a Brilliant Interview (James), 448
Yours truly, 632
your/you're, 669

y 4
Z pattern, 166-168


















