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INTRODUCTION TO THE TEXT

Brian Dunphy and Andrew Stracuzzi

Professional Communications: A Common Approach to
Work-place Writing

Welcome to your new communications textbook! Now, you may be
PROFESSIOMNAL

feeling like English classes should be behind you since you graduated from  [RsleliiZIN L= Q dle] k-
high school, but don’t worry. This is different. At Fanshawe College, if you |Sebsutain
have taken the Reason and Writing curriculum (or “WRIT”), then you’ll
already be familiar with the importance we place on making sure students are
equipped with the essential principles of reading, writing, and reasoning at
the post secondary level. Just as WRIT is designed to help students succeed
in becoming functional, competent communicators in college,
Communications (or “COMM?”) courses are designed to prepare you for the
real, everyday tasks of writing and speaking in your chosen profession. Ask

any professional in your field, and they’ll set you straight on the enormous

P& FANSHAWE
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importance of practical communication in the work they do.

So How Does College Writing Differ from Workplace Writing?

The kind of writing you do and the communication skills you use in college are designed to help you achieve a
specific purpose: to earn your academic credentials. Workplace writing, however, is specific to the needs of your
job. One of the major differences between workplace writing and college writing is reflected in the expectations
of those who assign the writing. In the workplace, the emphasis is on producing a written product. In college
writing, the emphasis is on writing to think, writing to learn, and writing to demonstrate learning. For example,
at work, you may be expected to write an email to employees to explain a procedural change. In a college
assignment, you may be expected to understand the process of creating an email, to clearly explain a new policy,
and to demonstrate reader-centered writing techniques in writing the email (Guftey, 2010).

At other times, the content, form, and style of your writing will follow company expectations and/or
industry-standard conventions, and the process of writing may already be established for you. Using existing
document templates and formats, as well as specific work-related language and tone may also be required. In
short, work-place writing requires you to be adaptable and apply the skills you’ve acquired in college and tailor

your writing for a number of situations and audiences. As a writer, you may be expected to occupy multiples


https://www.fanshawec.ca/
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roles, such as information gatherer, researcher, presenter and, in some instances, you may need to write a
document as part of a team.

Another way academic writing can differ from workplace writing is in the level of original ideas that are
explored as well as the way personal opinion, individual preference, and unique expression of thought takes
shape. Academic writing shows knowledge and understanding of both content and process. On the other
hand, workplace writing often aims to convey information clearly and concisely about a specific issue at hand.
The channel of communication is often already determined in its purpose and form, whether it be internally
via an email to colleagues or externally in a press release for business clientele. Workplace writing tends to be
practical—geared toward completing a work-related task—whereas college writing enables you to explore new
avenues of thought.

Keep in mind that writing is also only one form of communication; it’s one of the primary ways we
communicate in school, but it’s also important to think about the value of communication, in general, and
specifically how your ability to communicate will differ in personal and professional settings.

As we continue to evolve in an ever changing digital landscape, communication technology within the
workplace (and in school), is changing, so it is also important for you to understand how communication
must be altered in these new media settings. Social media, web-based writing, teleconferencing, cloud-based
collaboration, and visual and graphic-based communication are common place today and will impact the way
you write and communicate in a globally-connected always-on world.

This should be something you think about as you go through your Communications course. You may not
fully appreciate it yet, but this open text is compiled to help develop those vital communication skills now and

in the years ahead as you grow professionally.

Common Communications Course Learning Outcomes

This open textbook is designed to support the learning outcomes of Fanshawe College’s first-year Common
Communications curriculum. If you are taking this course, it means that your program requires an advanced
professional communication credit as part of your diploma. In fact, because almost all diploma programs
at Fanshawe have a communications component, you can be sure that your class will be similar in content,
structure, and approach; in short, all students will have a common or shared experience regardless of their
program.

Although each school offer a variation of COMM and assigns a different course code, they’re all consistent
in their approach to professional communication studies. At Fanshawe, the following schools are part of the

common communications curriculum:

* School of Community Studies (COMM 3082)
* School of Contemporary Media (COMM 3075)
* School of Design (COMM 3074)
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School of Digital and Performing Arts (COMM 3075)

School of Information Technology (COMM 3077)

School of Language and Liberal Studies (COMM 3073)

School of Public Safety (COMM 3048)

School of Tourism, Hospitality and Culinary Arts (COMM 3080)

Because all common COMM courses are equivalent credits, the courses listed above also share similar course

learning outcomes, which are sometimes referred to as CLOs and appear on your course outline. CLOs

provide you with a set of measurable goals to achieve success in your COMM course. As such, this textbook

refers to the following common learning outcomes, and they appear at the beginning of each chapter and

section:

1. Compose workplace documents including emails, letters, and a research report;

2. Analyze an audience and tailor a message to that audience (objective/subjective writing, persuasive
writing, internal/external audience);

3. Apply principles of grammar, punctuation, and editing appropriate to professional writing;

4. Prepare documents according to basic principles of formatting and visual communication in various
written documents;
Demonstrate critical thinking skills in reading, writing, and discussion;

6. Perform an effective presentation; and

7. Employ research skills including locating, selecting, evaluating, and documenting source materials.

In addition, the Lawrence Kinlin School of Business’s COMM 3020, which is a part of our common

curriculum, contains the following learning outcomes:

N2 N N W WD

—
&

Communicate clearly, concisely and correctly in the written, spoken and visual form that fulfills the
purpose and meets the needs of the audience;

Respond to written, spoken or visual messages in a manner that ensures effective communication;
Create well-organized business documents (including emails, letters and reports);

Compose stylistically appropriate business documents;

Evaluate business case studies;

Deliver a persuasive presentation on a business-related topic;

Synthesize research sources in an APA-style, analytic report;

Create a resume and cover letter for use in employment searches;

Explain cultural differences and the impact these differences have on effective business communication,
and

Implement principles of properly documenting the use of research sources and others’ ideas.
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The above outcomes may not represent every aspect you'll learn in your course or they may be expressed using
slightly different wording on some course outlines (depending on the school and program you’re in), but they

nonetheless represent a common set of shared skills and tasks.

What You Need to Succeed

This resource is suited best to students who use:

* Microsoft Word (MS Word) as their word processor program, which is available to most Fanshawe
College students via the Fanshawe Connected website or contact I'T Services for additional assistance.

* The Google Chrome browser for internet activity

* Alaptop or desktop computer with the Windows operating system, though some considerations are

made for Mac users.

A Note on Style

Whereas most commercial textbooks on communications maintain a high level of formality, this open
textbook relaxes that a little to include contractions, colourful expressions, liberal use of “they” (rather than
“he or she”) as a singular pronoun, and other characteristics of semi-formal or casual business writing. The
idea is to model the style of a common email between work colleagues, which imitates a conversational style of
writing while still being grammatically correct. Notice in the previous sentence and section, for instance, that
“email” and “internet” appear instead of the more formal, old-fashioned “e-mail” and “Internet” often used
in other textbooks. For this we take our cue from style guides in leading tech publications and international
news organizations that trend towards lowercasing and de-branding the terms (Martin, 2016). See §4.5.1.2 on
the formality spectrum in professional writing for more on the editorial decision to model a casual style for

accessibility reasons.

Organization

This textbook is divided into five major units designed to guide first-year college students who have a high
school education and perhaps some employment experience through the steps towards proficiency in English
communication for college and professional success.

Unit 1: Communication Foundations

Unit 2: The Writing Process

Unit 3: Workplace Communication

Unit 4: Employment and Interpersonal Communication
Unit 5: Presentations and Group Communication


https://connected.fanshawec.ca/
https://www.google.ca/chrome/
https://blog.oxforddictionaries.com/2016/04/05/should-you-capitalize-internet/
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From the above units, you can further explore the full range of topics in the textbook’s chapters, sections,

and subsections.

REFERENCES

Guffey, M.E, and Lowery, D. (2010). Communication Process: Essential of Business
Communication

Martin, K. C. (2016, April 5). Should you capitalize the word Internet? Retrieved from
https://blog.oxforddictionaries.com/2016/04/05/should-you-capitalize-internet/

Online Guide to Writing and Research (2011). University of Maryland University College (UMUCQ).

Rockinson-Szapkiw, A. J., Courduff, J., Carter, K., & Bennett, D. (2013). Electronic versus traditional
print textbooks: A comparison study on the influence of university students’ learning. Computers
& Education. Retrieved from http://statictrogu.com/documents/articles/palgrave/references/
rockinson%20Electronic%20versus%?20traditional%20print%20textbooks.pdf
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UNIT 1: COMMUNICATION
FOUNDATIONS
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Common COMM Course Learning
Outcomes

This unit supports the following course learning outcomes (COMM 3048, COMM 3073, COMM
3074, COMM 3075, COMM 3077, COMM 3080, COMM 3082):

« 5. Demonstrate critical thinking skills in reading, writing, and discussion.

COMM 3020:

+ 1. Communicate clearly, concisely and correctly in the written, spoken and visual form
that fulfills the purpose and meets the needs of the audience.






CHAPTER 1: PROFESSIONAL
COMMUNICATIONS

Jordan Smith

Chapter Learning Objectives

1.
2.
3.
4.
5.
6.

Distinguish between the nature of English and Communications courses.

Explain the importance of studying Communications.

Identify communication-related skills and personal qualities favoured by employers.

Consider how communication skills will ensure your future professional success.

Recognize that the quality of your communication represents the quality of your company.
Distinguish between personal and professional uses of communications technology in ways
that ensure career success and personal health.

Select and use common, basic information technology tools to support communication.

~

8. lllustrate the communication process to explain the end goal of communication.
9. Troubleshoot communication errors by breaking down the communication process into its
component parts.
10. Reframe information gained from spoken messages in ways that show accurate analysis and
comprehension.

Why Communications?

Let’s begin by answering the question that is probably on the mind of anyone enrolled in an introductory
English Communications course. Why are you here? It’s probably not because you chose this course out of
your natural enthusiasm for English classes. It’s because it is a requirement to advance in the program and
graduate.

So why would the program administrators require you to take this course? Is it just a money grab? The

short answer to the second question is: No. The answer to the first question is: because you need sharp
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communication skills to be able to apply the core skills you’re learning in your other courses in the program.
This textbook’s first section expands on that answer in more detail so that you can proceed through this course
in the right frame of mind. None of your course’s lessons make sense unless you realize that communications
skills are not merely nice-to-have assets in your program and in life; they are absolutely necessary to your

survivability in this social world and tough economy.

* 1.1.1: Communications vs. English Courses

* 1.1.2: Communication Skills Desired by Employers

 1.1.3: A Diverse Skillset Featuring Communications is Key to Survival
 1.1.4: Communication Represents You and Your Employer



1.1 COMMUNICATIONS VS. ENGLISH
COURSES

1.1.1: Communications vs. English Courses

LEARNING OBJECTIVES

2. Explain the importance of studying Communications

@1. Distinguish between the nature of English and Communications courses

Whether students enter their first-year college Communications courses right out of high school or with
years of work experience behind them, they often fear being doomed to repeat their high school English
class, reading Shakespeare and writing essays. Welcome relief comes when they discover that a course in
Communications has nothing to do with either of those things. Why should it when no one in the modern
workplace speaks in a Shakespearean dialect or writes expository essays? If not High School English 2.0, what
is Communications all about, then?

For our purposes, Communications (yes, with a capital C and ending with an s) is essentially the practice
of interacting with others in the workplace and other professional contexts. Absolutely every job—from A
to Z, accountant to Zamboni mechanic—involves dealing with a variety of people all day long. You may deal
with clients, managers, coworkers, stakeholders (people and organizations yours deals with, such as suppliers),
professional organizations, a union perhaps, investors, the public, media, students, and so on depending on the
nature of the job.

When dealing with each of those audiences, we adjust the way we communicate according to well-known
conventions. You wouldn’t talk to a customer or client the same way you would a long-time friendly co-worker;
depending on what kind of relationship you have with your manager, you probably wouldn’t speak or write to
them in the same way you would either of the others. Learning those communication conventions is certainly
easier and more useful than learning how to interpret a four-hundred-year-old play. If we communicate
effectively—that is, clearly, concisely, coherently, correctly, and convincingly—by following those conventions,
we can do a better job of applying our core technical skills, whether they be in sales, the skilled trades, the

service industry, health care, office management, the government, the arts, and so on.
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A course in Communications brings your existing communication skills up to a professional level by
focusing on how to follow conventions for interacting with those various audiences in a variety of
channels—whether they be speaking in person, by phone, email, text, or emojis, for instance. That we don’t
generally communicate by emojis with clients or managers (unless they tell us that they prefer it), for instance,
is a convention that doesn’t occur naturally to some. Indeed, it may come as a surprise to some that you'd risk
embarrassing yourself and permanently undermining your credibility if you added emojis to a message sent
to a manager or client. Because we are not born with an instinct for staying within the bounds of respectable
communication, the channel conventions must be learned and practiced.

Some will approach this course with years of professional experience behind them and will appreciate that
the communication aspect of any job is easy to underestimate. They will also appreciate that zor abiding
by those well-established communication conventions—by going rogue and freestyling the way you
communicate—usually brings embarrassment and failure. To the audiences you deal with in the workplace,
how well you communicate determines your level of professionalism. It’s like your style of dress: a well-written
email has the same effect as a nice suit worn in an office or a clean uniform worn by a service worker—it suggests
detail-oriented competence. Major writing errors are like big stains down the front of that suit or revealing rips
in that uniform—they make you look sloppy, foolish, and unreliable. Just as we spent decades getting to where
we are now as communicators in whatever situation we find ourselves, we need a college course to iron out
the wrinkles of our communication skills for the better workplaces we aspire to—what we go to a vocational
college for—in ways that our previous work experience and high school English classes didn’t.

This isn’t to say that your high school English classes were useless, though few can claim that they prepared
you adequately for the modern workplace. Arguably the movement away from English fundamentals
(grammar, punctuation, spelling, style, mechanics, etc.) in Canadian high schools does a disservice to students
when they get into their careers. There they soon realize that stakeholders—customers, managers, co-workers,
etc.—tend to judge the quality of a person’s general competence by the quality of their writing (if that’s all they
have to go on) and speaking. The topic of Communications, then, includes aspects of the traditional English
class curriculum, at least in terms of the basics of English writing. But the emphasis always returns to what is
practical and necessary for succeeding in the modern workplace—wherever that is—not simply what is “good
for you” in the abstract just because someone says it is.

If you feel that you are a weak writer but an excellent speaker or vice versa, rest assured that weaknesses
and strengths in different areas of the communication spectrum don’t necessarily mean that you will always
be good or bad at communication in general. Weaknesses can and should be improved upon, strengths built
upon. It’s important to recognize that we have more communication channels available to us than ever before,
which means that the communication spectrum—from oral to written to nonverbal channels—is broader
than ever. Competence across that spectrum is no longer just a “nice to have” asset sought by employers, but

essential to career success.
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KEY TAKEAWAY

°By teaching you the communications conventions for dealing with a variety of

stakeholders, a course in Communications has different goals from your high school

‘ English course and is a vitally important step towards professionalizing you for entry or
re-entry into the workforce.

EXERCISE

/'List your communication strengths and weaknesses. Next, explain what you hope to get
_.' out of this Communications course now that you know a little more about what it
involves. Before you answer, however, read ahead through the rest of this chapter to get

a further sense of why this course is so vital to your career success.

1.1.2: Communication Skills Desired by Employers

Learning Objectives

@3. Identify communication-related skills and personal qualities favoured by employers

If there’s a shorthand reason for why you need communication skills to complement your technical skills,
it’s that you don’t get paid without them. You need communication and “soft” skills to get work and keep
working so that people continue to want to employ you to apply your core technical skills. A diverse skill set
that includes communication is really the key to survival in the modern workforce, and hiring trends bear this
out.

In its Employability Skills 2000+, the Conference Board of Canada lists “the skills you need to enter, stay in,
and progress” in the 21st century workplace. The first category listed is communication skills, specifically how

to:
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* Read and understand information presented in a variety of forms (e.g., words, graphs, charts, diagrams)

* Write and speak so others pay attention and understand

* Listen and ask questions to understand and appreciate the points of view of others

* Share information using a range of information and communications technologies (e.g., voice, e-mail,
computers)

* Use relevant scientific, technological, and mathematical knowledge and skills to explain or clarify ideas

(Conference Board, n.d.a)

Likewise, the non-profit National Association of Colleges and Employers in the US surveys hundreds of
employers annually and has found that, in the last several years, they consistently rank the following four skills

as most desirable ahead of fifth-ranked technical skills:

Critical thinking and problem solving
Professionalism and work ethic
Teamwork

Oral and written communication (NACE, 2016)

L e

When employers include these interrelated soft skills in job postings, it’s not because they copied everyone
else’s job posting, but because they really want to hire people with those skills. From experience, they know
that such skills directly contribute to the success of any operation no matter whether you’re in the public or
private sector because they help attract and retain customers and client organizations.

Traditional hiring practices filter out applicants who have poor communication skills, starting with a
“written exam”—the résumé and cover letter. As documents that represent you in your physical absence, these
indicate whether you are detail oriented in how you organize information and whether you can compose
proper, grammatically correct sentences and paragraphs. If you pass that test, you are invited to the “oral exam,”
where your face-to-face conversational skills are assessed. If you prove that you have strong soft skills in this two-
stage filter, especially if you come off as friendly, happy, and easy to work with in the interview, an employer
will be more likely to hire you, keep you, and trust you with co-workers and clients.

The latest thinking in human resources (HR), however, is that both of those traditional filters are unreliable.
Applicants can fake them. Expensive as it might be, you could get someone else to write your résumé and cover
letter for you, or you can just follow a template and replace someone else’s details with your own. Though most
job competitions for well-paying jobs will yield exceptionally good and bad résumés and cover letters amidst
a tall stack of applications, most tend to look the same because most applicants follow fairly consistent advice
about how to put them together. Likewise, you can train for an interview and “fake it to make it” (Cuddy,
2012), then go back to being your less hireable self in the workplace, only to be the first one “let go” when the
next office “reorganization” comes down.

Recruiters at the most successful companies such as tech giant Google have looked at the big data on hiring
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and found that traditional criteria, including GPA and technical-skills test scores in the interview process, are
poor predictors of how well a hire will perform and advance. New hires with only core technical skills, even if
exceptionally advanced, don’t necessarily become successful employees; in fact, they are the most replaceable in
any organization, especially in STEM (science, technology, engineering, and math) industries (Sena & Zimm,
2017). According to Business Insider, Google’s recruiters took an analytics approach like that portrayed in the

2011 film Moneyball and found that key predictors of success are instead personal traits, especially:

* Adaptability: the curiosity-driven agility to solve problems through independent, on-the-job learning

* Resilience: the “emotional courage” to persevere through challenges

* Diverse background: well-roundedness coming from exposure to multicultural influences and
engagement in diverse extracurricular activities including sports

* Friendliness: being a “people person,” happy around others and eager to serve

* Conscientiousness: an inner drive to strive for detail-oriented excellence in completing tasks to a high
standard without supervision (Patel, 2017)

* Professional presence: evidence of engaging in professional activities online

* Social and emotional intelligence: according to the CEO of Knack, a Silicon Valley start-up that uses
big data and gamification in the hiring process to identify the traits of successful employees, “everything
we do, and try to achieve inside organizations, requires interactions with others”; no matter what your
profession or “social abilities, being able to intelligently manage the social landscape, intelligently
respond to other people, read the social situation and reason with social savviness—this turns out to

differentiate between people who do better and people who don’t do as well” (Nisen, 2013).

In other words, the quality of your communication skills in dealing with the various audiences that surround

you in your workplace are the best predictors of professional success.

Key Takeaway

Employers value employees who excel in communication skills rather than just technical
skills because, by ensuring better workplace and client relations, they contribute directly
‘ to the viability of the organization.
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Exercises

/'1. Go to the Government of Canada’s Job Bank site and find your chosen profession (i.e.,

_.' the job your program will lead to) via the Explore Careers by Essential Skills page. List the
particular document types you will be responsible for communicating with in a
professional capacity by reading closely through the Reading, Document Use, and

Writing drop-downs. List the in-person responsibilities and communication technologies featured
under the Oral Communication drop-down.

2. Go to the Conference Board of Canada's Empl ility Skills Toolkit preview document and scroll
down to p. 4 (numbered p. 8). Copy the communication skills listed in the middle column. Next,
format a checklist document like that on the following page (numbered p. 40). Add to it some of the
other personal qualities listed in the section above. For each skill or quality, write the best example
you can think of demonstrating it in your current or past employment experience, academic program
of study, or personal life.
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1.1.3: A Diverse Skillset Featuring Communications Is
Key to Survival

Learning Objectives

@

4. Consider how communication skills will ensure your future professional success

The picture painted by this insight into what employers are looking for tells us plenty about what we must
do about our skillset to have a fighting chance in the fierce competition for jobs: diversify it and keep our
communication skills at a high level. Gone are the days when someone would do one or two jobs throughout
their entire career. Rather, if the current job-hopping trend continues, “Canadians can expect to hold roughly
15 jobs in their careers” (Harris, 2014) and the future for many will involve gigging for several employers at
once rather than for one (Mahdawi, 2017).

Futurists tell us that the “gig economy” will evolve alongside advances in Al (artificial intelligence) and
automation that will phase out jobs of a routine and mechanical nature with machines. On the bright side,
jobs that require advanced communication skills will still be safe for humans because AI and robotics can’t
so casily imitate them in a way that meets human needs. Taxi drivers, for instance, are a threatened species

now with Uber encroaching on their territory and will certainly go extinct when the promised driverless car
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revolution arrives in the next 10-15 years, along with truckers, bus drivers, and dozens of other auto- and
transport-industry roles (Frey, 2016). They can resist, but the market will ultimately force them into retraining
and finding work that is hopefully more future-proof—work that prioritizes the human element.

Indeed, current predictions from the Brookfield Institute for Innovation + Entrepreneurship at Ryerson
University in Toronto are that 42% of Canadian jobs—especially low-paying ones—are at high risk of being
affected by automation by the mid-2020s to 2030s. Some of those will be eliminated outright, but most will be
redefined by requiring new skillsets that cannot be automated so easily. The 36% of jobs at low risk are those
that require either advanced soft skills and emotional intelligence featured in roles such as managers, nurses,
and teachers (Lamb, 2016), creativity, or advanced STEM skills in developing and servicing those technologies
(Mahdawi, 2017; Riddell, 2017).

Since the future of work is a series of careers and juggling several gigs at once, communication skills are key to
transitioning between them all. The gears of every career switch and new job added are greased by the soft skills
that help convince your new employers and clients to hire you, or, if you strike out on your own, convince your
new partners and employees to work with or for you. Career changes certainly aren’t the signs of catastrophe
that they perhaps used to be; usually they mark moves up the pay scale so that you end your working life where
you should: far beyond where you started in terms of both your role and pay bracket.

You simply cannot make those career and gig transitions without communication skills. In other words, you
will be stuck on the first floor of entry-level gigging unless you have the soft skills to lift you up and shop you
around. A nurse who graduates with a diploma and enters the workforce quilting together a patchwork of part-
time gigs in hospitals, care homes, clinics, and schools, for instance, won’t still be exhausted by this juggling act
if they have the soft skills to rise to decision-making positions in any one of those places. Though the job will
be technologically assisted in ways that it never had been before with machines handling the menial dirty work,
the fundamental human need for human interaction and decision-making will keep that nurse employed and
upwardly mobile. The more advanced your communication skills develop as you find your way through the

gig economy, the further up the pay scale you’ll climb.

Exercises

/'1. Again using the Government of Canada’s Job Bank site, go to the Explore Careers by
Qutlook page and search for your chosen profession (i.e., the job your program will lead
to). Using the sources listed below as well as other internet research, explain whether

near- and long-term projections predict that your job will survive the automation and Al
revolution or disruption in the workforce. If the role you're training for will be redefined rather than
eliminated, describe what new skillsets will “future proof” it.

2. Plot out a career path starting with your chosen profession and where it might take you. Consider
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that you can rise to supervisory or managerial positions within the profession you're training for, but
then transfer into related industries. Name those related industries and consider how they too will
survive the automation/Al disruption.
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1.1.4: Communication Represents You and Your
Employer

Learning Objectives

’5. Recognize that the quality of your communication represents the quality of your
company

Imagine a situation where you are looking for a contractor for a custom job you need done on your car and
you email several companies for a quote breaking down how much the job will cost. You narrow it down to
two companies who have about the same price, and one gets back to you within 24 hours with a clear price
breakdown in a PDF attached in an email that is friendly in tone and perfectly written. But the other took four
days to respond with an email that looked like it was written by a sixth-grader with multiple grammar errors
in each sentence and an attached quote that was just a scan of some nearly illegible chicken-scratch writing.
Comparing the communication styles of the two companies, choosing who you’re going to go with for your
custom job is a no-brainer.

Of course, the connection between the quality of their communication and the quality of the job they’ll
do for you isn’t water-tight, but it’s a fairly good conclusion to jump to, one that customers will always
make. The company representative who took the time to ensure their writing was clear and professional, even
proofreading it to confirm that it was error-free, will probably take the time to ensure the job they do for you
will be the same high-calibre work that you’re paying for. By the same token, we can assume that the one who
didn’t bother to proofread their email at all will likewise do a quick, sloppy, and disappointing job that will
require you to hound them to come back and do it right—a hassle you have no time for. We are all picky,
judgmental consumers for obvious reasons: we are careful with our money and expect only the best work value
for our dollar.

Good managers know that about their customers, so they hire and retain employees with the same scruples,
which means they appreciate more than anyone that your writing represents you and your company. As tech
CEO Kyle Wiens (2012) says, “Good grammar is credibility, especially on the internet” where your writing is
“a projection of you in your physical absence.” Just as people judge flaws in your personal appearance such as a
stain on your shirt or broccoli between your teeth, suggesting a sloppy lack of self-awareness and personal care,
so they will judge you as a person if it’s obvious from your writing that “you can’t tell the difference between
their, there, and they’re” (€6).

As the marketing slogan goes, you don’t get a second chance to make a first impression. If potential

employers or clients (who are, essentially, your employers) see that you care enough about details to write a
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flawless email, they will jump to the conclusion that you will be as conscientious in your job and are thus a safe
bet for hire. Again, it’s no guarantee of future success, but it increases your chances immeasurably. As Wiens
says of the job of coding in the business of software programming, “details are everything. I hire people who
care about those details” (€12-13), but you could substitute “programmer” with any job title and it would be

just as true.

Key Takeaway

The quality of your communication represents the quality of your work and the
g organization you work for, especially online when others have only your words to judge.

Exercise

/'Describe an incident when you were disappointed with the professionalism of a business

you dealt with, either because of shoddy work, poor customer service, shabby online or
in-person appearance, etc. Explain how the quality of their communication impacted that
experience and what you would have done differently if you were in their position.
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1.2 COMMUNICATING IN THE DIGITAL AGE

Learning Objectives

e

7. Use common, basic information technology tools to support communication.

6. Distinguish between personal and professional uses of communications technology in

ways that ensure career success and personal health

Honestly, how many texts or instant messages do you send in a day? How many emails? Do you prefer
communicating by text, instant message app (e.g., SnapChat), or generally online instead of face-to-face in
person with businesses? If you’re an average millennial sending out and receiving more than the 2013 average
of 128 texts per day (Burke, 2016), that’s a lot of reading and responding quickly in writing—so much more
than people your age were doing 20 years ago. Even if just for social reasons, you are probably writing more
than most people in your demographic have at any point in human history. This is mostly an advantage because
it gives you a baseline comfort with the writing process, even if the quality of that writing probably isn’t quite
where it should be if you were doing it for professional reasons.

Where being overly comfortable with texting becomes a disadvantage, however, is when it is used as a way of
avoiding the in-person, face-to-face communication that is vital to the routine functioning of any organization.
As uncomfortable as it may sometimes be, especially for teens in their “cringey awkward years,” developing
conversational skills throughout that decade is hugely important by the time they enter a workforce mostly
populated by older generations that grew up without smartphones, developed those advanced conversational
skills the hard way by making mistakes and learning from them, and expect well-developed conversational skills
of younger generations entering the workforce. Though plenty of business is done online these days, there
really is no good substitute for face-to-face interaction.

According to Twilio’s 2016 consumer report on messaging, however, the most preferred channel for
customer service among 18-24 year-olds (said 31% of respondents) is by text or instant messaging, followed

closely by email (p. 8). Face-to-face interaction, however, is preferred by only 6% of respondents.
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Figure 1.2: Preferred customer service channel by age group (Twilio, 2016)

Customer service aside, face-to-face interactions are still vitally important to the functioning of any
organization. In a study on the effectiveness of in-person requests for donations versus requests by email, for
instance, the in-person approach was found to be 34 times more successful (Bohns, 2017). We instinctively
value human over machine interaction in many (but not all) situations we find ourselves. Though some jobs
like nurse or therapist simply cannot function without in-person interaction and would be the last to be

automated (if ever), most others will involve a mix of written and face-to-face communication.
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Our responsibility in handling that mix requires that we become competent in the use of a variety of devices
that bring us a competitive advantage in our work (see Table 1 below). By working in the cloud with our
smartphones and laptop, desktop, or tablet devices, for instance, we can collaborate with individuals or teams
anywhere and anytime, as well as secure our work in ways we couldn’t when files were tied to specific devices.
Through the years, new technology trends will offer up new advantages with new devices that we will have to
master to stay competitive.

Those advantages are double-edged swords, however, so it is important that we manage the risks associated
with them. With so much mobile technology enabling us to communicate and work on the go, from home,
or anywhere in the world with a wi-fi connection, we are expected to be always available to work, to always be
“on”—even after hours, on weekends, and on vacation—lest we lose a client to someone else who is available
at those times. The early bird gets the worm. Add to that the psychological and physiological impacts of adults
averaging 8.8 hours of screen time per day (Dunckley, 2014; Twenge, 2017; Nielsen, 2016, p. 4), and it’s no
wonder that problematic technology use, including screen addiction, is a growing concern among both health
and technology experts (Phillips, 2015). Beyond being an effective communicator and professional in general,
just being an effective person—in the sense of being physically and mentally healthy—requires knowing when
not to use technology.

But in the workplace, especially if it’s a traditional office environment, we must be savvy in knowing which
technology to use rather than always reach for our smartphones. The modern office ofters up a variety of tools
that increase productivity and raise the bar on the quality and appearance of the work we do. You must be
competent in the use of the latest in presentation technology, voice and video conferencing, company intranets,
multifunctional printers, and so on. Even using the latest industry-wide software and social media apps ensures
that your communication looks and functions on-point rather than in an antiquated way that makes you look
like you stopped trying six years ago.

All such technology will change rapidly in our lifetimes, some will disappear completely, and new devices
and software will emerge and either dominate or also disappear. So long as others are using the dominant
technology for an advantage in your type of business, then it’s on you to use them also to avoid falling behind
and getting stuck on obsolete technology that fewer and fewer people use. Depending on how successful you’re

driven to be, you would be wise to even get ahead of the curve by adopting emerging technology early.

Key Takeaway

Use an array of dominant communications technology to maintain a competitive
g advantage, and know when to put it all away in favour in-person communication.
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4
_."

1. Keep a daily journal recording the length of time you spend using various screen
devices such as your smartphone, tablet, laptop, desktop, TV, etc. Also record the amount of time
you use these for school-related activities, social networking activities, entertainment (which you
can further break down into passive viewing, such as watching Netflix and YouTube videos, and
interactive use such as gaming). What conclusions can you draw from quantifying your screen time?
Are your habits consistent each day or throughout the week? Explain what benefit you derive from
these activities and how they might help and hinder your professional development.

2. Record how many texts or instant messages you send and receive per day over the course of a
week. Count how many you sent because you had good reason to do so by text (as opposed to
phone call), such as to reply in the same channel you received a message or to send a message
quietly so as to avoid disturbing others around you (e.g., in class or late at night). Identify how many
messages you could have exchanged merely by calling the person up and having a quick back-and-
forth or waiting to talk to them in person. What conclusions can you draw from quantifying your
messaging habits?

3. Research what future technology might revolutionize the work you're training to do. Bearing
in mind the job description on the Government of Canada’s Job Bank Explore Careers by Fssential
Skills page, what tasks identified there can be automated? What will still be done by you because it
involves the human element that can't be automated?
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1.3: THE COMMUNICATION PROCESS

Learning Objectives

‘ C}'8 lllustrate the communication process to explain the end goal of communication

Stripping away the myriad array of technology and channels we use to communicate, at its core the whole point
of communication is to move an idea from your head into someone else’s so that they understand that idea the
same way you do. If there is work to be done to ensure that the person receiving a message understands the
sender’s intended meaning, the responsibility falls mainly on the sender. But the receiver is also responsible for
confirming their understanding of that message, making communication a dynamic, cyclical process.
Breaking down the communication cycle into its component parts is helpful to understand your
responsibilities as both a sender and receiver of communication, as well as to troubleshoot communication
problems. First, let’s appreciate how amazing it is that you can form an idea as an incredibly complicated
pattern of electrical impulses in your brain and plant that same pattern of impulses in someone else’s brain very

easily. It may sound complicated, but you are wired to do this every second of the day.
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Figure 1.3: The Osgood-Schramm model of communication.

Sources: Kisspng, 2018; Web Editor 4, 2017

According to the Osgood-Schramm model of communication (1954), you first encode an idea into a
message when you want to communicate that idea with the outside world (or even just to yourself). If you
choose to send that message in the channel of in-person speech (as opposed to other spoken, written, or visual
channels, examples of which are listed in Table 1), you first form the word into the language in which you will
be understood, then send electrical impulses to your lungs to push air past your vocal chords, send electrical
impulses to vibrate your vocal chords to bend the air into a sound, shape those sound waves further with your
jaw, tongue, and lips, send that sound on its way through the air till it reaches the eardrum of the receiver,
which vibrates in a manner that tickles the cochlear cilia in their inner ear, which sends a patterned electrical
impulse into their brain, which proceeds to decode that impulse into the same pattern of electrical impulses

that constitute the same idea that you had in your brain.


https://www.kisspng.com/png-clip-art-two-people-talking-569998/
https://dailymessenger.com.pk/2017/01/12/a-pattern-of-brain-activity-may-link-stress-to-heart-attacks/

13: THE COMMUNICATION PROCESS | 29

Table 1.3: Examples of Communication Channels

Verbal Written Visual
In-person speech Email Drawings, paintings
Phone conversation Text, instant message Photos, graphic designs

Voice-over-internet protocol (VoIP) Report, article, essay Body language (e.g., eye contact, hand

gestures)
Radio Letter Graphs
Podcast Memo Font types
Voicemail message Blog Semaphore
Intercom Tweet Architecture

To ensure that the message was decoded properly and understood, the receiver then encodes and sends an
intentional or unintentional feedback message that the first sender receives and decodes; when the first sender
understands that the receiver understood the first message, then the goal of the communication process has
been achieved. If you stated, for instance, “I’m hungry” and the receiver of that message responded by saying,
“Me too. Let’s get a taco,” you can be sure that they understood your intended meaning without them stating
that they understood. From there, the message and feedback can continue to cycle around in a back-and-forth
conversation that exchanges new ideas and offers opportunities for the receiver of those messages to ask for
clarification if understanding isn’t achieved as intended.

But the receiver’s intentional or unintentional feedback message need not be in the same channel as the
sender’s. If the receiver of the above “I’m hungry” message nodded and held up a cookie for you to take instead
of saying anything at all, it would be clear from their intentional nonverbal expressions and actions that they
correctly decoded and understood your meaning: that you’re not only hungry, but also that your hunger would
be somewhat relieved by the cookie at hand. And if the receiver responded in no other way but with a rumble
of their stomach, their unintentional feedback also confirmed understanding of the message.

As you can see, this whole process is easier done than said because you encode incredible masses of data
to transmit to others all day long in multiple channels, often at once, and are likewise bombarded with a
constant multi-channel stream of information in each of your five senses that you decode without being
even consciously aware of this complex process. You just do it. Even when you merely talk to someone in
person, you’re communicating not just the words you’re voicing, but also through your tone of voice, volume,
speed, facial expressions, eye contact, posture, hand movements, style of dress, etc. All such channels convey
information besides the words themselves, which, if they were extracted into a transcript of words on a page
or screen, communicate relatively little. In professional situations, especially in important ones such as job
interviews or meetings with clients where your success depends entirely on how well you communicate across

the verbal and all the nonverbal channels, it’s extremely important that you be in complete control of all of
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them and present yourself as a detail-oriented pro—one they can trust to get the job done perfectly for their

money.

Key Takeaway

As a cyclical exchange of messages, the goal of communication is to ensure that you've
moved an idea in your head into someone else’s head so that they understand your idea

‘ as you understood it.

Exercises

/'1. Without looking at the communication process model above, illustrate your own
theory of how communication works and label the diagram’s parts. Compare it to the

model above and discuss the advantages and disadvantages of each.
2. Table 1 above compiles only a partial list of channels for verbal, written, and visual
channels. Extend that list as far as you can push it.
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1.4: TROUBLESHOOTING
MISCOMMUNICATION

Learning Objectives

}9. Troubleshoot communication errors by breaking down the communication process into
C its component parts

Now with a basic overview of the communication process under our belts, troubleshooting
miscommunication becomes a matter of locating where in the cyclical exchange of messages lies the problem:
with the sender and the message they put together, the receiver and their feedback message, or the channel in
the context of the environment between them. Identifying the culprit can help avoid one of the most costly

errors in any business. According to Susan Washburn, communication problems can lead to:

* Conflict, damaged relationships, and animosity within an office and lost business with clients

* Productivity lost and resources wasted fixing problems that could have been avoided with proper
communication

* Inefliciency in taking much longer to do tasks easily completed with better communication, leading to
delays and missed deadlines

* Missed opportunities

* Unmet objectives due to unclear or shifting requirements or expectations

Let’s examine some of these in the real and imaged scenarios below.

If the receiver of the above “I'm hungry” message responded with something like “Yes, and I’'m Romania,”
to the sender the receiver would appear for a moment to have misunderstood the message as it was intended,
though indeed the receiver did but chose to respond in a way that plays with the unintended possible
misinterpretation of “hungry” as the homophone (a word that sounds the same as another completely different
word) “Hungary,” a European country next to Romania. Part of the beauty and fun of language is that
words—especially spoken ones—can have multiple meanings, which means that senders must be careful to

anticipate potential misinterpretations of their messages due to carelessness towards ambiguities. In any case,
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once the joke is understood, the first sender can rest assured that the feedback message still confirms that the
first message was understood, which is the end goal of communication.

Most jokes toy with communication breakdowns in harmless ways, but when breakdowns happen
unintentionally in professional situations where opportunities, money, and reputations are on the line, their
serious costs make them no laughing matter. Take, for instance, the misplaced comma that cost Rogers
Communications $1 million in a contract dispute over New Brunswick telephone poles (Austen, 2006) or the
absence of an Oxford comma that cost Oakhurst Dairy $10 million in a Maine labour dispute (Associated
Press, 2017). In both cases, everyone involved would have preferred to continue with business as usual rather
than sink time and resources into protracted legal and labour disputes all stemming from a mere misplaced
or missing comma. To avoid costly miscommunication in any business or organization, senders and receivers
must be diligent in fulfilling their communication responsibilities and be wary of potential misunderstandings

throughout the communication cycle outlined above.

1.4.1: Sender-related Miscommunication

The responsibility of the sender of a message is to make it as easy as possible to understand the intended
meaning. If work must be done to get your point across, it is on you as the sender to do all you can to
make that happen. (The receiver also has their responsibilities that we’ll examine below, but listening and
reading are not necessarily as labour-intensive as composing a message in either speech or writing.) This is
why grammar, punctuation, and even document design in written materials, as well as excellent conversational
and presentation skills, are so important: sender errors in these aspects of communication lead to readers’ and
audiences’ confusion and frustration, which get in the way of their understanding the meaning you intended.
If senders of messages fail to anticipate their audience’s needs and miss the target of writing or saying the right
thing in the right way to get their messages across, they bear the responsibility for miscommunication and need
to pay close attention to the lessons throughout this textbook to help them get back on target.

If the sender has any doubt that their message is being understood, it’s also on them to check in to make
sure. If you are giving a presentation, for instance, you can employ several techniques to help ensure that your

audience stays with you:

* Ensure that they can properly hear you by projecting your voice so that even the people in the back row
can hear you properly; check that they can by asking if they can hear you just fine.

* Get them involved and engaged by asking for a show of hands on a topical question.

* Ask them to ask questions if they don’t understand anything; make them feel at ease to ask questions by
saying that there are no stupid questions and that if a question occurs to any one of them, it is probably
also occurring to the rest.

* Flag important points and, several minutes later, ask them to summarize them back to you when you are
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relating them to another major point.

1.4.2: Channel-related Miscommunication

Errors can also be blamed on the medium of the message such as the technology and the environment—some
of which can slide back to choices the sender makes, but others are out of anyone’s control. If you need
to work out the terms of a sale with a supplier a few towns over before you draw up the invoice and time
is of the essence, sending an email and expecting a quick response would be foolish when you (a) have no
idea if anyone’s there to write back right away, and (b) would potentially need to go back and forth over the
terms; this exchange could potentially take days, but you only have an hour. The smart move is instead to
phone the supplier so that you can have a quick back-and-forth. If you need to, you could also text them to
say that you’re calling to hammer out the details before writing it up. Of course, you wouldn’t call using a
cellphone from inside a parking garage because blame for problems with the reception (or interference) would
slide back on you for not positioning yourself appropriately given the available environments. If phone lines
and the internet are down due to equipment malfunction (despite paying your bills and buying trustworthy
equipment), however rare that might be, the problem is obviously out of your hands and in the environment.
Otherwise, it’s entirely up to you to use the right channels the correct way in the environments best suited to

clear communication to get the job done.

1.4.3: Receiver-related Miscommunication

The responsibility of the receiver of a message is to be able to actively read or hear not only the message
itself, but also to understand the nuances of that message in context. Say you were a relatively recent hire at a
company and were in line for a promotion for the excellent work you’ve been doing lately, it’s 11:45am, you just
crossed paths with your manager in the hallway, and she’s the one who said “I’m hungry” (to use our example
from above). That statement is the primary message, which simply describes how the speaker feels. But if she
says it in a manner that, with nonverbals (or secondary messages) such as eyebrows raised signalling interest
in your response and a flick of the head towards the exit, suggests an invitation to join her for lunch, you would
be foolish not to put all of these contextual cues together and see this as a professional opportunity worth
pursuing. If you responded with “Enjoy your lunch!” your manager would probably question your social
intelligence and whether you would be able to capitalize on opportunities with clients when cues lined up for
business opportunities that would benefit your company. But if you replied, “I’'m starving, too. May I join you
for lunch? I know a great place around the corner,” you would be correctly interpreting auxiliary messages
such as your manager’s intention to assess your professionalism outside of the traditional office environment.
Say you arrive at the lunch spot with your manager and sit down to eat, but it’s too noisy to hear each other

well; you would be equally foolish to use this environmental problem as an excuse not to talk and instead just
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browse your social media accounts on your phone (perhaps your usual lunchtime routine when eating solo)
in front of her. You could accommodate her need to hear you by raising your voice, but the image of you
shouting at your manager also sends all the wrong messages. Rather, if you cite the competing noise as a reason
to move to a quieter spot where you can converse with her in a way that displays the polish of your manners and
ultimately positions you nicely for the promotion, she would understand that you have the social intelligence
to control the environmental conditions in ways that prioritize effective communication.

Of course, so much more can go wrong with the receiver. In general, the receiver may lack the knowledge
to understand your message; if this is because you failed to accommodate their situation—say you used formal
language and big, fancy words but they don’t understand because they are EAL (English as an additional
language)—then the blame shifts back to you because you can do something about it. You could instead use
more plain, easy-to-understand language. If your audience is a co-worker who should know what you’re talking
about when you use the jargon of your profession, but they don’t because they’re in the wrong position and in
over their head, the problem is with the receiver (and perhaps the hiring process).

Another receiver problem may have to do with attitude. If a student, for instance, believes that they don’t
really need to take a class in Communications because they’ve been speaking English for 19 years, think
their high school English classes were a complete joke, and figure they’ll do just fine working out how to
communicate in the workplace on their own, then the problem with this receiver is that overconfidence
prevents them from keeping the open mind necessary to learn and take direction. Carried into the workplace,
such arrogance would prevent them from actively listening to customers and managers, and they would most
likely fail until they develop necessary active listening skills (see below). Employers like employees who can solve
problems on their own, but not those who are unable to take direction.

The picture emerging here, then, is one where many factors must work in concert to achieve communication
of intended meaning. The responsibility of reaching the goal of understanding in the communication process
requires the full cooperation of both the sender and receiver of a message to make the right choices and avoid

all the perils—personal and situational—that lead to costly miscommunication.

Key Takeaway

Being an effective professional involves knowing how to avoid miscommunication by
upholding one’s responsibilities in the communication process towards the goal of
‘ ensuring proper understanding.
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Exercise

/'Describe a major miscommunication that you were involved in lately and its
consequences. Was the problem with the sender, channel, environment, receiver, or a
combination of these? Explain what you did about it and what you would do (or advise
someone else to do) to avoid the problem in the future.

—
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1.5: LISTENING EFFECTIVELY

Learning Objectives

}10. Reframe information gained from spoken messages in ways that show accurate
C analysis and comprehension

If most communication these days is text-based, why is it still important to be an effective listener? Can’t we
just wait till everyone who’s grown up avoiding in-person contact in favour of filtering all social interaction
through their smartphones dominate the workforce so that conversation can be done away with at last?

No. Perhaps the first rule in business is to know your customer. If you don’t know what they want or need,
you can’t successfully supply that demand and no one’s going to buy what you have to sell. If you don’t actively
listen to what your customers or managers say they want, or fail to piece together what they don’t know they
want from their description of a problem they need solved, then you may just find yourself always passed over
for advancement. Business “intel” gleaned from conversation is the lifeblood of any business, as is the daily
functioning of anyone working within one.

A receiver’s responsibilities in the communication process will be to use their senses of hearing, vision, and
even touch, taste, and smell to understand messages in whatever channels target those senses. In the case of
routine in-person communication, active listening and reading nonverbal social cues are vitally important to
understanding messages, including subtext—that is, significant messages that are not explicitly stated but must
be inferred from context and nonverbals. In the above case of the manager saying she’s hungry, for instance, she
did not say “Join me for lunch so I can base my decision about whether to promote you on your social graces,
emotional intelligence, and conversational ability.” Rather, plenty of reading between the lines was required of

the receiver to figure out that:

1. This is an invitation to lunch that ought to accepted
2. Given the context, the invitation suggests that the manager is considering the receiver for the promotion
(otherwise she would avoid the receiver altogether)

3. This opportunity should be treated like an informal job interview

With so much of the communication process’s success riding on the responsibility of the receiver to
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understand both explicit and implicit messages, effective, active listening skills are keys to success in any

business.

1.5.1: Receiver Errors

Unfortunately, plenty can go wrong on the receiver’s end in listening effectively and making the right
inferences. We’ve already looked at the possibility that they may just lack knowledge about both the job and the
broader context to understand fully the content of workplace messages and their underlying meanings. They

may be:

* A poor reader of nonverbal social cues due to a lack of experience in developing conversational skills

* Distracted by what’s on their devices

* Experiencing too much internal “semantic noise” interference from their minds wandering off topic
with distracting thoughts about non-work-related things even during work communication

* Too preoccupied rehearsing what they’re going to say on a topic because they would rather speak than
listen, or they listen only to reply rather than to understand

* Trying to multitask by reading or browsing while listening, but doing neither very effectively
(Sanbonmatsu et al., 2013)

Many students struggle with this. Some have difficulty being patient enough to listen and would rather speak,
otherwise known as grandstanding. In all such cases, the problem is passive listening—when you merely hear
noises and barely register the meaning of the message because you have preoccupying internal agenda that is
more compelling. Once again, however, communication requires that you do your fair share to ensure that the

sender’s meaning is understood.

1.5.2: Be an Active Listener

Fortunately, everyone can practice being a more effective listener by making themselves aware of their own
listening habits and actively seeking to improve them. Doing so certainly takes work, especially if your listening
habits have been largely passive for most of your life and your attention span is short from a steady diet of small
units of media content such as memes. If your problem is that your mind wanders, you must train yourself to
focus on the message at hand rather than consume other media in a failed effort to multitask or get distracted
by the internal monologue that tries to whisk you away from the present. Work on just being present. Take
the earbuds out and keep your cellphone in your pocket when someone is talking, including your college
instructors. (When your instructors see you staring intently in the direction of your crotch under your desk and

your hands are twitching a little down there, they’re not stupid; they know you’re fiddling with your phone.)
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Would you tolerate someone blatantly ignoring you to focus on their phone if you were speaking right in front
of them? It’s just plain rude and doing this yourself could, in professional situations, get you blacklisted by
managers, coworkers, and customers, resulting in missed opportunities.

Rather, maintain strong eye contact with the speaker to show active interest. Resist the social anxiety-driven
urge to avert your eyes as soon as pupil-to-pupil contact lasting more than a second or two makes the human
connection too real for comfort. Challenge that. Eye contact builds trust, so don’t signal to the speaker that
you have something to hide (such as a lack of confidence in yourself) by darting your eyes away. But don’t fake
attention either by maintaining eye contact while your mind is a million miles away; good communicators can
tell from your nonverbals (like nodding in agreement at the wrong things) when the lights are on but no one’s
home.

Perhaps the best strategy for active listening is to devote your brain’s full processing power to the message
at hand. One way you can do this is to paraphrase the message (i.e., re-state it in your own words) then ask the
speaker if you understood it correctly. Translating the message into words that resonate more with you than
what the speaker used helps you remember it because you’ve personally invested yourself in it. You can find a
way to make it your own without necessarily agreeing with it (but that helps, too). By doing this, you signal to
the speaker that you’ve completed the whole goal of communication: to understand the sender’s meaning as
they intended it.

Another processing strategy is to think of questions you can ask for clarification. No matter how thorough
a speaker covers a topic, you can probably find gaps to ask about for clarification. “I understand that you’re
saying A, B, and C, but what happens to those in situations X, Y, and Z?” Identifying gaps requires keen
interest and strong processing power of your brain. But it’s the kind of processing that sends the auxiliary
message that you are interested in what the speaker says, which may lead to a deeper conversation and
connection—the holy grail of networking.

Figuring out when to talk and when to listen also requires social skills. If you like to grandstand and you
get impatient when someone else is talking, you must practice exercising some impulse control. Take turns! By
hearing them out and reserving judgment, you can really learn something. If you’re dealing with someone like
that—one who monologues and doesn’t know when to pass the ball—you must be a good reader of nonverbal
cues to capitalize on the right moment to jump in with the right thing to say. On the other end of the spectrum,
it takes skill to know how to draw people who communicate mostly in silence out of their shell if it means that
you will mutually benefit from it on a business or personal level.

If you spent too much of your youth lost in screen time rather than interacting in person with friends,
however, there’s no time like now and the rest of your life to begin favouring human contact over technology.
Of course, the technology will always be there and you’ll be great at using it when the situation calls for
it. But your professional and personal well-being depends on knowing how and when to do without it and
to get back to what really matters: being human. From there, professional success follows from keeping the

communication channels open to solve problems collaboratively one conversation at a time.
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Key Takeaway

The receiver of a message plays a significant role in ensuring that the goal of
; understanding is achieved, which means active listening in the case of spoken messages.

Exercises

/'1. Pair up with a classmate and do a role-play exercise where one of you tries to explain
— how to do something while the other multitasks and interrupts. Quiz the multitasker to
see if they remember specific steps in the procedure described. Then try it again while
the listener practices active listening. How do the two communication experiences
compare? Discuss your findings.
2. In a half-hour period of conversation with friends, see if you can count how many times you are
interrupted, but don't tell them ahead of time that you're counting for this. Share and compare with
your classmates.
3. Take Psychology Today's 33-question (15 min.) Listening Skills Test. Grab a screenshot of your
results and, below it and the heading “Barriers to Effective Listening,” write five barriers that
particularly annoy you or prevent you from being an active listener—both that you notice in other
people and in yourself. Below that and the heading “Effective Listening Strategies,” list five
strategies, one for each of the barriers listed above, each identifying a strategy for overcoming the
barrier.
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PART I

UNIT 2: THE WRITING PROCESS

)):(( FANSHAWE

Common COMM Course Learning
Outcomes

This unit supports the following course learning outcomes (COMM 3048, COMM 3073, COMM
3074, COMM 3075, COMM 3077, COMM 3080, COMM 3082):

« 2. Analyze an audience and tailor a message to that audience (objective/subjective
writing, persuasive writing, internal/external audience).

« 3. Apply principles of grammar, punctuation, and editing appropriate to professional
writing.

« 4. Prepare documents according to basic principles of formatting and visual
communication in various written documents.

« 7. Employ research skills including locating, selecting, evaluating, and documenting source
materials.

COMM 3020:

« 1. Communicate clearly, concisely and correctly in the written, spoken and visual form
that fulfills the purpose and meets the needs of the audience.

« 4, Compose stylistically appropriate business documents.

« 7. Synthesize research sources in an APA-style, analytic report.

+ 10. Implement principles of properly documenting the use of research sources and others’
ideas.






CHAPTER 2: THE WRITING PROCESS I
PREPARING

Jordan Smith

Chapter Learning Objectives

1. Distinguish between general and specific purposes for writing.

2. Analyze primary and secondary audiences using common profiling techniques

3. Identify techniques for adjusting writing style according to audience size, position relative to
you, knowledge of your topic, and demographic.

4. Distinguish between communication channels to determine which is most appropriate for
particular situations.

5. Plan, write, revise, and edit short documents and messages that are organized, complete, and
tailored to specific audiences.

6. Use common, basic information technology tools to support communication.

Like communication in general, good writing comes from following a process. Between an author hatching
an idea and the audience reading and understanding that idea, the writing process enables the author to craft
messages in a time-efficient manner that ultimately meets the needs of the audience. Without following a four-
stage process from (1) preparing to (2) information gathering, to (3) drafting, to (4) editing through to sending
the message, an author can waste plenty of their own time writing what doesn’t need to be written and wasting
the reader’s time by confusing them with a message that doesn’t meet their needs. The next four chapters
deal with each of these four writing stages, dividing them into several steps that, when followed as a matter of
habit, can save you time by helping you write no more or less than you need to in achieving your professional

communication goals.
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Figure 2: The four-stage writing process and Stage 1 breakdown

* 2.1: Knowing Your Purpose for Writing
* 2.2: Analyzing Your Audience
* 2.3: Selecting Appropriate Channels



2.1: KNOWING YOUR PURPOSE FOR
WRITING

Learning Objectives

}1. Distinguish between general and specific purposes for writing.
C 5. Plan, write, revise, and edit short documents and messages that are organized,

complete, and tailored to specific audiences.

Rarely does anyone write for professional reasons just for fun. Whether you’re dashing off a quick email, filling
out a work order, or a composing a large market research report, there’s a good reason for doing it—related,
even if in a roundabout way, to getting paid for contributing to the profitability of an organization. Knowing
your reason for writing is essential to staying on track in a writing process that, if followed from beginning to
end, will save you time and effort by helping you write no more or less than you have to. The next four chapters
will break down this writing process into four stages—preparing, researching, composing, and editing—each
with a few sub-stages. But the whole process starts with knowing your purpose, which will guide you towards
writing an effective message in a document appropriate for the audience and occasion.

Getting back to the communication process examined in the previous chapter, we can say that all
communication, including writing documents, involves both a general and a specific purpose regarding the
feedback message. The general purpose is the end-goal of communication such as aiming to inform, persuade,
motivate, entertain, or a combination of these and other effects. The hope is that a sender’s message will come
back as a feedback message proving that the receiver correctly understood the information, was persuaded to
support an idea, was motivated to follow a desired action, was amused, etc. With the end goal in mind, the
effective writer reverse-engineers the message to achieve the desired effect.

The most common general purpose of workplace messages is to inform. Most emails, memos, and reports

cover a topic thoroughly and precisely with the journalistic 5 Ws + H subtopics

* Who
e What
* Where
* When
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s Why

* How

How much weight you give each subtopic (or any weight at all) depends on the situation. Sometimes the why
isn’t important and other times a rationale is crucial to an information message that also requires persuasion.
Take, for instance, an email by a construction contractor responding to a customer inquiry about whether
they can do a bathroom renovation. A thorough response would include details such as what exactly would
need to be done and how (a labour itemization as part of the price estimate), how many workers would be
assigned to the job (the who), and how long it would take (the when). Details such as the where and why are
already given (e.g., the bathroom is being renovated because it is 25 years out of style and the baseboards are
mouldy) although the contractor may provide an estimate that includes explanations detailing why the price
might fluctuate given unknown factors such as delayed materials shipments and midway design changes by the
client.

The specific purpose always depends on the situation at hand. If the general purpose of the above estimate
is to inform, the specific purpose is to provide a written record of the probable price so that the customer can
compare estimates from other companies and decide which offers the best value. Specific purposes may involve
ulterior motives—hence secondary or tertiary purposes besides the primary general purpose. The contractor
may, for instance, use the opportunity to provide a brochure illustrating attractive-looking past reno jobs to
give the customer a sense of the quality of work the contractor does and inspire them with options ahead
of their design consultation. Such marketing falls under secondary general purposes related to credibility and
persuasion

Of course, any communicator must ensure that their purpose is realistic, which again affects the credibility
of the message. If, for instance, the contractor priced themselves out of a job by providing a $40,000 bathroom
reno estimate to a lower- or middle-income customer, the goal of winning the contract would fail for the
contractor having misjudged the customer’s price range. All customers and employers seek the greatest
value—preferably higher quality at lower cost. If professionals fail to strike a realistic balance by offering low
quality at unreasonably high cost or “over-promise and under-deliver” with a too-good-to-be-true offer of
extremely high quality at very low cost (unless this is a “loss-leader” marketing strategy for more regularly

priced work to follow), they will be seen as lacking credibility either way.

Key Takeaways

Knowing your general and specific purposes for writing at the outset of the writing
; process helps keep you on track with topic selection.
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Exercises

/'Select a letter you've recently received in the mail (or one your roommate, friend, or
family member has received) from a company or organization, ideally a promotional or
campaign letter rather than one too specific to your or the recipient’s situation, and
describe both its general and specific purposes. If its general purpose included informing

(recall that a document can have more than one general purpose), identify the subtopics (5 W's + H).

—
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Learning Objectives

}2. Analyze primary and secondary audiences using common profiling techniques

3. Identify techniques for adjusting writing style according to audience size, position
relative to you, knowledge of your topic, and demographic.

5. Plan, write, revise, and edit short documents and messages that are organized, complete, and
tailored to specific audiences.

Just as the first commandment in any business is “Know thy customer,” so the first in communication is
“Know thy audience.” And just as any business thrives or dies by how well it supplies a customer demand,
any act of communication’s success depends entirely on how well the sender tailored it to meet the needs and
expectations of the audience. Sometimes that audience is a person or group you know; sometimes it’s a person
or group you don’t, but you always adjust your message content and style to what you know or can guess at
about them. You wouldn’t speak to a customer approaching you for the first time the same way you would a
co-worker buddy, nor would you speak to your manager the same way you would speak to either of the others
(depending on what type of manager you have). In each case, you adjust the level of detail in your content, as
well as your tone, word choices (diction), grammar, and overall style (formal or casual) based on how you’ve
profiled your audience.

Profiling or analyzing your audience takes skill and consideration. When you sit down to write, ask yourself

the following questions:

* How big is my main audience? Is it one person, two, a few, several, a dozen, dozens, hundreds, or an
indeterminately large number (the public)?

* Who might my secondary or tertiary audiences be (e.g., people you can see CCd or people you can’t
because they could be forwarded your email without you knowing)?

* What is my professional or personal relationship to them relative to their position/seniority in their
organization’s hierarchy?

* How much do they already know about the topic of my message?

* Whatis their demographic—i.c., their age, gender, cultural background, educational level, and beliefs?
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The following subsections delve further into these considerations to help you answer the above questions in

specific situations.

2.2.1: Writing for Audiences of Various Sizes

Writing to one person is a relatively straightforward task, but you must adjust your writing style to
accommodate a larger audience. When emailing one person, for instance, you can address them by name in
the opening salutation and continue to use the second person singular yox throughout. When addressing
two or three, say for a project that involves 2-3 partners (including you, making 3-4 altogether), you would
likewise address them each by name, either in alphabetical order or in order of who is primarily involved and
then descending in size of contribution. Past four, however, you may start to use collective salutations such as
“Hello, team,” or “Hi, all.” Luckily, the second-person plural pronoun yox is the same as the singular. For small
audience such as this, your style can generally follow the conversational rapport you’ve developed with them,
whether that be formal or informal, humourless or humorous, literal or expressive, and so on.

The larger the group, however, the more general and accessible your language has to be. When writing for
an indeterminately large group such as the consumer public, say in a blog on your company’s website, your
language must be as plain and accessible as possible. In Canada, the public includes readers who will appreciate
that you use simple words rather than big, fancy equivalents because English may be their second or third
language. Indeed, the Government of Canada has published a handy guide for how to write accessibly in plain

language:

Use Familiar language, known as expressions and
iLlustrations

Tips:

* Choose familiar, everyday words and expressions (e.g., “quite” rather than “relatively”)

* Define specialized words and difficult concepts, illustrate them with examples and provide a glossary when
it is necessary to use several such words/concepts

* Choose concrete rather than abstract words and give explicit information (e.g., “car crash” rather than
“unfortunate accident”)

* Avoid jargon and bureaucratic expressions

* Use acronyms with care and only after having spelled them out

* Choose one term to describe something important and stick to it; using various terms to describe the same
thing can confuse the reader

* Add tables, graphs, illustrations and simple visual symbols to promote understanding
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Examples:
Instead of: Use:
23-01-2003 January 23, 2003

We can reasonably speculate that young adults want to hear  Young adults are likely to want to hear about terrorism and
about terrorism and security issues. security.

Did you know that you can file your tax returns on the

Tax payers are encouraged to e-file their tax returns. . 5
internet?

Source: Communication Canada (2003, p. 16)

To reinforce these lessons on plain language, you can examine US Government resources on the topic such as
the “Principles of Plain Language” PowerPoint on their Tools page (PLAIN, 2011) and do a selection of plain
language exercises (PLAIN, n.d.).

Likewise, your writing to large audiences cannot reveal any bias in terms of gender, ethnicity, age, ability,
or orientation lest you offend members of that group. Because using masculine singular pronouns like be, bis,
and him would exclude the female half of your audience, for instance, you would use the gender-neutral plural
pronouns they, their, and them instead. (Using those plural pronouns for singular situations is also becoming
acceptable, although you might want to avoid doing that if writing to someone you know is a grammar stickler
unless you discover that they are fine with the practice.) When identifying people by their role, use non-
gender-exclusive equivalents. See Queen’s University’s (2014) Inclusive Language Guidelines page for more on
avoiding bias in your writing.

The larger the group, the more careful you must be with using unique English idioms as well. Idioms
are quirky or funny expressions we use to make a point. If you wanted to reassure a customer who recently
immigrated from North Africa, for instance, before explaining an automotive maintenance procedure unique
to Canadian winter weather and said, “Hey, don’t worry, it’ll be a piece of cake,” they may be wondering
what eating cake has to do with switching to winter tires. Likewise, if you said instead that it’ll be “a walk in
the park,” they would be confused about why they need to walk through a park to get their radials switched.
Calling it a “cakewalk” wouldn’t help much, either. These expressions would be perfectly understood by
anyone who has been conversing in English for years because they would have heard it many times before
and used it themselves. In the case of using them around EAL (English as an additional language) speakers,
however, you would be better oft using the one word that these idioms translate as: easy. Again, the whole goal
of communication is to be understood, so if you use idioms with people who haven’t yet learned them, you

will fail to reach that goal. See www.theidioms.com for a wide selection of English idioms and their meanings.


http://www.plainlanguage.gov/resources/for_trainers/PLAIN.cfm
http://www.plainlanguage.gov/resources/for_trainers/plainfiles/exercises_all_writing_classes.pdf
http://www.plainlanguage.gov/resources/for_trainers/plainfiles/exercises_all_writing_classes.pdf
http://queensu.ca/styleguide/inclusivelanguage
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2.2.2: Considering Secondary Audiences

Always consider secondary or even tertiary audiences for any message you send because, besides secondary
audiences you may invite, you have little-to-no control over what tertiary audiences see your message unless
confidentiality can be somehow guaranteed. Your emails can be forwarded, your text or voicemail messages
shown or played, and even what you say can simply be reported to tertiary audiences and be believed
(depending on the credibility of the reporter). Youth who are more comfortable writing electronically than
speaking in person often make the mistake of assuming privacy when sending messages and get burned when
those messages fall into the wrong hands—sometimes with surprising legal consequences related to bullying or
worse. Before sending that email or text, or leaving that voicemail in professional situations, however, always
consider how it would go over with your manager, your family, or a jury.

You may think that you have a right to privacy in communication, and you do to some extent, but employers
also have certain rights to monitor their employees and ensure company property (including cyber property)
isn’t being misused (Lublin, 2012, €14). If a disgruntled employee, for instance, uses their company email
account in communication with a rival company to prove that they are part of a target company, then uses that
email account to sell trade secrets before leaving for another job, the employer has a right to read those emails
and take measures to protect against such corporate espionage. Because company emails can be stored on the

organization’s servers, always assume that any email you send using a company account can be retrieved and


http://publications.gc.ca/collections/Collection/PF4-16-2003E.pdf
http://publications.gc.ca/collections/Collection/PF4-16-2003E.pdf
http://www.plainlanguage.gov/resources/for_trainers/plainfiles/exercises_all_writing_classes.pdf
http://www.plainlanguage.gov/resources/for_trainers/plainfiles/exercises_all_writing_classes.pdf
http://www.plainlanguage.gov/resources/for_trainers/PLAIN.cfm
http://queensu.ca/styleguide/inclusivelanguage
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read by tertiary audiences. If you are at all concerned that an email might hurt you if it fell into the wrong
hands, arrange to talk to the primary audience in a channel that won’t be so easily monitored.

Even in more harmless and routine information sharing, you must adjust your message for any known or
unknown secondary audiences. If you CC (carbon copy) your manager or other interested stakeholders in
any email, for instance, you will be more careful than you otherwise would be to ensure that your message is
completely free of any language or content that would make you or them look bad. Your style will be a little
more formal and you will proofread more thoroughly to avoid writing errors that make you appear uneducated
and sloppy, which no employer wants to pay for.

Even if you don’t yourself designate CC recipients, as explained above, someone else could. Say you’re in
a back-and-forth email thread with a co-worker as you collaborate on a project. You’re making good progress
at first, but your partner begins slacking oft and your emails become progressively impatient, even angry
and threatening. Frustrated, you enlist another collaborator who, towards the end of the thread as drafts are
exchanged with finishing touches, CC’s your manager to show that the work is completed. Seeing the lack of
professionalism in your exchanges with the previous collaborator when trying to assess what discipline may
be necessary, your manager now sees that you must share some of the blame for your poor communication
choices.

Of course, netiquette requires that you be careful with whom you CC on messages. Often managers will be
interested in what’s going on with certain projects and would like to be CCd to be kept in the loop. In such
cases, clarify with them to what extent they want to see the progress; CC’ing them on every little exchange will
just waste their time and annoy them by flooding their inbox. Involving them only when important milestones

are met, however, will be much appreciated.
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2.2.3: Considering Your Relationship to the Audience
and Their Position

Just as you might wear your best clothes for an important occasion like a job interview or wedding, you
must respectfully elevate the formality of your language depending the perceived importance of the person
you’re communicating with. As said above, if you’re writing to your manager about something very important,
something that will be read closely perhaps by many people, you would be more careful to write in a
professional style and fully proofread your email than you would if you were writing a co-worker who doesn’t
really care about the odd spelling mistake. Employers or clients are judgmental and will pigeonhole you as
sloppy and careless about details if you send them a poorly written email, whereas all employers want to
see that their employees are detail-oriented for the money they’re paying them, especially if the employees’
writing is representing the company to clients and other stakeholders (Wiens, 2012). Ultimately, you don’t
want to embarrass yourself and lose out on professional opportunities with glaring writing mistakes that more
thorough proofreading could have caught.

Formality in writing requires correct grammar and punctuation, whereas more casual writing takes liberties
such as using sentence fragments and contractions. If writing to a friendly co-worker a quick information-
sharing email, for instance, you might say, “Just a quick heads-up: don’t forget to submit your travel expenses
to Brenda in HR by 4:30 today.” The first clause is a noun-phrase fragment rather than an independent clause
with a subject (“I...”) and predicate (“... am sending you ...”), it contains colloquialisms such as “heads-up”
(meaning “forewarning” or “reminder”), the contraction “don’t” shortens “do not,” and the initials “HR”
are shorthand for “the Human Resources department.” Of course, your audience knows how to interpret all
of this and will appreciate the conciseness of the message because it shaves seconds oft the reading process,
respecting their time. If you were the administrative assistant to an important manager, however, you may want
to be more formal, courteous, correct, and yet still concise by saying “Please submit your travel expenses to
Brenda in HR by 4:30pm today.” Formality conveys respect.

Formality in writing also involves carefully selecting words that are slightly fancier than the colloquial
(“informal”) words you would normally use in everyday situations. Word choice is called “diction” and, if it
requires that you use a thesaurus to find words with meanings equivalent to the simpler words that come to
mind (called “synonyms”), then always use a dictionary to ensure that the synonym is the correct choice in
the context you’re using it. When writing a relatively non-judgmental co-worker whom you’ve become good
friends with, you tend to write more casually with plain words that are possibly even slightly slangy for comic
effect. When writing someone higher up in your organization’s hierarchy, however, you would probably choose
slightly fancier words along the formality spectrum, yet not so fancy as to come off as pretentious and trying to
make them feel stupid by forcing them to look them up in the dictionary. Such obfuscation wouldn’t be reader-

friendly and accomplish the basic communication goal of being understood, as you might realize right now
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if you don’t know what the word obfuscation means (it means the act of intentionally making your meaning

unclear to confuse your audience).

On most occasions, especially with customers, you want instead to strike a balance with a semi-formal style

somewhere between overly formal and too casual. Your writing should read much like you talk in conversation,

although it must be grammatically correct.

Table 2.2.3: Word Choices along the Formality Spectrum

Informal / Slang

kick off

cut off

put off

awesome / dope
crappy / shoddy

flaunt

find out

goup

fess up / come clean
mull over

bad-mouth / put down
plus

jones for

put up with

leave out / skip

give the go-ahead / greenlight
loaded / well-heeled
deal with

pronto / a.s.a.p.

muddy

Semi-formal / Common
begin / start
end

delay

good

bad

show

discover

rise

admit

consider
insult / belittle
also

need

endure / suffer
omit

permit
wealthy / rich
handle

now

confuse

Formal / Fancy
commence
terminate
postpone
positive
negative
demonstrate
ascertain
increase

confess
contemplate
denigrate
moreover
require

tolerate

exclude
authorize
affluent / monied
manage
immediately

obfuscate

2.2.4: Considering Your Audience’s Level of
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Knowledge

A key preparatory step whenever sharing information is to gauge approximately how much your audience
knows about the topic you’re writing about so that you provide no more and no less information than is
necessary. This benefits both them and you. A safe assumption with everyone you deal with in professional
situations is that they’re busy and don’t have time to read any more than they need to. If you over explain a
topic in an email, you make the double mistake of wasting the reader’s time and insulting them by presuming
their ignorance. Besides getting on their bad side, this becomes a triple mistake considering the time yox wasted
in writing more than you had to.

On the other end of that spectrum, writing too little because you’ve incorrectly assumed that your audience
knows what you know also inconveniences them and maybe puts you on their blacklist. A lack of necessary
information in a message ultimately leads to either errors due to confusion or wasted time from having
to respond with requests for clarification or, worse, damage control because your reader acted on
misunderstandings resulting from your miscommunication; either way, the goal of communication (for the
receiver to understand information as it was understood by the sender) isn’t met by the message. If you email
an older client describing a procedure for how to connect with you by video conference using a favourite online
application but omit mention of your correspondent needing to download software from the application
website prior to the conference call—a detail you just assumed everyone knows about web conferencing
software as common as Skype—you not only cause costly delays, but you also make the client feel stupid and
reluctant to deal with you for not being tech-savvy enough.

Appropriately gauging your audience’s level of knowledge extends to the language you use. Every profession
has its jargon, which is the specialized vocabulary, shorthand code words, and slang that you use amongst
colleagues with the same discipline-specific education as you. Jargon saves time by making elaborate
descriptions unnecessary, so it’s useful among people who speak the same language. But some professionals
err by using jargon with customers and even employers who don’t know the lingo. At worst, this puts those
audiences in the uncomfortable position of feeling ignorant of something perhaps they should know about,
leading to confusion; at best it leads to opportunities for educating those audiences so they can use the same
jargon with you. A legal professional, for instance, is necessary to help navigate someone through an unfamiliar
court process and the bewildering legal terminology in documents related to it. But that professional must be
able to translate that difficult legal language into familiar terms that the uninitiated can easily understand.

Besides using plain language, effective document design can also help aid understanding for those who may
have difficulty with reading comprehension, as well as for those who are competent professionals but are just
busy. When explaining a procedure, for instance, using a numbered list rather than a paragraph description
helps the reader skim to find their spot when going back and forth between your instructions and performing
the procedure itself. For instance, if you’re explaining how to find the date of a webpage if one is not indicated

on the page itself:
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1. Go to google.com or place your cursor in the search bar of a Chrome browser tab.

2. Write “inurl:” in the search bar and paste the URL of the webpage you want the date for from
“www.” onward.

3. DPaste “&as_qdr=y15” at the end of the Google search URL.

4. Hit your Enter key and the date that the webpage was last updated will appear in grey on the third

line of the first result.

is so much easier for your reader to follow than:

First, go to google.com or place your cursor in the search bar of a Chrome browser tab, write “inurl:” in
the search bar, and paste the URL of the webpage you want the date for from “www.” onward. Next, paste
“&as_qdr=y15” at the end of the Google search URL, then hit your Enter key. The date will appear in grey on
the third line of the first result.

When the reader flips between the three browser tabs involved in this operation, the numbered list in one of
them (perhaps an email tab) allows them to easily find where they left off when they go back to the email tab
to follow the next step.

Brief, bolded headings and subheadings for discreet topics within a document also help orient readers
looking for specific information, as you can see from scanning through this textbook. If this chapter contained
no such headings and instead was just a ream of paragraphs like in a novel, finding this section using the Table
of Contents and index alone would probably double or triple the time it takes to narrow down where it begins
and ends. Again, if there are choices to be made and work to be done to make the reader’s job of understanding
your meaning as you intend it easier, it’s on you to do that work. You don’t want them to miss vital information

merely because you buried it as a common brick in a wall of text.

2.2.5: Considering Your Audience’'s Demographic

The previous subsection explained the necessity of gauging your audience’s level of education in a given subject
area, and that extends to their more general level of education as well as other demographic factors such as
age. Depending on your profession, you may have to deal with people of all ages and levels of education from
elementary school children to world-wise retirees. A dental hygienist, for instance, adjusts their language from
being simple with an overly enthusiastic, over-the-top friendly and reassuring tone with a child client in the
dentist chair one moment, then switches in the next to using more technical vocabulary in a matter-of-fact
yet still-friendly tone with an older client who has had years of dentist-chair lectures enough to know what
“excessive plaque buildup at the gumline” means.

Sometimes judging levels of understanding can be difficult and lead to trouble when done in error, so tact
and emotional intelligence is essential. Speaking to an elderly person as you would a child because you assume

they’ve fallen into feeble-minded senility when they are indeed still sharp as a tack can be downright insulting
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to them. Don’t be surprised if your condescension is met with sassy kickback if you make that mistake. But
if you speak to an elderly person as you would a middle-aged adult despite their having severe hearing loss
and undiagnosed early-onset dementia, this will also lead to failures in communication and understanding. So,
what are we to do, then?

The key to gauging the level of one’s understanding if it could be either expert or clueless is always to begin
communication with a mid-level diction and conversational tone in your opening message, then adjust based
on the feedback message, which includes both a verbal or written response and nonverbals (if communicating
in person). In person, nonverbal feedback such as a briefly furrowed brow of confusion helps to determine if
a message has gone over the receiver’s head even if they misleadingly say they understood just to save face. A
slight eyeroll subtly informs you that you’ve started off too basic and need to jump up to a more advanced
level. Sometimes you can even “see” these expressions in writing by reading between the lines of a response that
indicates a more advanced understanding than you assumed.

If your correspondent’s writing style similarly betrays a lack of lack of education—for whatever
reason—through numerous grammatical, spelling, and punctuation errors, then you know to adjust your own
style to use more plain expressions accommodating someone with a more basic reading level. In such cases, be

understanding rather than assume that the person is merely dim-witted. They could be:

* Extremely intelligent but English is their second or third language and they’re still getting the hang of it

* Extremely intelligent at some things but just not at writing

* Very young and still learning how to write

* Very old and either out of practice or losing their faculties

* Functionally illiterate, as is the case with 2 out of 5 Canadian adults (Conference Board of Canada,
2013)

* Affected by any number of learning disabilities of varying severity

* Good writers and smart, but in a terrible rush

Unless you know otherwise, you can guess at any of the above explanations (or a combination of them) before
responding, but never respond assuming one of them to be the case. Rather, respond without judgment to
someone who writes poorly, but do so in a plain, accessible style using familiar words and fully explain your
topic.

Being nonjudgmental as well as respectful towards those of different cultures and religious beliefs is also
key to effective communication. If you are committed to a belief system yourself, never assume that everyone
else shares your views or is wrong for believing otherwise. Even if you are not religious per se, you still have
a belief system shaped by the culture in which you developed. Everyone’s belief system is the result of life
experiences that differ from those of others; unless that system drives them towards anti-social behaviour or
even violence, nothing is wrong with holding those beliefs as far as you’re concerned. The success of Canada’s

multicultural society depends on the tolerance and understanding between citizens. In your writing, always
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be understanding towards others’ beliefs; don’t belittle or insult them. If someone writes you to say that they
will be absent because of a Muslim holiday you had no idea about, for instance, use this as an opportunity to
learn something about that holiday so you can say, for instance, “Eid Mubarak” at the end of your message to

maintain goodwill.

Key Takeaways

Knowing your audience by their size, position relative to you, knowledge of your topic,
g and demographic helps you craft your message content and style to meet their needs.

Exercises

1. List at least three demographic traits that apply to you. How does belonging to these

demographic groups influence your perceptions and priorities? Share your thoughts with
your classmates.

2. Recall a time when you started a new job and learned the jargon of the
workplace—words that the general public wouldn't know the meaning of, or at least the meanings
you attached to them. Write a glossary listing as many such jargon words as you can along with
their definitions (how you would explain them to the public). Share a few with the class. (If you've
never been employed, use a volunteer, sports, or other group activity you've engaged in.)

3. Review the last email you wrote. Is it written formally or informally? If informal, revise it so that it
is more formal as if you were to send it to a manager or client; if formal, revise it so that it is more
informal as if you were to send it to a trusted co-worker. (If you want your most recent email to
remain private, search back for one you wouldn't mind sharing. Include the original email in your
submission.
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2.3: SELECTING APPROPRIATE CHANNELS

Learning Objectives

}4. Distinguish between communication channels to determine which is most appropriate
C for particular situations.

5. Plan, write, revise, and edit short documents and messages that are organized,
complete, and tailored to specific audiences.

Throughout this chapter we’ve been considering messages sent via email because it is the most common
channel for written business messages. However, many professionals make the mistake of sending an email
when another channel (e.g., a verbal rather than a written one) would be more appropriate for the situation and
the audience. If you had to deal with inappropriate behaviour in the workplace, for instance, the right thing
to do is discuss it in person with all involved because conflict resolution requires social intelligence informed
by all the verbal and nonverbal information you can gather from them. You could follow up with an email
summarizing a remedial action plan reached through constructive dialogue, but you would never deal with the

situation by email alone.

Addressing sensitive situations
exclusively by email (or, even worse, text
message) tends only to intensify a conflict.
Email or messaging can’t possibly address

Ithe emotional complexity of a toxic

_situation and usually results in costly delays
'given the time lag between responses.
Tensions also tend to escalate when people
have the time to read too much into emails
and text or instant messages about sensitive
topics, misinterpret their tone, and write
angry or passive-aggressive ones in return.

(Many people tend to lack filters when writing electronically in a state of heightened emotion because they feel

relatively free to express the internal monologue that they would otherwise restrain if in the physical company
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of the person they’re writing to.) Recognizing that email is only one channel on a spectrum of other options,
however, and that others would be more efficient in certain situations, can save plenty of hassle from knee-jerk
reliance on one favoured or comfortable channel.

Between traditional and rapid electronic media, we have more choice for communication channels than
ever in human history. Each has its own unique advantages and disadvantages that make it appropriate or
inappropriate for specific situations. Knowing those pros and cons, summarized in Table 2.3 below for a dozen
of the most common verbal and written channels available, is necessary for being an effective communicator in
the modern workplace. Choosing channels wisely can mean the difference between a message that is received
and understood as intended (the goal of communication), and one that is lost in the noise or misunderstood in

costly ways.

Table 2.3: The Spectrum of Common Workplace
Communication Channels

. In-person conversation and group meeting

e Email

* Instant / Text message
* Tweet

* Instagram

* Article, essay, or blog

* Letter

* Memo

* Report / PowerPoint
* Fax

* Phone, VoIP, voicemail, and conference calls

* Video chat and web conference
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Channel: In-person conversation and group meeting

exchange of ideas
Maintains the human
element lacking in
most other channels
Additional
participants can join
for group discussion

recording equipment
is use

monologue or shallow,
superficial exchanges
A dynamic speaking
ability is required to
engage audiences

Advantages Disadvantages Expectations Appropriate Use
* The most * Requires that speakers ¢ Audience must be * Quickly exchange

information-rich travel to be physically present and attentive ideas with people close
channel combining in the same space rather than distracted
words and nonverbal together by their mobile Visually communicate
messages * Some people are poor technology or to complement your
Dialogue facilitates listeners and some are multitasking words
immediate poor speakers ¢ Use for genuine Add the human
back-and-forth * Impermanent unless dialogue rather than element in discussing

sensitive or
confidential topics
that need to be
worked out through
dialogue




Channel: Email
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Advantages

Delivers messages .
instantly anywhere in

the world to anyone

with an internet

connection and email
address you have

Sends to one or many
people at once,

including secondary
audiences CCd or

BCCd .
Allows you to attach
documents up to

several megabytes in

size or links to any .
internet webpages

Allows for a

back-and-forth thread

on the topic in the

subject line .
Archives written
correspondence for

review even decades

later

Can be done on any

mobile device with an
internet connection

Is free (beyond your
subscription fees to an i
internet or phone

provider)

Is somewhat

permanent in that

emails exist

somewhere on a server .
even if deleted by both

sender and receiver

Disadvantages

Gives the illusion of
privacy: your messages
can be forwarded to
anyone, monitored by
your company or an
outside security
agency, retrieved with
a warrant, or hacked
even if both you and
receiver delete them
Can be slow when
used for
back-and-forth
dialogue

Tone may be misread
(e.g., jokes
misunderstood) due
to the absence of
nonverbal cues

May be sent
automatically to the
recipient’s spam folder
or otherwise
overlooked or deleted
without being read
given the volume of
emails some people get
in a day

Subject to errors such
as hitting “send”
prematurely or
replying to all when
only the sender should
be replied to

Subject to limits on
document attachment
size

Subject to spam
(unsolicited emails)
Regretted emails can’t
be taken back or
edited

Requires a working
internet connection
on a computing
device, which isn’t
available everywhere
in the world

Expectations

Reply within 24
hours, or sooner if
company policy
requires it

Follow conventions
for writing a clear
subject line;
salutation; message
opening, body, and
closing; closing
salutation, and
e-signature
Netiquette: be as kind
as you should be in
person; don’t write
emails angrily

Edit to ensure
coverage of the subject
indicated in the
subject line with no
more or less
information than the
recipient needs to do
their job

Proofread to ensure
correct grammar,
punctuation, and
spelling because errors
compromise your
credibility

Avoid confusion due
to vagueness that
requires that the
recipient respond
asking for clarification

Appropriate Use

* Quickly deliver a
message that doesn’t
need an immediate
response

* Send a message and
receive a response in
writing as evidence for
tuture review (lay
down a paper trail)

* Use when
confidentiality isn’t
necessary

* Send electronic
documents as
attachments

* Send the same message
to several people at
once, including
perhaps people whose
email address you
need to hide from the
others (using BCC) to
respect their
confidentiality
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Channel: Instant/ Text message

Advantages Disadvantages Expectations Appropriate Use

exchange of concise
written messages
Can be done quietly
so as to not be
overheard
Inexpensive
Autocomplete feature
helps achieve
efficiencies in typing
speed and spelling
Nonverbal characters
such as emojis can
clarify tone

Plenty of instant
message applications
are available, such as
Facebook Messenger,
Google Talk,
WhatsApp, and
SnapChat

human contact when
telephone or in-person
communication is
available and more
appropriate
Encourages
informality with lazy
abbreviations,
initialisms, and
acronyms

Even with
autocomplete, typing
with thumbs alone
can be slower than
using 10 fingers on a
desktop or laptop
computer

Concise text alone can
be misinterpreted for
tone when used to
summarize complex
ideas

Other nonverbals such
as emojis help clarify
tone, but also
undermine credibility
if used in professional
situations

Give the illusion of
privacy: texts exist on
servers and can be
retrieved even if
deleted by both sender
and receiver

Mobility and
portability of texting
devices tempt users
with poor impulse
control to text
dangerously while
walking or driving, or
rudely in front of
people talking to them

* Enables the rapid ¢ Often used to avoid * Respond immediately

or as soon as possible,
since the choice to text
or IM is usually for
rapid exchange of
information

Be patient if the
recipient doesn’t
respond immediately;
they may be busy with
real-life tasks
Proofread when used
for professional
purposes as confusion
due to writing errors
can be costly when
acted upon
immediately

Use only when able;
never text when
driving because the
distraction turns your
vehicle into a lethal
weapon; never text
when walking because
you get in people’s
way, hit obstacles
yourself, and look like
a slave to technology

* Use for exchanging

short messages quickly
with someone
physically distant

Get an information
exchange in writing
for reference later

Use when
confidentiality isn’t
important
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Channel: Tweet

Advantages Disadvantages Expectations Appropriate Use

Able to reach a large
audience of social
media users for
promotion using
hashtags and by
developing a following
Able to broadcast
real-time updates
accessible on
smartphones

Able to send and reply
to direct messages
rapidly (like texting
and instant
messaging)

The 280-character
limit (previously 140
before 2018) on
tweets encourages
conciseness

Able to link people to
webpages for more
information

The 280-character
limit forces concision
often leading to
confusing initialisms,
abbreviations, and
word omission

Strike a balance in
posting
frequency—not too
seldom, not too often
Be concise but also
clear and
grammatically correct
Maximize potential by
using hashtags and
links to usher readers
towards further
information

Broadcast information
in real time to a broad
range of users

Use when
confidentiality isn’t
important
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Channel: Instagram

Advantages

* Instagram for Business
provides branding
visuals for interested
customers, especially
millennials

¢ Allows customers to
respond in real time

Disadvantages

* The audience is largely
limited to a younger
demographic with
limited spending
power

* Means of expression is
limited to photos and
brief captions

* Can undermine
professional credibility
if used for selfies,
which make you
appear juvenile and
overly self-involved

* Inconvenient if
posting and managing
an account from a
laptop or desktop
computer rather than
a smartphone

¢ Doesn’t provide an
easy way to link to a
company website to
provide audiences
with further
information

* Contributestoa
platform seen to be
the worst for mental
health (Royal Society
for Public Health,
2017)

Expectations

¢ Use for providing
visuals of company
products or services
rather than for
individual
self-promotion with
selfies

* Strike a balance in
posting
frequency—not too
seldom, not too often

* Include as part of a
marketing mix that
includes other social
media such as
Facebook and Twitter

Appropriate Use

* DPost company photos
to reach younger
demographics
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Channel: Article, essay, or blog

* Shows respect

through formality and
effort

Ensures
confidentiality when
sealed in an envelope
and delivered to the
recipient’s physical
address (it is illegal to
open someone else’s
mail)

Can introduce other
physical documents
(enclosures)

Slow to arrive at the
recipient’s address
depending on how far
away they are from the
sender

Can be intercepted or
tampered with in
transit (albeit illegally)
Can be overlooked as
junk mail

Time consuming to
print, sign, seal, and
send for delivery

Mail postage is costlier
than email

Follow conventions
for different types of
letters (e.g., block for
company letters,
modified block for
personal letters) and
providing the sender’s
and recipient’s
address, date, recipient
salutation, closing
salutation, and
author’s signature
Use company
letterhead template
when writing on
behalf of your

organization

Advantages Disadvantages Expectations Appropriate Use
* Able to writeatlength ¢ Tend to be * Organize with a clear ¢ Articulate thoughts
about any topic and monologues without topic thesis and on topics that require
reach a potentially the possibility of support it with a lengthy development
large online audience feedback logical flow of
as a blog or article People with short convincing arguments
published in an online attention spans tend built around credible
media outlet to avoid large chunks evidence
Can allow dialogue if of text Edit and proofread to
a comments section is Some tend to be wary ensure correctness,
enabled below if of blogs because they conciseness, and
posted online are a genre reader-friendly flow
overpopulated by Enable comments for
people’s ill-formed feedback and dialogue
opinions
Channel: Letter
Advantages Disadvantages Expectations Appropriate Use

* For providing a

formal, permanent,
confidential written
message to a single
important person or
organization

Ideal for job
applications (cover
letter), persuasive
messages (e.g.,
fundraising
campaigns), bad-news
messages, matters with
possible legal
implications (e.g.,
claims), and responses
to letters

For non-urgent
matters
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Channel: Memo

Advantages

Provides a written
record of group
decisions,
announcements,
policies, and
procedures within an
organization

Can also be a format
for delivering small
reports (e.g.,
conference report)
and recording
negotiating terms in
agreements between
organizations (e.g.,
memo of
understanding)

Can be posted on a
physical bulletin
board and/or emailed

Disadvantages

* Requires a good

archiving system to
make memos easily
accessible for those
(especially new
employees) needing to
review a record of
company policies,
procedures, etc.

Expectations

Use template with
company letterhead
Follow the same
conventions as email,
except omit the
opening and closing
salutations and
e-signature

Appropriate Use

For a written record
for decisions,
announcements,
policies, procedures,
and small reports
shared within an
organization

Post a printed version
on an office bulletin
board and email to all
involved

Channel: Report / PowerPoint

Advantages

* Allows presentation

of a high volume of
information
presenting research
and analysis

Can take various
forms such a
document booklet or
proposal for reading
alone or PowerPoint
for presenting

Disadvantages

Time-consuming to
write with proper
research
documentation and
visual content, as well
as to prepare for
(presentations)
Time-consuming for
the busy professional
to read or an audience
to take in
Presentations can bore
audiences if not

engaging

Expectations

Follow conventions
for organizing
information according
to the size of the
report, audience, and
purpose

Augment with visuals
Engage audiences with
effective oral delivery
and visual appeal

Appropriate Use

* For providing

thorough business
intelligence on topics
important to an
organization’s
operation

For internal or
external audiences
For persuading
audiences with
well-developed
arguments (e.g.,
proposal reports)




23: SELECTING APPROPRIATE CHANNELS | 69

Channel: Fax

Advantages Disadvantages Expectations Appropriate Use
* Fast delivery of letters * Limited to 8.5x11” * Keep it short * For sending forms or
and forms formats * Use only if required in work orders in
* Allows the use of * Expensive for the an industry that still industries that still use
company letterhead purchase of fax favours fax fax (e.g., health care)

machines and paper
rolls that need regular
replacing

* Possibly expensive if
long-distance phone
charges apply

* Few people use fax
and a dwindling
number of businesses
still use them
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Channel: Phone, VolIP, voicemail, and conference calls

Advantages Disadvantages Expectations Appropriate Use

Enables audio-only
dialogue between
speakers anywhere in
the world

Quick back-and-forth
saves time compared
to written dialogue by
email or text

Can send one-way
voicemail messages or
leave them when the
recipient isn’t available
Can be conducted
cheaply over the
internet (with Voice
over Internet
Protocol) and easily
on smartphones
Specialized phone
equipment and VoIP
enable conference calls
among multiple users

Absence of nonverbal
visual cues can make
dialogue occasionally
difficult

The receiver of a call
isn’t always available,
so the timing must be
right on both ends; if
not, availability
problems lead to
“phone tag”

Time zone differences
complicate the timing
of long-distance calls
Possibly expensive for
long-distance calls
over a public switched
telephone network
(PSTN) if VoIP isn’t
available

Not always clear how
long you have to leave
a voicemail message,
running the risk of
being cut off if your
message runs too long
Recording of
conversations is
typically unavailable
unless you have special
equipment

Follow conventions
for initiating and
ending audio-only
conversation

For voicemail, strike a
balance between
brevity and providing
a thorough
description of the
reason for the call and
your contact
information

Record a professional
call-back message for
voicemail when not
available to take a call
Respond to voicemail
as soon as possible
since you were called
with the hope that
you would be available
to talk immediately
Be careful with
confidential
information over the
phone, and don’t
discuss confidential
information via
voicemail

For when quick
dialogue is necessary
between speakers
physically distant
from one another
Conference call when
members of a team
can’t be physically
present for a meeting
Use VoIP to avoid
long-distance charges
Leave clear voicemail
messages when
receivers aren’t
available

When a record of the
conversation isn’t
necessary

When confidentiality
is somewhat
important
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Channel: Video chat and web conference

Advantages

¢ Enables face-to-face
one-on-one or group
meetings for people
physically distant
from one another
(anywhere from across
town to the other side
of the planet)

* Allows participants to
see nonverbals that
would be unseen in a
phone conference
meeting

* Can be integrated into
a real in-person
meeting to include
physically absent
members

* Inexpensive with
common applications
such as Skype,
FaceTime (for Apple
devices), and Google
Talk

* Cheaper than flying
people around to
conduct routine
meetings

Disadvantages

* Connection problems
often result in poor
audio quality (cutting
in and out) and
split-second delays
that result in
misleading nonverbal
cues and participants
talking over one
another

* Enterprise
applications improve
functionality but for a
cost

Expectations

Requires a high-speed
internet connection,
microphone, and
webcam all in good
working order
Requires that
participants be as
present and
presentable (at least
from the waist-up) as
they would be for an
in-person meeting
Participants must
control their
background
surroundings,
especially when web
conferencing from
home, to avoid
interruptions

Appropriate Use

* For when in-person
meetings are necessary
but participants are in
different physical
locations

* Often used for job
interviews when
participants cannot
conveniently attend in
person

Choosing the correct communication channel on the spectrum of options using the criteria above involves

a decision-making process based on the purposes of the communication, as discussed earlier in this chapter.

Factors to consider include convenience for both the sender and receiver, timeliness, and cost in terms of both

time and money. When choosing to send an email, for instance, you:
% g Yy

Begin with the thought you need to communicate

2. Decide that it must be in writing for future reference rather than spoken

Consider that it would be more convenient if it arrived cheaply the instant you finished writing it and

hit Send

4. Want to give the recipient the opportunity to respond quickly or at least within the 24-hour norm

Decide that it would be better to send your message by email rather than by other electronic channels

such as text, instant message (because you have more to say than would fit in either of those formats), or
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fax because you know the recipient prefers email over fax, as do most people and all but a few

professional fields.

All of these decisions may occur to you in the span of a second or so because they are largely habitual. Figure

2.3 charts out that decision-making process for selecting the most appropriate channel among the 12 given in

Table 2.3 above.

Text/
instant
message

Article /
Essay /
Blog

Be silent /
do nothing

PowerPoint

Talk to

them in

person
)

Figure 2.3: Channel Selection Process Flow
Chart

Click here for an interactive and accessible
version of the Channel Selection Flow Chart

We will examine the uses, misuses, conventions, and
implications of these channels in the chapters ahead,
especially Chapters 6-7 on written documents in
Unit 2 and Chapters 10-11 on oral communication

in Unit 3. For now, however, let’s appreciate that

choosing the right channel at the outset of the writing process saves time—the time that you would otherwise

spend correcting communication errors and doing damage control for having chosen the wrong one for the

situation at hand. If you find yourself forced to meet someone in person to deal with the damage wrought by a

toxic email exchange before moving forward, just think how you would be into the next steps if you had

skipped the email war and met in person to deal with the situation like adults in the first place.

Key Takeaway

Choose the most appropriate communication channel for the occasion by taking into

account the full spectrum of traditional and electronic means, as well as your own and
‘ your audience’s needs.


https://forms.office.com/Pages/ResponsePage.aspx?id=JNkb7GoKqUqqicmAMWwESWx-bsAEhm5Jh7fCDiEBByVUOUUzQ09SRU9XMlZKTjlKTzBHRUNWUkVUVS4u
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/'Identify the most appropriate channel for communicating what's necessary in the given

— situation and explain your reasoning.
1. You come up with a new procedure that makes a routine task in your role in the
organization quicker and easier; praise for your innovation goes all the way up to the
CEO, who now wants you to meet with the other employees in your role in the seven other branch
offices across the country to share the procedure.
2. A customer emails you for a price quote on a custom job they would like you to do for them. (Your
company has a formal process for writing up quotes on an electronic form that gives a price
breakdown on a PDF.)
3. You are working with two officemates on a market report. Both have been bad lately about
submitting their work on time and you're starting to worry about meeting the next major milestone
a few days from now. Neither has been absent because you can see them in their offices as you walk
by in the hallway.
4. You are about to close a deal but need quick authorization from your manager across town about
a certain discount you would like to apply. You need it in writing just in case your manager forgets
about the authorization or anyone else questions it back at the office.
5. Your division recently received word from management that changes to local bylaws mean that a
common procurement procedure will have to be slightly altered when dealing with suppliers. Your
team meets to go over the changes and the new procedure, but you need to set it down in writing
so that everyone in attendance can refer to it, as well as any new hires.
6. You have a limited amount of time to discuss a potential funding opportunity with a colleague in
another city because the proposal deadline is later in the week and it's almost closing time in your
colleague’s office. You'll have to hammer out some details about who will write the various parts of
the proposal before you get to work on it tonight.
7. You were under contract with a local entrepreneur to perform major landscaping services. Near
the end of the job, you discovered that he dissolved his company and is moving on, but you haven't
yet been paid for services rendered. You want to formally inform him of the charges and remind him
of his contractual obligations; in doing so you want to lay down a paper trail in case you need to take
him to court for breach of contract.
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CHAPTER 3: THE WRITING PROCESS Il
RESEARCHING

Jordan Smith

Chapter Learning Objectives

1.
2.
3.
4.

Determine the appropriate research methodology that meets the needs of the audience.

Distinguish between formal and informal research.

Quote source text directly with accuracy and correct punctuation.

Use effective reading strategies to collect and reframe information from a variety of written

materials accurately.

5. Locate, select, and organize relevant and accurate information drawn from a variety of sources
appropriate to the task.

6. Integrate and document information using commonly accepted citation guidelines.

Once you've identified your purpose for writing, profiled your audience, and selected the appropriate channel
(Stage 1 in the writing process covered in Ch. 2 above), next you must gather the information that your
audience needs. From the shortest informative email to the sprawling analytical report, most professional
messages involve relaying information that was looked up—that is, they involve research. Employers value
employees who are resourceful, whose research skills go well beyond Google-searching on the internet and
focusing on the top few results like anyone can do. Whether such in-demand employees get the needed
information from a print book in a library, a manual from a database on a company intranet, an article from
a subscription database on the internet, or simply by asking a reputable authority such as a veteran co-worker,
they prove their value by knowing where to find valuable information, how to use it appropriately, and how to

document it if necessary.
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Researching 2.1

Selecting a
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Figure 3: The four-stage writing process and Stage 2 breakdown

* 3.1: Choosing a Research Methodology

* 3.2: Locating Credible Sources

* 3.3: Collecting Sources by Reading with a Purpose

* 3.4: Using Source Text: Quoting, Paraphrasing, and Summarizing
* 3.5: Documenting Sources in APA, MILA, or IEEE Styles



3.1: CHOOSING A RESEARCH
METHODOLOGY

Learning Objectives

@

1. Determine the appropriate research methodology that meets the needs of the

audience.
2. Distinguish between formal and informal research.

5. Locate, select, and organize relevant and accurate information drawn from a variety of sources
appropriate to the task.

The first step in research is to know what the situation calls for in terms of the formality or rigour of research
required. Although formal research carefully documents sources with citations and references, most messages
relay informal research such as when you quickly look up some information you have access to and email it to
the person who requested it. Either way, you apply skills in retrieving and delivering the needed information to
meet your audience’s needs, often by paraphrasing or summarizing, which are extremely valuable skills coveted
by employers. Knowing what research type or “methodology” the situation calls for—formal or informal
research, or primary or secondary research—in the first place will keep you on track in this still-preliminary
stage of the writing process.

The research methodology where you look up information and deliver the goods in an email answering
someone’s question without needing to formally cite your sources is informal research. It is by far the most
common type of research because any professional does it several times a day in their routine communication
with the various audiences they serve. Say your manager emails asking you to recommend a new printer to
replace the one that’s dying. You’re no expert on printers but you know who to ask. You go to Erika, the admin.
assistant in your previous department, and she says to definitely go with the Ricoh printer. You trust what she
says, so you end your research there and pass along this recommendation to your manager. Now, because your
source for the information, whom you don’t necessarily need to identify in informal research, was relatively

subjective and didn’t explain in full why the Ricoh was better than all the other models available, you can’t



78 | 3.1 CHOOSING A RESEARCH METHODOLOGY

really have 100% confidence in the recommendation you pass along. This type of research will do in a pinch
when you’re short on time and your audience doesn’t need to check your sources.

Formal research, on the other hand, takes a more systematic approach and documents the sources of
information compiled using a conventional citation and reference system designed to make it easy for the
audience to check out your sources themselves to verify their credibility. Formal research is more scientific
in discovering needed information or solving a problem, beginning with a hypothesis (your main idea when
you begin, which, in the case above, could be that the Ricoh might be the best printer), and then testing that
hypothesis in a rigorous way. In this case you would come up with a set of criteria including certain features
and capabilities that you need your printer to have, cost, warranty and service plan, availability, etc. Next you
would look at all the accessible literature on the printers available to you, including the product webpages and
spec manuals, customer reviews from other vendors, and reviews from reputable sources such as Consumer
Reports, which gets experts to test the various available models against a set of criteria. Finally, you could test
the printers yourself, score them according to your assessment criteria, rank the best to worst, and report the
results.

Formal research obviously requires more time, labour, practice, skill, and resources in following a rigorous
procedure. In the case of the printer research above, having a subscription to Consumer Reports gives you
access to valuable information that not everyone has. (If you simply Google-searched “best office printer,” you
may get a Consumer Reports ranking as one of your top results, but when you follow the links, you’ll get to
a subscription pricing page rather than the list you’re looking for. A large part of the internet exists on the
other side of paywalls.) If you’re a college student, however, you can access Consumer Reports via your college
library account if its journal and magazine databases include Consumer Reports, search for office printers, and
get a handy ranking of the latest multifunctional printers for the modern office. You check out their selection
criteria and determine that their number-one choice is the right printer for your needs, so you respond to your
manager with the make and model number. Finally, to prove that the recommendation comes from a reputable
authority, you cite the Consumer Reports article showing the author, year, title, and retrieval information so
that your manager can verify that you used a reputable, current source.

But why go to so much trouble? Why not just look briefly at all the options and follow your gut? Well,
your gut isn’t much help when you’re in over your head. If you’re going to spend a few thousand dollars on
the best printer, you’re going to want to do it right. You don’t want to waste money on one that has several
problems that you could have known about beforehand had you done your homework. In this case, formal
research (“homework”) protects you against preventable losses.

Like formal vs. informal research, primary vs. secondary has much to do with the level of rigor. Basically,
primary research generates new knowledge and secondary research applies it. In the above case, the authors
of the Consumer Reports article conducted primary research because they came up with the assessment criteria,
arranged for access to all the printers, tested and scored each according to how well they performed against each

criterion, analyzed the data, determined the ranking of best to worst printer on the market, and reported it in
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a published article. If you can’t conduct primary research yourself because you don’t have easy access to all the
printers worth considering, you are thankful someone else has and would even pay money for that intel.

Other forms of primary research include surveys of randomly sampled people to gauge general attitudes
on certain subjects and lab experiments that follow the scientific method. If a pharmaceutical company is
researching a new treatment option for a particular health condition, for instance, it starts in the chemistry
lab producing a compound that could be put in a pill, tests its safety on animal subjects, then runs human
trials where it’s given to as many test subjects as possible. Some are given a placebo without knowing it (making
them “blind”) by someone on the research team who also doesn’t know whether it’s the real pill or the placebo
(making the study “double blind”). Close observations of the effects on people with the condition and without,
having taken the new pill and the placebo, determines whether the new drug is actually effective and safe.
Primary research is labour-intensive, typically expensive, and may include aspects of secondary research if
referring to previous primary research.

Secondary research is what most people—especially students—do when they have academic or
professional tasks because it involves finding and using primary research. To use the printer example above,
accessing the Consumer Reports article and using its recommendation to make a case for office printer selection
was secondary research. Depending on whether that secondary research is informal or formal, it may or may
not cite and reference sources.

The easiest, most common, and most expedient research, the kind that the vast majority of informative
workplace communication involves, is informal secondary research. As when an employee sends company
pricing and scheduling information in response to a request from a potential customer, informal secondary
research involves quickly retrieving and relaying information without citing it—not out of laziness or
intentional plagiarism, but because formal citations are neither necessary nor even expected by the audience.
When you do a school research assignment requiring you to document your sources, however, and if your
manager requires you to cite the sources you used as a basis for endorsing an office printer in a recommendation
report (because it will be an expensive investment), for example, you perform formal secondary research.
In business, the latter type is best for ensuring that company resources are used appropriately and can be
supported by all stakeholders. In other words, formal secondary research is a necessary part of a business’s
due diligence. In the following section (§3.2), we will break down the labour-intensive process of building a

document around source material collected through formal secondary research.
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Key Takeaway

O

‘ Determine the most appropriate research methodology—informal or formal, primary or
secondary—for your audience and purpose depending on the level of rigour required.

Exercise

/4 1. Use your college library account to access Consumer Reports and find a report on
a product type of interest to you. Assuming that your audience’s needs are for informal
secondary research only, write a mock (pretend) email making a recommendation
based on the report’s endorsement.

2. Now, for the sake of comparing sources, search for recommendation information on the same
product type just by Googling it. What are the top search results? Going down the results list, did
you find any unbiased sources that you could use in your recommendation email? What makes these
sources biased or unbiased?
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Learning Objectives

@

5. Locate, select, and organize relevant and accurate information drawn from a variety of sources
appropriate to the task.

Once you’ve selected the appropriate research methodology, your next task is to search for sources that can
be taken seriously by your audiences and, in so doing, narrow down your topic. Research is largely a process
of sorting out the wheat from the chaff, then processing that wheat into a wholesome product people will
buy and digest. Appropriately using credible sources reflects well on your own credibility, whereas using
suspicious sources—perhaps because they were the top results of a Google-search filtered by an algorithm
informed by your search history, which may show that you haven’t been much concerned with quality
sources—undermines your own authority.

A research document full of dubious sources makes you look uneducated, lazy, flakey, or gullible at best,
or at worst conniving and deceptive. We’re in an age that some have dubbed the “post-truth era” where “fake
news” churned out by clickbait-driven edutainment outlets can be a major determining factor in the course of
history (White, 2017). Building the critical-thinking skills to distinguish truth from lies, good ideas from bad,
facts from propaganda, objective viewpoints from spin, and credible sources from dubious ones is not only an
academic or civic duty but also key to our collective survival. Learning how to navigate these perilous waters is
one of the most important skills we can learn in school.

College or public libraries and their online databases are excellent places to find quality sources, and you
should familiarize yourself with their features such as subject guides and advanced search filters. Even libraries
are populated by sources outside the realm of respectability, however, because they cater to diverse stakeholders
and interests by being comprehensive, including entertainment materials in their collections. They also have
holdings that are horribly out of date and only of historical interest. Whether in the library or on the open
internet, the only real way to ensure that a source is worth using is to develop critical thinking skills in knowing

what to look for in sorting the wheat from the chaff.
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* 3.2.1: Assessing the Credibility of Print Sources
* 3.2.2: Assessing the Credibility of Online Sources

3.2.1: Assessing the Credibility of Print Sources

Developing a good sense of what sources are trustworthy takes time, often through seeing patterns of approval
in how diligent professionals rely on certain sources for credible information. If you continue to see respected
professionals cite articles in Scientific American and The Economist, for instance, you can be reasonably assured
of those sources’ credibility. If you see few or no professionals cite Popular Mechanics or Infowars and you
also see non-professionals cite fantastic, sensational, or shocking stories from them in social media, you have
good reason to suspect their reliability. The same goes for sources regarding certain issues; if 97% of relevant
scientists confirm that global climate change results from human activity (Cook et al., 2016), for instance,
sources representing or championing the 3% opposition will be seen as lacking credibility. Patterns of source
approval take time to track, but you can count on many more immediate ways of assessing credibility in the
meantime.

The following indicators are worth considering when assessing print sources (and some online sources, but

we will deal with them separately after) because they usually all align in credible sources:

* Author credentials: If the author is identified by name and credentials, you can verify whether they are
expert enough on the topic to be a credible authority.

° Generally, the higher the credential or industry position an author holds, the more credible you can
expect them to be. An author with a PhD (doctoral credential) in psychology will be a credible
authority on matters of psychology because they have legitimate expertise. A talk-show host, on the
other hand, lacks credibility and expertise on such topics since they don’t have the same years of
focused study, training, and clinical practice in the field. The PhD is a more advanced credential
than a master’s degree, which is more advanced than an undergrad (four-year bachelor’s) degree,
which is more advanced than a college diploma or certificate, which is more advanced than a high
school diploma. In the absence of more detailed information, you can roughly gauge how credible
an authority someone is on a topic based on where they fall on that spectrum of education.

o Years of successful industry experience is also a trustworthy credential. If the author of a trade
journal article has 35 years of experience in the industry, 20 of those as an owner of a thriving
business, you can expect expert knowledge from them if their topic is on matters directly related to
their profession.

o Likewise, a blogger can only be taken seriously if they are a working professional writing about
their work and shouldn’t be relied on outside of their area of expertise.

> A blogging hobbyist might have some interesting things to say, but without expert training and
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credentials, their word doesn’t carry much weight. If a backyard astronomer discovers something
major in the night sky, for instance, it takes verification and systematic cataloguing from
credentialed astronomers employed by renowned institutions before the discovery is considered

real.

* Currency: Depending on the topic, how recently the source was published can be a key indicator of
credibility.

° A book on communications technology from 1959 is no longer a relevant authority on
communications because technology has changed so much since then. A 1959 writing guide such
as Strunk and White’s Elements of Style, however, is mostly still relevant because we still value its
advice on writing concisely and because language hasn’t changed drastically since then. (More
recent editions have dispensed with outdated advice like using masculine pronouns exclusively
when referring to writers, however, since we now value writing that’s not gender-exclusive, as
discussed in §2.2.1 above).

° In technology fields generally, a source may be considered current if it was published in the past
5-10 years; in some sub-disciplines, especially in computing, currency may be reduced to more like
1-2 years depending on how fast the technology is advancing. Disciplines that advance at a slower
pace may have major sources still current even after 15-20 years because nothing has since come

along to replace them.

* Author objectivity: If the author argues entirely on one side of a debate on which experts disagree, be
suspicious of the source’s credibility.

o If the author identifies the other sides of a debate and convincingly challenges them with strong
evidence and sound reasoning, then their work is worth considering.

o If the author ignores the controversy altogether, summarily dismisses alternative points of view out
of hand, offers dubious arguments driven by logical fallacies, simplifies complex issues by washing
out any nuance, or appears to be driven more by profit motive than dedication to the truth, then
“buyer beware.” Using such an extremely slanted source will undermine your own credibility.

o Company websites, especially for smaller businesses, are generally suspect because their main goal is
to attract customers and ultimately profit, so they’re not going to focus too much on information
that may give potential customers reason to think twice no matter how legitimate it is. A home
security alarm company, for instance, is probably not going to post crime statistics in an area that
has record-low criminal activity because people will conclude that home security is a non-issue and
therefore not worth spending money on. The company is more likely to sidestep rational appeal
and prey instead on fears and anxieties by dramatizing scenarios in which your home and loved-
ones are violated by criminals. If the company website focuses on education, however, by

explaining what to look for to assess the credibility of the professional you’re seeking, then you are
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probably looking at a successful operation that does quality work and doesn’t need to fleece you in

order to survive.

* Publisher quality: If the source publisher is an established, long-running, big-city (e.g., New York or

Toronto) or university press with a large catalogue, you can be reasonably assured that the source

underwent an editorial process that helped improve its validity.

o

Run a quick background check on the publisher by looking up their website and some other
sources on them such as the Wikipedia articles via its List of English-language book publishing
companies (2018) and List of university presses (2018). Since this is quick, informal secondary
research, you need not document this research unless you were writing a report specifically on their
credibility.

An editorial process means that more people besides the author reviewed the work for quality
assurance prior to publishing.

A self-published (“vanity press”) book lacking that constructive criticism, however, wouldn’t
necessarily have had the benefit of other people moderating the author’s ideas and pushing them
towards expert consensus.

If the publisher isn’t a university press or operates outside of the expensive New York City zip code,
however, that’s not necessarily a guarantee that it lacks credibility, but you may want to do a
background check to ensure that it’s not a publisher with a catalog of, say, white-supremacist,
conspiracy theorist, or climate change-denying literature. Likewise, if you see that the source is
sponsored and/or promoted by special interests like Big Oil or a far-left extremist group, for
instance, your suspicions should be raised about the validity of the content.

See Cornell University Library’s Distinguishing Scholarly from Non-Scholarly Periodicals: A
Checklist of Criteria (2017).

* Peer review: Any source that undergoes the peer-review process requires the author to make changes

suggested by credentialed experts in the field called upon by the publisher. This process ensures that

author errors are corrected before the text is published and hence improves both its quality and

credibility.

* Writing quality: The quality of the writing is another indicator of credibility because it also suggests

that the source underwent an editorial process to ensure quality and respectability.

o

A poorly written document, on the other hand, suggests that the author was alone and isn’t a
strong enough writer to proofread on their own, or that no one involved in its publication was
educated enough or cared enough about details to bother correcting writing errors.

Consider the connection between the quality of one’s writing with the quality of their thinking. If
your writing is organized and well structured, abides by accepted conventions, and is error-free,
your thinking tends towards all such qualities too. If someone’s writing is a mess and rife with

errors, on the other hand, it often betrays a scattered and careless mind.
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° Notice that quality publications will have very few if any writing errors.

* References: If a source identifies its sources and all of them meet the credibility standards outlined
above, then you can be reasonably certain that the effort the source author made towards formal
secondary research ensures their credibility.

o If the source doesn’t identify sources, however, or is vague about them (e.g., with expressions like

» «

“research shows that ...,” “studies have proven that ...,” or “experts say that ...”), then you should
question why the author hasn’t bothered to cite those research studies or name those experts. Of
course, it may be because they don’t have the time and space to cite sources properly in the
platform they’re writing. But it may also be because they’re lazy in their research or because they’re

making it up for self-serving purposes.

3.2.2: Assessing the Credibility of Online Sources

Online sources pose special challenges to students and professionals conducting research, since most will
expediently conduct research entirely online where some of the above indicators of credibility must be
rethought a little. Sometimes the author isn’t revealed on a webpage, perhaps because it’s a company or
organization’s website, in which case your scrutiny shifts to the organization, its potential biases, and its
agenda. A research project on electronic surveillance, for instance, might turn up the websites of companies
selling monitoring systems, in which case you must be wary of any facts or statistics (especially uncited ones,
but even cited sources) they use because they will likely be cherry-picked to help sell products and services.
And instead of checking the publisher as you would for a print source, you could consider the domain name;
websites with .edu or .gov URL endings usually have higher standards of credibility for the information they
publish than sites ending with .com or .org, which are typically the province of commercial enterprises (as in
the monitoring systems example above) and special interest groups with unique agendas.

Although successful in being a comprehensive repository of knowledge, Wikipedia.org, for instance, is not
generally considered credible and should therefore not appear as a source in a research document unless it’s
for a topic so new or niche that no other credible sources for it exist. By the organization’s own admission,
“Wikipedia cannot guarantee the validity of the information found [on their site].” The Web 2.0, user-
generated nature of Wikipedia means that its articles are susceptible to vandalism or content changes
inconsistent with expert opinion, and they aren’t improved by any formal peer-review process (Wikipedia,
2015). Wikipedia sacrifices credibility for comprehensiveness. For these reasons, a Wikipedia article in a
research report is a little laughable; few will take you seriously if they see it there because you will look lazy for
stopping at the first available source and picking the lowest-hanging fruit.

A Wikipedia article can be a good place to start in a research task, however. If you’re approaching a topic

for the first time, use Wikipedia for a general introduction and a sense of the topic’s scope and key subtopics.
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(Wikimedia Commons is also a reliable source of images provided you credit them properly.) But if you’re
going to cite any sources, don’t stop there; use the credible ones that the Wikipedia article cites by scrolling
down to the References section, checking them out, and assessing them for their credibility using the criteria
outlined above in §3.2.1.

A final indicator of credibility for online sources, similar to the writing-quality check discussed above, is
the overall design quality of the website. The attractiveness of a site may be subjective, but a user-friendly and
modern design suggests that money was spent relatively recently on improving its quality. If the site looks like
it was designed 10-15 years ago and hasn’t had a facelift since, you can suspect that it’s lost its currency. Some
websites look dated despite their content still being relevant, however, because that content doesn’t change
drastically over time. Like Strunk and White’s Elements of Style mentioned above, sites such as The Mayfield

Handbook of Technical & Scientific Writing can still prove useful as free writing guides despite looking like

they were designed when most of their current student users were in diapers.

Key Takeaway

O

‘ Investigating and narrowing down a research topic involves using databases to locate
reputable sources using criteria to assess for credibility such as the quality of the source author,
writing, references, and publisher.

Exercises

1. Choose a research topic based on an aspect of your professional field that piqued your
attention in your other courses in the program. Assemble credible sources using a rubric that ranks
each relevant source based on the assessment criteria explained in §3.2.1 above (e.g., the criterion for
the first line of the rubric may be Author Credibility, which you can score out of 10, with 10 being
a bona fide expert in their field and O being a dilettante with no experience; the second may be
Currency, with 10 points going to a source published last year and O for something a century or more
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out of date, etc.). With each score for each source, give a brief explanation for why you scored it as
you did.

2. Consider a recent controversy in the news that all news outlets have covered. Assemble articles
from a variety of outlets throughout Canada, the United States, and even internationally, including
those with major audience share like the CBC, CNN, FoxNews, and the Guardian, as well as some
on the fringe. First compare the articles to identify the information that's common to them all, then
contrast them to identify the information and analysis that distinguishes them from one another.
What conclusions can you draw about how bias factors into the reportage of world events?
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3.3: COLLECTING SOURCES BY READING
WITH A PURPOSE

Learning Objectives

@

4. Use effective reading strategies to collect and reframe information from a variety of written
materials accurately.

Part of the process of identifying credible sources involves reading critically to find the best information
available for your purposes, and those are whatever you've determined your audience’s needs to be. When
collecting sources online by entering key terms into a search engine, examining the list of titles, and clicking on
those that seem relevant, you begin the process of narrowing down your topic by what research materials are
available. Of course, you don’t have time to read 4// the thousands or even millions of webpages and articles
that turn up in Google search results to determine which fulfill your (and your audience’s) purposes. You skim.

Successful skim-reading depends on the effective organization of the sources you’re sorting through as
well as your own time-management strategies. For articles, you would focus on the abstract or synopsis—a
paragraph that summarizes the entire piece and helps determine if it’s what you’re looking for. For webpages,
you would read the very top and then skip down to see if the section headings indicate topics of interest; you
can also do a word search (ctrl + f) if you’re scanning for specific concepts. At the level of each paragraph,
you rely on the first sentences representing the topic of the paragraph (see §4.7 below for more on paragraph
organization) so that you can skim the topic sentences, and perhaps the concluding sentences, to capture the

main points and get a sense of how the content flows (Ereedman, 2012). Bolded key words and illustrations

also help. (If your sources are effectively organized in this fashion, you can express your gratitude by paying
it forward to your own readers. Organize your own writing so that you place main points strategically in
topic sentences and highlight topics as subheadings. Your readers will be grateful if you help them to skim
effectively.)

When you find online sources relevant to your topic, best practice for preparing to document and use them

properly is to collect them in an informal annotated bibliography. A formal annotated bibliography lists
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full bibliographical entries (see §3.5 below) and a proper summary under each entry (see §3.4.3 below); as a
set of notes, on the other hand, an informal annotated bibliography need only include the source titles, web
addresses (URLs that allow you to get back to the sources and collect more information about them later if
you end up using them), and some summary points about the sources under each URL. When you begin your
research investigation, however, you may want to collect only titles and URLs until you’ve narrowed down
a list of sources you think you’ll use, then go back and confirm their relevance by writing some notes under
each. (Getting some note-form points down on paper—or on your word processor screen—counts as your first
step in the actual writing of your document, giving you a foundation to build on, as we shall see in Chapter 4
below.)

The most relevant and useful sources meet the needs of the audience you are preparing your document for.
For this you must choose sources with the right amount of detail. You may find plenty of general sources that
offer decent introductions (e.g., from Wikipedia) but fall short of providing appropriate detail; in such cases
you might be able to find more detailed coverage in the sources that they’ve used if those introductory sources
you found are credible for having properly documented their research in the first place. On the other end of the
spectrum, sources such as peer-reviewed journal articles might offer a level of detail that far exceeds what you
need along with content that goes way over your head; you may want to include these as mere citations if only
to point readers in the direction of credible evidence for a minor point supporting a major point. In such cases,
you should at least ensure that they indeed prove your point rather than prove something distantly related but
not relevant enough to your topic.

During this process you will encounter plenty of information in sources that may both confirm and
contradict what you already know about your topic. It’s important that you do what you’re supposed to do
as a student: keep an open mind and learn! Refrain from simply discarding contradictory information that
will over-complicate your argument. If it turns out that a reputable source undermines your argument entirely,
then this is the right point in the game to change your argument so that you don’t end up embarrassing yourself
in the end with a fantasy-driven document. If you’re doing a research report into the viability of a waste-to-
energy gasification facility, for instance, and you really want to say that it solves both your city’s municipal
garbage disposal and energy production needs, you don’t want to find yourself too far down that road before
addressing why no such facility has ever achieved profitable positive energy production. Ignoring such a record
and the reasons why investors tend to avoid such opportunities, such as the failed Plasco plant in Ottawa
(Chianello & Pearson, 2015), will undermine your credibility.

As a final word of warning, be careful with how you collect source content so that you don’t accidentally
plagiarize by the time you use the sources you've collected in your final document. If you copy and paste
text from sources into your notes as a basis for quotations or paraphrases, ensure that you put quotation
marks around it and cite the page numbers (if the source has them) or paragraph numbers (if it doesn’t have
page numbers) in parentheses immediately following the closing quotation marks so you can properly cite
them if you go on to use them later. If you don’t put quotation marks around copied text, you run the risk

of committing plagiarism by rolling unmarked quotations into your final document; even if you cite them,
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implying that you’ve paraphrased when you’ve really quoted still counts as a breach of academic integrity. We
will return to the problem of plagiarism in the next section (§3.4) when we continue examining the process of
building a document around research, but at this point it’s worth reviewing your collection of research material
to ensure that it meets the needs of the audience and works towards fulfilling the purpose you determined at

the outset of the writing process.

Key Takeaways

O

‘ Narrowing down a research topic involves skimming through database search results to
select relevant sources, as well as skimming through source text to pull out main points that support
your hypothesis by knowing where to find them.

Exercises

Building on Exercise #1in the previous section (§3.2), develop the sources you found into
an informal annotated bibliography with just titles and URLs for each source, as well as 2-3 main
points in quotation marks pulled from the source text and bullet-listed under each URL.
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3.4: USING SOURCE TEXT: QUOTING,
PARAPHRASING, AND SUMMARIZING

Learning Objectives

@

4. Use effective reading strategies to collect and reframe information from a variety of written

3. Quote source text directly with accuracy and correct punctuation.

materials accurately.

5. Locate, select, and organize relevant and accurate information drawn from a variety of sources
appropriate to the task.

6. Integrate and document information using commonly accepted citation guidelines.

Once you have a collection of credible sources as part of a formal secondary research project such as a report,
your next step is to build that report around those sources, using them as anchors of evidence around your own
arguments. If you began with an hypothesis and you’re using the sources as evidence to support it, or if you
realize that your hypothesis is wrong because all the credible sources you’ve found poked holes in it, you should
at this point be able to draft a thesis—your whole point in a nutshell. From there, you can arrange your sources
in an order that follows a logical sequence such as general to specific or advantages versus disadvantages. We
will examine organizational structures in the next chapter (Ch. 4) on drafting, but we are now going to focus
on how to incorporate source material into usable evidence.

You essentially have four ways of using source material available to you, three of them involving text, and

one media:

* Quoting text: copying the source’s exact words and marking them off with quotation marks
* Paraphrasing text: representing the source’s ideas in your own words (without quotation marks)
* Summarizing text: representing the source’s main ideas in your own words (without quotation marks)

* Reproducing media: embedding pictures, videos, audio, graphic elements, etc. into your document


https://pressbooks.nscc.ca/llscomm/format/_The

3.4 USING SOURCE TEXT: QUOTING, PARAPHRASING, AND SUMMARIZING | 93

In each case, acknowledging your source with a citation at the point of use and follow-up bibliographical

reference at the end of your document (see §3.5 below) is essential to avoid a charge of plagiarism. Let’s now

look at each of these in turn.

* 3.4.1: Quoting Sources
* 3.4.2: Paraphrasing Sources
* 3.4.3: Summarizing Sources

3.4.1;

Quoting Sources

Quoting is the easiest way to use sources in a research document, but it also requires care in using it properly so

that you don’t accidentally plagiarize, misquote, or overquote. At its simplest, quoting takes source text exactly

»

as it is and puts quotation marks (“ ”) around that text to set it off from your own words. The following points

represent conventions and best practices when quoting:

* Use double quotation marks: In North America, we set off quoted words from our own words with

double quotation marks (“ ”). Opening quotation marks look a little like a tiny superscript “66” and the

closing marks like “99.” For a pneumonic device, you might want to think of a quotation as a hockey

legend play with Mario Lemieux (jersey number 66) setting up Wayne Gretzky (99) for the goal.

o

You may have seen single quotation marks and think that they’re also acceptable to use, but that’s
only true in the UK and some other Commonwealth countries, not in Canada; some European
countries use << >> to set off quotations instead.

Also use double quotation marks for putting a single word or two in “scare quotes” when you’re
drawing attention to how people use certain words and phrases—again, not single quotation marks
since there is no such thing as quotation marks “lite.”

Use single quotation marks only for reported speech when you have a quotation within a
quotation, as in, “The minister responded to say, ‘No comment at this time’ regarding the
allegations of wrongdoing.”

If no parenthetical citation follows immediately after the closing quotation marks, the sentence-
ending period falls to the /eft of those closing quotation marks (between the final letter and the
“99”); a common mistake is to place the period to the right of the closing quotation marks (. . .

wrongdoing”.).

* Use a signal phrase to integrate a quotation: Frame a quotation with a “signal phrase” that identifies

the source author or speaker by name and/or role along with a verb relating how the quotation was

delivered. The signal phrase can precede, follow, or even split the quotation, and you can choose from a

variety of available signal phrase expressions suitable for your purposes (Hacker, 2006, p. 603):


https://pressbooks.nscc.ca/llscomm/format/_Documenting_Sources
https://department.monm.edu/english/mew/signal_phrases.htm
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°According to researchers Tblisky and Darion (2003), “...”
o As Vice President of Operations Rhonda Rendell has noted, “...”
o John Rucker, the first responder who pulled Mr. Warren from the wreckage, said that “...”

<« »

> Spokespersons Gloria and Tom Grady clarified the new regulations:

<« p)

o “...,” confirmed the minister responsible for the initiative.

o “ ..,” writes Eva Hess, “...”

* Quote purposefully: Quote only when the original wording is important. When we quote famous
thinkers like Albert Einstein or Marshall McLuhan, we use their exact words because no one could say it
better or more interestingly than they did. Also quote when you want your audience to see wording
exactly as it appeared in the source text or as it was said in speech so that they can be sure that you’re not
distorting the words as you might if you paraphrased instead. But if there’s nothing special about the
original wording, then you’re better to paraphrase properly (see §3.4.2 below) than to quote.

* Block-quote sparingly if at all: In rare circumstances, you may want to quote a few sentences or even
a paragraph at length if it’s important to represent every single word. If so, the convention is to tab the
passage in on both the left and right, not use quotation marks at all, set up the quotation with a signal
phrase or sentence ending with a colon, and place the in-text citation following the final period of the
block quotation. Consider the following example:

o Students frequently overuse direct quotation [when] taking notes, and as a result they overuse
quotations in the final [research] paper. Probably only about 10% of your final manuscript should
appear as directly quoted matter. Therefore, you should strive to limit the amount of exact
transcribing of source materials while taking notes. (Lester, 1976, pp. 46-47)

* Don’t overquote: As the above source says, a good rule of thumb is that your completed document
should contain no more than 10% quoted material. Much above that will look lazy because it appears
that you’re getting quotation to write your document for you. Quote no more than a sentence or two at
a time if you quote at all.

* Quote accurately: Don’t misquote by editing the source text on purpose or fouling up a transcription
accidentally. Quotation requires the exact transcription of the source text, which means writing the same
words in the same order in your document as you found them in the original.

> To avoid introducing spelling mistakes or other transcription errors, best practice (if your source is
electronic) is to highlight the text you want to quote, copy it (ctrl. + ¢), and paste it (ctrl. + v) into
your document so that it matches the formatting of the rest of your document (i.c., with the same
font type, size, etc.). To match the formatting, use the Paste Options drop-down menu that
appears beside pasted text as soon as you drop it in and disappears as soon as you perform any
operation other than clicking on the drop-down menu.

* Use brackets and ellipses to indicate edits to quotations: If you need to edit a quotation to be
grammatically consistent with your own sentences framing the quotation (e.g., so that the tense is

consistently past-tense if it is present-tense in the source text), add clarifying words, or delete words, do


https://pressbooks.nscc.ca/llscomm/format/_Paraphrasing_Sources
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so using brackets for changed words and ellipses for deleted words as you can see in the Lester block

quotation above.

o

Though many people mistakenly refer to parentheses ( ) as “brackets”, brackets are squared [ | and
are used mainly to indicate changes to quoted words, whereas parentheses follow the quotation
and mark off the citation. If you were to clarify and streamline the final sentence of the block
quotation a few points above, for instance, you could say something like: Lester (1976)
recommended “limit[ing] the amount of exact transcribing . . . while taking notes” (p. 47). Here,
the verb “limit” in the source text needs to be converted into its participle form (having an -ing
ending) to follow the past-tense verb in the sentence framing the quotation grammatically. Sneakily
adding the “ing” to “limit” without using brackets would be misquotation because “limiting”
appears nowhere in the original.
Notice that the ellipsis above is three spaced periods (not three stuck together, as in “...”) and that
one doesn’t appear at the beginning of the quotation to represent the words in the original prior to
“limit” nor at the end to represent source text following the quoted words (“... limit ...”). Use the
ellipsis only to show that you’re skipping over unnecessary words within a quotation.
Be careful not to use brackets and ellipses in a way that distorts or obscures the meaning of the
original text. For instance, omitting “Probably” and changing “should” to “[can]” in the Lester
quotation above will turn his soft guideline into a hard rule, which are not the same.
If the quotation includes writing errors such as spelling mistakes, show that they’re the author’s
(rather than yours) by adding “[sic]” immediately after each error (“szc” abbreviates sic erat
scriptum, Latin for “thus it had been written”), as in:

= When you said in the class discussion forum, “No one cares about grammer, [sic] it doesnt

[s7c] really matter,” you tend to undermine your credibility on the topic with poor spelling
and a comma splice.

Capitalize as in the original, even if it seems strange to start a quotation with a capital (because it
was the first word in the original) though it’s no longer the first word because it follows a signal
phrase in your sentence. See the example in the point above, for instance.
Quotation is a powerful tool in the arsenal of any writer needing to support a point with evidence.
Capturing the source’s words exactly as they were written or spoken is an honest way of presenting
research. For more on quotation, consult Purdue OWL’s series of modules starting with the How
to Use Quotation Marks page (Conrey, Pepper, & Brizee, 2017) and ending with their Exercise
(2013).


https://owl.english.purdue.edu/owl/resource/577/01/
https://owl.english.purdue.edu/owl/resource/577/01/
https://owl.english.purdue.edu/owl/resource/577/05/
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3.4.2: Paraphrasing Sources

Paraphrasing or “indirect quotation” is putting source text in your own words and altering the sentence
structure to avoid using the quotation marks required in direct quotation. Paraphrasing is the preferred way
of using a source when the original wording isn’t important. This way, you can incorporate the source’s ideas
so they’re stylistically consistent with the rest of your document and thus better tailored to the needs of your
audience (presuming the original was tailored for a different audience with different needs). Also, paraphrasing
a source into your own words proves your advanced understanding of the source text.

A paraphrase must faithfully represent the source text by containing the same ideas as in the original in about
the same length. As a matter of good writing, however, you should try to streamline your paraphrase so that it
tallies fewer words than the source passage while still preserving the original meaning. An accurate paraphrase
of the Lester (1976) passage block-quoted in the section above, for instance, can reduce a five-line passage to

three lines without losing or distorting any of the original points:

Lester (1976) advises against exceeding 10% quotation in your written work. Since students writing research
reports often quote excessively because of copy-cut-and-paste note-taking, try to minimize using sources word
for word (pp. 46-47).

Notice that using a few isolated words from the original (“research,” “students,” “10%”) is fine, but also
that this paraphrase doesn’t repeat any two-word sequence from the original because it changes the sentence

structure along with most of the words. Properly paraphrasing without distorting, slanting, adding to, or
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deleting ideas from the source passage takes skill. The stylistic versatility required to paraphrase can be
especially challenging to EAL learners and native English users whose general writing skills are still developing.

A common mistake that students make when paraphrasing is to go only part way towards paraphrasing by
substituting-out major words (nouns, verbs, and adjectives) here and there while leaving the source passage’s
basic sentence structure intact. This inevitably leaves strings of words from the original untouched in the
“paraphrased” version, which can be dangerous because including such direct quotation without quotation
marks will be caught by the plagiarism-busting software that college instructors use these days. Consider, for
instance, the following botched attempt at a paraphrase of the Lester (1976) passage that subs out words
selectively (lazily):

Students often overuse quotations when taking notes, and thus overuse them in research reports. About
10% of your final paper should be direct quotation. You should thus attempt to reduce the exact copying of
source materials while note taking (pp. 46-47).

Let’s look at the same attempt, but colour the unchanged words red to see how unsuccessful the paraphraser

was in rephrasing the original in their own words (given in black):

Students often overuse quotations when taking notes, and thus overuse them in research reports. About
10% of your final paper should be direct quotation. You should thus attempt to reduce the exact copying of

source materials while note taking (pp. 46-47).

As you can see, several strings of words from the original are left untouched because the writer didn’t go the
distance in changing the sentence structure of the original. The Originality Report from plagiarism-catching
software such as Turnitin would indicate that the passage is 64% plagiarized because it retains 25 of the original
words (out of 39 in this “paraphrase”) but without quotation marks around them. Correcting this by simply
adding quotation marks around passages like “when taking notes, and” would be unacceptable because those
words aren’t important enough on their own to warrant direct quotation. The fix would just be to paraphrase
more thoroughly by altering the words and the sentence structure, as shown in the paraphrase a few paragraphs
above. But how do you go about doing this?

Paraphrase easily by breaking down the task into these seven steps:

1. Read and re-read the source-text passage so that you thoroughly understand each point it makes. If it’s a
long passage, you might want to break it up into digestible chunks. If you’re unsure of the meaning of
any of the words, look them up in a dictionary; you can even just type the word into the Google search
bar, hit Enter, and a definition will appear, along with results of other online dictionary pages that define
the same word.

2. Look away and get your mind off the target passage. Process some different information for a while (e.g.,
a few minutes of gaming or social media—but just a few!)

3. Without looking back at the source text, repeat its main points as you understood them—not from

memorizing the exact words, but as you would explain the same ideas in different words outloud to a
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friend.

4. Still without looking back at the source text, jot down that spoken wording and tailor the language so
that it’s stylistically appropriate for your audience; edit and proofread your written version to make it
grammatically correct in a way that perhaps your spoken-word version wasn’t.

5. Now compare your written paraphrase version to the original to ensure that:

* You've accurately represented the meaning of the original without:

° Deleting any of the original points

> Adding any points of your own

> Distorting any of the ideas so they mean something substantially different from those in the
original, or even take on a different character because you use words that, say, put a positive spin on
something neutral or negative in the original

* You haven’t repeated any two identical words from the original in a row

6. If any two words from the original remain, go further in changing those expressions by using a thesaurus
in combination with a dictionary. When you enter a word into a thesaurus, it gives you a list of

synonyms, which are different words that mean the same thing as the word you enter into it.

Be careful, however; many of those words will mean the same thing as the word you enter into the
thesaurus in certain contexts but not in others, especially if you enter a homonym, which is a word that
has different meanings in different parts of speech.
> For instance, the noun party can mean a group that is involved in something serious (e.g., a third-
party software company in a data-collection process), but the verb party means something you do
on a wild Saturday night out with friends; it can also function as an adjective related to the verb

(e.g., party trick, meaning a trick performed at a party).

Whenever you see synonymous words listed in a thesaurus and they look like something you want to use
but you don’t know what they mean exactly, always look them up to ensure that they mean what you
hope they mean; if not, move on to the next synonym until you find one that captures the meaning you
intend. Doing this can save your reader the confusion and you the embarrassment of obvious thesaurus-

driven diction problems (poor word choices).

7. Cite your source. Just because you didn’t put quotation marks around the words doesn’t mean that you

don’t have to cite your source. For more on citing, see §3.5.2 below).

For more on paraphrasing, consult the Purdue OWL Paraphrasing learning module (Cimasko, 2013), Exercise,
and Answer Key.


https://pressbooks.nscc.ca/llscomm/format/_Citing_and
https://owl.english.purdue.edu/owl/resource/976/02/
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3.4.3: Summarizing Sources

Summarizing is one of the most important skills in communications because professionals of every kind must
explain to non-expert customers, managers, and even co-workers the complex concepts on which they are
experts, but in a way that those non-experts can understand. Adapting the message to such audiences requires
brevity but also translating jargon-heavy technical details into plain, accessible language.

Summarizing is thus paraphrasing only the highlights of a source text or speech. Like paraphrasing, a
summary is indirect quotation that re-casts the source in your own words; unlike a paraphrase, however, a
summary is a fraction of the source length—anywhere from less than 1% to a quarter depending on the source
length and length of the summary. A summary can reduce a whole novel or film to a single-sentence blurb, for
instance, or it could reduce a 50-word paragraph to a 15-word sentence. It can be as casual as a spoken run-
down of a meeting your colleague was absent from and wanted to know what he missed, or an elevator pitch
selling a project idea to a manager. It can also be as formal as a memo report on a conference you attended
on behalf of your organization so your colleagues there can learn in a few minutes of reading the highlights of
what you learned in a few days of attending the conference, saving them time and money.

The procedure for summarizing is much like that of paraphrasing except that it involves the extra step of
pulling out highlights from the source. Altogether, this can be done in six steps, one of which includes the

seven steps of paraphrasing, making this a twelve-step procedure:

1. Determine how big your summary should be (according to your audience’s needs) so that you have a
sense of how much material you should collect from the source.

2. Read and re-read the source text so that you thoroughly understand it.
Pull out the main points, which usually come first at any level of direct-approach organization (i.c., the
prologue or introduction at the beginning of a book, the abstract at the beginning of an article, or the
topic sentence at the beginning of a paragraph); review §3.3 above on reading for main points and §4.1

below on organizational patterns.


https://owl.english.purdue.edu/owl/resource/976/02/
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o Disregard detail such as supporting evidence and examples.

o If you have an electronic copy of the source, copy and paste the main points into your notes; for a
print source that you can mark up, use a highlighter then transcribe those main points into your
electronic notes.

° How many points you collect depends on how big your summary should be (according to audience

needs).

4. Paraphrase those main points following the seven-step procedure for paraphrasing outlined in §3.4.2
above.
Edit your draft to make it coherent, clear, and especially concise.

6. Ensure that your summary meets the needs of your audience and that your source is cited. Again, not
having quotation marks around words doesn’t mean that you are off the hook for documenting your

source(s).

Once you have a stable of summarized, paraphrased, and quoted passages from research sources, building
your document around them requires good organizational skills. We’ll focus more on this next step of the

drafting process in the following chapter (Ch. 4), but basically it involves arranging your integrated research

material in a coherent fashion, with main points up front and supporting points below proceeding in a logical
sequence towards a convincing conclusion. Throughout this chapter, however, we’ve frequently encountered
the requirement to document sources by citing and referencing, as in the last steps of both summarizing and
paraphrasing indicated above. After reinforcing our quoting, paraphrasing, and summarizing skills, we can

turn our focus on how to document sources.

Key Takeaway

‘ Including research in your work typically involves properly quoting, paraphrasing, and/or
summarizing source text, as well as citing it.
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Exercises

‘ ? 4
4
Find an example of professional writing in your field of study, perhaps from a textbook,

trade journal, or industry website that you collected as part of the previous section’s informal
annotated bibliography exercise.

1. If you've already pulled out the main points as part of the previous exercise, practice including
them as properly punctuated quotations in your document with smooth signal phrases
introducing them.

2. Paraphrase those same main-point sentences following the seven-step procedure outlined
in §3.4.2 above. In other words, if Exercise 1 above was direct quotation, now try indirect
quotation for each passage.

3. Following the six-step procedure outlined in §3.4.3 above, summarize the entire source article,
webpage, or whatever document you chose by reducing it to a single coherent paragraph of
no more than 10 lines on your page.



3.5: DOCUMENTING SOURCES IN APA, MLA,
OR IEEE STYLES

Learning Objectives

@

6. Integrate and document information using commonly accepted citation guidelines.

To prove formally that we’ve done research, we use a two-part system for documenting sources. The first part
is a citation that gives a few brief pieces of information about the source right where that source is used in our
document and points to the second part, the bibliographic reference at the end of the document. This second
part gives further details about the source so that readers can easily retrieve it themselves. Though documenting
research requires a little more effort than not, it looks so much better than including research in a document
without showing where you got it, which is called plagiarism. Before focusing further on how to document

sources, it’s worthwhile considering why we do it and what exactly is wrong with plagiarism.

* 3.5.1: Academic Integrity vs. Plagiarism
3.5.2: Citing and Referencing in APA Style
* 3.5.3: Citing and Referencing in MLA Style
3.5.4: Citing and Referencing in IEEE Style
* 3.5.5: Citing Images and Other Media

3.5.1: Academic Integrity vs. Plagiarism

Academic integrity basically means that you do your work yourself and formally credit your sources when you
use research, whereas plagiarism is cheating. Students often plagiarize by stealing the work of others from the
internet (e.g., copying and pasting text, or dragging and dropping images) and dumping it into an assignment

without quoting or citing; putting their name on that assignment means that they’ve dishonestly presented
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someone else’s work as their own. Lesser violations involve not quoting or citing properly. But why would
anyone try to pull one over on their instructor like this when instructors award points for doing research? If
you’re going to do your homework, you might as well do it right by finding credible sources, documenting
them, and getting credit for doing so rather than sneak your research in as if you’ll get points for originality,
for coming up with professional-grade material yourself, and end up getting penalized for it. But what makes
plagiarism so wrong?

Plagiarism is theft, and bad habits of stealing others’ work in school likely begin as liberal attitudes towards
intellectual property in our personal lives, but often develop into more serious crimes of copyright or patent
violations in professional situations with equally serious financial penalties or destruction of reputations and
earning power. The bad habits perhaps start from routines of downloading movies and music illegally because,
well, everybody’s does it and few get caught (Helbig, 2014), or so the thinking goes; the rewards seem to
outweigh the risks. But when download bandits become professionals, and are tasked with, say, posting on
their company website some information about a new service the company is offering, their research and

writing procedure might go something like this:

1. They want their description of the service to look professional, so they Google-search to see what other
companies offering the same service say about it on their websites. So far so good.

2. Those other descriptions look good, and the employee can’t think of a better way to put it, so they copy
and paste the other company’s description into their own website. Here’s where things go wrong.

3. They also see that the other company has posted an attractive photo beside their description, so the

employee downloads that and puts it on their website also.

The problem is that both the text and photo were copyrighted, as indicated by the “All Rights Reserved”
copyright notice at the bottom of the other company’s webpage. Once the employee posts the stolen text
and photo, the copyright owner (or their legal agents) find it through a simple Google search, Google Alerts

notification, reverse image search, or digital watermarking notification (Rose, 2013). The company’s agents

send them a “cease & desist” order, but they ignore it and then find that they’re getting sued for damages.
Likewise, if you’re in hi-tech R&D (research and development), help develop technology that uses already-
patented technology without paying royalties to the patent owner, and take it to market, the patent owner is
being robbed of the ability to bring in revenue on their intellectual property themselves and can sue you for lost

earnings. Patent, copyright, and trademark violations are a major legal and financial concern in the professional

world (SecureYourTrademark, 2015), and acts of plagiarism have indeed ruined perpetrators’ careers when
they’re caught, which is easier than ever (Bailey, 2012).
Every college has its own plagiarism policy that helps you avoid the consequences of plagiarism. Algonquin

College’s policy, for instance, is very thorough:

Plagiarism, whether done deliberately or accidentally, is defined as presenting someone else’s work, in whole or

in part, as one’s own. It includes the verbal or written submission of another work without crediting that source.


https://www.pri.org/stories/2014-04-20/11-numbers-show-how-prolific-illegal-downloading-right-now
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This applies to ideas, wording, code, graphics, music, and inventions. It includes all electronic sources, including
the Internet, television, video, film, and recordings, all print and written sources, such as books, periodicals,
lyrics, government publications, promotional materials, and academic assignments; and all verbal sources such

as conversations and interviews. Sharing one’s work with other students is also considered an act of plagiarism.

(Algonquin College, 2016)

The first and last points are especially important: you can be penalized for (1) sloppy research that results in
accidental plagiarism such as copying text from the internet but not identifying the source, forgetting where
the text came from, then putting it in your assignment anyway in the final rush to get it done. Likewise, you
can be penalized for casually dragging and dropping a photo from the internet into a PowerPoint presentation
without crediting the source because putting your name on that presentation implies that you generated all
the content, including that image, when in fact you just stole it. You can also be penalized for (2) providing a
classmate with your work for the purposes of plagiarizing.

Algonquin’s penalties for plagiarizing increase with each offense. Whether accidental or deliberate, your first
act of plagiarism might result in getting a grade of zero on the assignment. However, the instructor may give
you the opportunity to correct just the plagiarism in it, resubmit it, and get the mark you would have earned
originally if not for the plagiarism. For instance, if your grade would have been 85% if it hadn’t been zeroed
due to the plagiarism, the instructor can change the grade back to 85% as soon as they see that you’ve corrected
the plagiarism, but just leave the grade at 0% if you don’t bother to correct it. Depending on the instructor and
department, your instructor may submit the details to their manager so that a record of the offense is logged
in case a second offense happens in that or course or another in the program. That way, the manager can see a
pattern of plagiarism across all of the student’s courses, a pattern that the instructors in each individual course
don’t see.

Your second offense could result in a grade of zero but without the opportunity to correct and resubmit
it. When your instructor reports this to the department, the chair will likely put an “encumbrance” on your
academic record. This means you are force-registered into an Academic Integrity online course that takes a few
hours to complete. You won’t be able to progress to the next semester or graduate without passing the course.

Subsequent plagiarism offenses after this can get you expelled from the course, from your program, and
from the College altogether. You would probably be hotly pursuing expulsion if you became a serial plagiarist
who knows that it’s wrong and that you’ll get caught but do it anyway. The internet may make cheating easier
by offering easy access to coveted material, but it also makes detection easier in the same way.

Students who think they’re too clever to get caught plagiarizing may not realize that plagiarism in anything
they submit electronically is easily exposed by sophisticated plagiarism-detection software and other
techniques. Most instructors use apps like Turnitin (built into the BrightSpace LMS) that produce originality
reports showing the percentage of assignment content copied from sources found either on the public internet
or in a global database of student-submitted assignments. That way, assignments borrowed or bought from
someone who’s submitted the same or similar will also be flagged. For instance, the software would alert the

instructor of common plagiarism scenarios, such as when:


https://www.algonquincollege.com/policies/policy/plagiarism/
http://turnitin.com/
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* Two students in the same class submit substantially the same assignment work because:

° One of them started working on it the night before it was due and got their classmate friend to
send them their assignment draft, which the cheating student changed slightly to make it look
difterent; it will still be 90% the same, which is enough for the instructor to give both a zero and
require that they meet after class to discuss who did what. Remember that supplying someone with
materials for the purpose of plagiarism is also a punishable offense.

° They worked on the assignment together, even though it was designated an individual assignment
only, but each changed a few details here and there at the end to make the submissions look

different.

* A student submits an assignment that was previously submitted by another student in another class at
the same time or in the past, at a different school, or even on the other side of the planet (either way,

they’re all in the global database).

Other techniques allow instructors to track down uncited media just as professional photographers or stock
photography vendors like Getty Images use digital watermarks or reverse image searches to find unpermitted
uses of their copyrighted material.

Plagiarism is also easy to sniff out in hardcopy assignments by any but the most novice and gullible
instructors. Dramatic, isolated improvements in a student’s quality of work either between assignments or
within an assignment will trigger an instructor’s suspicions. If a student’s writing on an assignment is mostly
terrible with multiple writing errors in each sentence, but then is suddenly perfect and professional-looking
in one sentence only without quotation marks or a citation, the instructor just runs a Google search on that
sentence to find where exactly it was copied from.

A cheater’s last resort to try to make plagiarism untraceable is to pay someone to do a customized assignment
for them, but this still arouses suspicions for the same reasons as above. The student who goes from submitting
poor work to perfect work becomes a “person of interest” target to their instructor in all that they do after that.
The hack also becomes expensive not only for that assignment but also for all the instances when the cheater
will have to pay someone to do the work that they should have just learned to do themselves. For all these
reasons, it’s better just to learn what you’re supposed to by doing assignments yourself and showing academic
integrity by crediting sources properly when doing research.

But do you need to cite absolutely everything you research? Not necessarily. Good judgment is required to
know what information can be left uncited without penalty. If you look up facts that are common knowledge
(perhaps just not common to you yet, since you had to look them up), such as that the first Prime Minister
of Canada Sir John A. MacDonald represented the riding of Victoria for his second term as PM even without
setting foot there, you wouldn’t need to cite them because any credible source you consulted would say the
same. Such citations end up looking like attempts to pad an assignment with research.

Certainly anything quoted directly from a source (because the wording is important) must be cited, as well


http://www.gettyimages.ca/
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as anyone’s original ideas, opinions, or theories that you paraphrase or summarize (i.e., indirectly quote) from
a book, article, or webpage with an identifiable author, argument, and/or primary research producing new
facts. You must also cite any media such as photos, videos, drawings/paintings, graphics, graphs, etc. If you are
ever unsure about whether something should be cited, you can always ask your librarian or, better yet, your
instructor since they’ll ultimately assess your work for academic integrity. Even the mere act of asking assures
them that you care about academic integrity. For more on plagiarism, you can also visit plagiarism.org and the

Purdue OWL Avoiding Plagiarism series of modules (Elder, Pflugfelder, & Angeli, 2010).
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3.5.2: Citing and Referencing Sources in APA Style

As mentioned above, a documentation system comes in two parts, the first of which briefly notes a few details
about the source (author, year, and location) in parentheses immediately after you use the source, and this
citation points the reader to more reference details (title and publication information) in a full bibliographical

entry at the end of your document. Let’s now focus on these in-text citations (“in-text” because the citation


http://plagiarism.org/
https://owl.english.purdue.edu/owl/resource/930/01/
https://www.algonquincollege.com/policies/policy/plagiarism/
https://www.plagiarismtoday.com/2012/08/21/5-famous-plagiarists-where-are-they-now/
https://owl.english.purdue.edu/owl/resource/930/01/
https://www.pri.org/stories/2014-04-20/11-numbers-show-how-prolific-illegal-downloading-right-now
https://www.pri.org/stories/2014-04-20/11-numbers-show-how-prolific-illegal-downloading-right-now
https://blog.kissmetrics.com/find-remove-stolen-content/
https://secureyourtrademark.com/blog/71-notorious-patent-trademark-and-copyright-infringement-cases/
https://secureyourtrademark.com/blog/71-notorious-patent-trademark-and-copyright-infringement-cases/

3.5 DOCUMENTING SOURCES IN APA, MLA, OR IEEE STYLES | 107

is placed at the point of use in your sentence rather than footnoted or referenced at the end) in the different
documentation styles—APA, MLA, and IEEE—used by different disciplines across the college.

The American Psychological Association’s documentation style is preferred by the social sciences and
general disciplines such as business because it strips the essential elements of a citation down to a few pieces
of information that briefly identify the source and cue the reader to further details in the References list at the

back. The basic structure of the parenthetical in-text citation is as follows:
* Signal phrase, direct or indirect quotation (Smith, 2018, p. 66).

Its placement tells the reader that everything between the signal phrase and citation is either or direct or indirect
quotation of the source, and everything after (until the next signal phrase) is your own writing and ideas. As
you can see above, the three pieces of information in the citation are author, year, and location. Follow the

conventions for each discussed below:
1. Author(s) last name(s)

* The author’s last name (surname) and the year of publication (in that order) can appear either in the
signal phrase or citation, but not in both. Table 3.5.2 below shows both options (e.g., Examples 1 and 3
versus 2 and 4, etc.).

* When two authors are credited with writing a source, their surnames are separated by “and” in the signal
phrase and an ampersand (&) in the parenthetical citation (see Examples 3-4 in Table 3.5.2 below).

* When 3-5 authors are credited, a comma follows each surname (except the last in the signal phrase) and
citation, and the above and/& rule applies between the second-to-last (penultimate) and last surname.

> When a three-, four-, or five-author source is used again following the first use (i.c., the second,
third, fourth time, etc.), “et al.” (abbreviating ez a/ium in Latin, meaning “and the rest”) replaces all
but the first author surname.

> See Examples 5-6 in Table 3.5.2 below.

* If two or more authors of the same work have the same surname, add first/middle initials in the citation
as given in the References at the back.

* Ifnoauthor name is given, either use the organization or company name (corporate author) or, if that’s
not an option, the title of the work in quotation marks.

o If the organization is commonly referred to by an abbreviation (e.g., “CIHR” for the Canadian
Institutes of Health Research), spell out the full name in the signal phrase and put the abbreviation
in the parenthetical citation the first time you use it, or spell out the full name in the citation and
add the abbreviation in brackets before the year of publication that first time, then use the

abbreviation for all subsequent uses of the same source. See Examples 9-10 in Table 3.5.2 below).
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° If no author of any kind is available, the citation—e.g., (“APA Style,” 2008)—and the
bibliographical entry at the back would move the title “APA style” (ending with a period and not in
quotation marks) into the author position with “(2008)” following rather than preceding it.

* If the source you’re using quotes another source, try to find that other, original source yourself and use it
instead. If it’s important to show both, you can indicate the original source in the signal phrase and the
source you accessed it through in the citation, as in:

° Though kinematics is now as secular as science can possibly be, in its 1687 Pincipia Mathematica

origins Sir Isaac Newton theorized that gravity was willed by God (as cited in Whaley, 1977, p. 64).
2. Year of Publication

* The publication year follows the author surname either in parentheses on its own if in the signal phrase
(see the odd-numbered Examples in Table 3.5.2 below) or follows a comma if both are in the citation
instead (even-numbered Examples).

* If the full reference also indicates a month and date following the year of publication (e.g., for news
articles, blogs, etc.), the citation still shows just the year.

* Ifyou cite two or more works by the same author published in the same year, follow the year with
lowercase letters (e.g., 2018a, 2018b, 2018c) in the order that they appear alphabetically by title (which
follows the author and year) in both the in-text citations and full bibliographical entries in the

References at the back.
3. Location of the direct or indirect quotation within the work used

* Include the location if your direct or indirect quotation comes from a precise location within a larger
work because it will save the reader time knowing that a quotation from a 300-page book is on page 244,
for instance, if they want to look it up themselves.

* Don’tinclude the location if you’ve summarized the source in its entirety or referred to it only in
passing, perhaps in support of a minor point, so that readers can find the source if they want to read
further.

* For source text organized with page numbers, use “p.” to abbreviate “page” or “pp.” to abbreviate
“pages.” For instance, “p. 56,” indicates that the direct or indirect quotation came from page 56 of the
source text, “pp. 192-194” that it came from pages 192 through 194, inclusive, and “pp. 192, 194” from
pages 192 and 194 (but not 193).

* For sources that have no pagination, such as webpages, use paragraph numbers (whether the paragraphs
are numbered by the source text or not) preceded by the paragraph symbol “€” (called a pilcrow) or the

abbreviation “para.” if the pilcrow isn’t available (see Examples 1-2 and 5-6 in the table below).
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Table 3.5.2 shows how these guidelines play out in sample citations with variables such as the placement of
the author and year in either the signal phrase or parenthetical in-text citation, number of authors, and source

types. Notice that, for punctuation:

»

* Parentheses ( ) are used for citations, not brackets [ ]. The second one, “),” is called the closing
parenthesis.

* The sentence-ending period follows the citations, so if the original source text of a quotation ended with
a period, you would move it to the 7ght of the citation’s closing parenthesis.

* If the quoted text ended with a question mark (?) or exclamation mark (!), the mark stays within the
quotation marks (i.e., to the left of the closing quotation marks) and a period is still added to end the
sentence; if you want to end your sentence and quotation with a period or exclamation mark, it would

simply replace the period to the right of the closing parenthesis (see Example 8 in the table below).
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Table 3.5.2: Example APA-style In-text Citations with
Variations in Number of Authors and Source Types

Ex.

10.

Signal Phrase

Single author + year

Generalization

Two authors + year

Book title

Three authors + year
for first and
subsequent instances

Website

More than five
authors + year

Generalization

Corporate author +
year

Paraphrase instead

In-text Citation

Paragraph location
on a webpage

Single author + year
+ location

Page number in a

paginated book

Two authors + year +
page number

Paragraph location
on a webpage

Three authors + year
+ location for first
and subsequent
instances

Page number in an
article

More than four
authors + year + page
number

Page number in a
report

Corporate author +
year + page number

Example Sentences Citing Sources

According to CEO Kyle Wiens (2012), “Good grammar
makes good business sense” (€ 7).

Smart CEOs know th at “Good grammar makes good
business sense” (Wiens, 2012, € 7).

Smart CEOs know th at “Good grammar makes good
business sense” (Wiens, 2012, € 7).

As Strunk and White (2000) put it, “A sentence should
contain no unnecessary words . . . for the same reason that
a...machine [should have] no unnecessary parts” (p. 32).

As the popular Elements of Style authors put it, “A
sentence should contain no unnecessary words” (Strunk &
White, 2000, p. 32).

Conrey, Pepper, and Brizee (2017) advise, “successful use
of quotation marks is a practical defense against accidental
plagiarism” (€ 1). ... Conrey et al. also warn, “indirect
quotations still require proper citations, and you will be
committing plagiarism if you fail to do so” (€ 6).

The Purdue OVWL advises that “successful use of
quotation marks is a practical defense against accidental
plagiarism” (Conrey, Pepper, & Brizee, 2017, € 1). ... The
OWL also warns, “indirect quotations still require proper

citations, and you will be committing plagiarism if you fail
to do so” (Conrey et al., 2017, € 6).

John Cook et al. (2016) prove that “Climate scientists
overwhelmingly agree that humans are causing recent

global warming” (p. 1).

How can politicians still deny that “Climate scientists
overwhelmingly agree that humans are causing recent
global warming” (John Cook et al., 2016, p. 1)?

The Mental Health Commission of Canada (MHCC,
2012) recommends that health care spending on mental
wellness increase from 7% to 9% by 2022 (p. 13). ... The
MHCC (2012) estimates that “the total costs of mental
health problems and illnesses to the Canadian economy
are at least $50 billion per year” (p. 125).

Spending on mental wellness should increase from 7% to
9% by 2022 (The Mental Health Commission of Canada
[MHCC], p. 13).. .. Current estimates are that “the total
costs of mental health problems and illnesses to the
Canadian economy are at least $50 billion per year”
(MHCC, 2012, p. 125).
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For more on APA-style citations, see Purdue OWL’s In-Text Citations: The Basics (Paiz et al., 2017) and its
follow-up page on authors.

In combination, citations and references offer a reader-friendly means of enabling readers to find and
retrieve research sources themselves, as each citation points them to the full bibliographical details in the
References list at the end of the document. If the documentation system were reduced to just one part where
citations were filled with the bibliographical details, the reader would be constantly impeded by 2-3 lines of
bibliographical details following each use of a source. By tucking the bibliographical entries away at the back,
authors also enable readers to go to the References list to examine at a glance the extent to which a document is
informed by credible sources as part of a due-diligence credibility check in the research process (see §3.2 above).

Each bibliographical entry making up the References list includes information about a source in a certain
order. Consider the following bibliographical entry for a book in APA style, for instance:

Strunk, W., & White, E. B. (2000). Elements of style (4th ed.). Boston: Allyn & Bacon.

We see here a standard sequence including the authors, year of publication, title (italicized because it’s a long
work), and publication information. You can follow this closely for the punctuation and style for any book.
Online sources follow much the same style, except that the publisher location and name are replaced by the
web address preceded by “Retrieved from,” as in:

Wiens, K. (2012, July 20). I won’t hire people who use poor grammar. Here’s why. Harvard Business Review.
Retrieved from http://blogs.hbr.org/2012/07/i-wont-hire-people-who-use-poo/

Note also that the title has been split into both a webpage title (the non-italicized title of the article) in
sentence style and the title of the website (italicized because it’s the larger work from which the smaller one
came). The easiest way to remember the rule for whether to italicize the title is to ask yourself: zs the source I'm
referencing the part or the whole? The whole (a book, a website, a newspaper title) is always in italics, whereas
the part (a book chapter, a webpage, a newspaper article title) is not; see the third point below on Titles for
more on this). A magazine article reference follows a similar sequence of information pieces, albeit replacing the
publication or web information with the volume number, issue number, and page range of the article within
the magazine, as in:

Dames, K. M. (2007, June). Understanding plagiarism and how it differs from copyright infringement.
Computers in Libraries, 27(6), 25-27.

With these three basic source types in mind, let’s examine some of the guidelines for forming bibliographical

entries with a view to variations for each part such as number and types of authors and titles:

* Author(s): The last name followed by a comma and the author’s first initial (and middle initial[s] if
given)
> For two authors, add a comma and ampersand (&) after the first author’s initials
° For three or more authors, add a comma after each (except for the last one) and add an ampersand
between the second-to-last (penultimate) and last author.

° Follow the order of author names as listed in the source. If they are in alphabetical order already, it


https://owl.english.purdue.edu/owl/resource/560/02/
https://pressbooks.nscc.ca/llscomm/format/_Locating_Credible
http://blogs.hbr.org/2012/07/i-wont-hire-people-who-use-poo/
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may be because equal weight is being given to each; if not, it likely means that the first author listed
did most of the work and therefore deserves first mention.

° If no personal name is given for the author, use the name of the organization (i.e., corporate
author) or editor(s) (see the point on editors below).

° If no corporate author name is given, skip the author (don’t write “Anon.” or “N.A.”) and move
the title into the author position with the year in parentheses following the title rather than

preceding it.

* Year of publication: In parentheses followed by a period

° If an exact calendar date is given (e.g., for a news article or blog), start with the year followed by a
comma, the month (fully spelled out) and date, such as “(2017, July 25).” Some webpages will
indicate the exact calendar date and time they were updated, in which case use that because you can
assume that the authors checked to make sure all the content was current as of that date and time.
Often, the only date given on a website will be the copyright notice at the bottom, which is the
current year you’re in and common to all webpages on the site, even though the page you’re on
could have been posted long before; see the technique in the point below, however, for discovering
the date that the page was last updated.

o If no date is given, indicate “(n.d.),” meaning “no date.” For electronic sources, however, you can
determine the date in the Google Chrome browser by typing “inurl:” and the URL of the page you
want to find the date for into the Google search bar, hitting “Enter,” adding “&as_qdr=y15” to the
end of the URL in the address bar of the results page, and hitting “Enter” again; the date will
appear in grey below the title in the search list.

o Iflisting multiple sources by the same author, the placement of the years of publication means that
bibliographical entries must be listed chronologically from earliest to most recent.

o Iflisting two or more sources by the same author in the same year (without month or date
information), follow the year of publication with lowercase letters arranged alphabetically by the

first letter in the title following the year of publication (e.g., 2018a, 2018b, 2018c).

* Title(s): Give the title in “sentence style”—i.e., the first letter is capitalized, but all subsequent words are
lowercase except those that would be capitalized anyway (proper nouns like personal names, place
names, days of the week, etc.) or those to the right of a colon dividing the main title and subtitle, and
end it with a period.

o If the source is a smaller work (usually contained in a larger one), like an article in a newspaper or
scholarly journal, a webpage or video on a website, a chapter in a book, a short report (less than 50
pages), a song on an album, a short film, etc., make it plain style without quotation marks, and end
it with a period.

o If the source is a smaller work that is contained within a larger one, follow it with the title of the
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longer work capitalized as it is originally with all major words capitalized (i.e., don’t make the larger
work sentence-style), italicized, and ending with a period.

o If the source is a longer work like a book, website, magazine, journal, film, album, long report
(more than 50 pages), italicize it. If it doesn’t follow the title of a shorter work that it contains,
make it sentence-style (see the Elements of Style example above, which becomes “Elements of style”).

o If the book is a later edition, add the edition number in parentheses and plain style following the

title (again, see the Elements of Style example above).

* Editor(s): If a book identifies an editor or editors, include them between the title and publication
information with their first-name initial (and middle initial if given) and last name (in that order),
“(Ed.)” for a single editor or “(Eds.)” for multiple editors (separated by an ampersand if there are only
two and commas plus an ampersand if there are three or more), followed by a period.

o If the book is a collection of materials, put the editor(s) in the author position with their last

name(s) first followed by “(Ed.)” or “(Eds.),” a period, then the year of publication, etc.

* Publication information: The city in which the publisher is based followed by a colon, the name of
the publisher, and a period.
o If the city is a common one such as New York City or Toronto, just put “New York” or “Toronto,”
but if it’s an uncommon one like Nanaimo, follow it with a comma, provincial or state
abbreviation, and then the colon (e.g., Nanaimo, BC: ) and publisher name.

> Keep the publisher name to the bare essentials; delete corporate designations like “Inc.” or “Ltd.”

* Web information: If the source is entirely online, replace the publisher location and name with
“Retrieved from” and the web address (URL).

o If the online source is likely to change over time, add the date you viewed it in “Month DD,
YYYY,” style after “Retrieved” so that a future reader who follows the web address to the source
and finds something different from what you quoted understands that what you quoted has been
altered since you viewed it.

o If the source is a print edition (book, magazine article, journal article, etc.) that also has an online
version, give the publication information as you would for the print source and follow it with the
online retrieval information.

o Ifall you’re doing is mentioning a website in your text, you can just give the root URL (e.g.,

APAStyle.org without the “http://www” prefix) in your text rather than cite and reference it.

* Magazine/Journal volume/issue information: If the source is a magazine or journal article, replace
the publisher information with the volume number, issue number, and page range.

> Follow the italicized journal title with a comma, the volume number in italics, the issue number in
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non-italicized parentheses (with no space between the volume number and the opening
parenthesis), a comma, the page range with a hyphen between article’s first and last page numbers,
and a period.

° The Dames article given as an example above, for instance, spans pages 25-27 of the June issue (i.e.,
#6) of the monthly journal Computers in Libraries’ 27th volume.

* Other source types: If you often encounter other source types such as government publications,
brochures, presentations, etc., getting a copy of the Publication Manual of the American Psychological
Association (APA, 2009) might be worth your while. If you’re a more casual researcher, you can consult
plenty of online tutorials for help with APA style such as:

° Learning APA Style and link to the free flash slideshow “The Basics of APA Style: Tutorial” (APA,
2018)
° Reference List: Basic Rules (Paiz et al., 2017) and the pages following

Though reference generator applications are available online (simply Google-search for them) and as features
within word processing applications like Microsoft Word to construct citations and references for you, putting
them together on your own may save time if you’re adept at APA. The following guidelines help you organize

and format your References page(s) according to APA convention when doing it manually:

* Title: References
o Center the title at the top of the page at the end of your document (though you may include
appendices after it if you have a long report).
° The title is not “Works Cited” (as in MLA) nor “Bibliography”; a bibliography is a list of sources

not tied to another document, such as the annotated bibliography discussed in §3.3 above.

* Listing order: Alphabetically (unnumbered) by first author surname
o Ifa corporate author (company name or institution) is used instead of a personal name and it starts
with “The,” alphabetize by the next word in the title (i.e., include “The” in the author position,
but disregard it when alphabetizing).
o If neither a personal nor corporate author is identified, alphabetize by the first letter in the source

title moved into the author position.

* Spacing: Single-space within each bibliographical entry, double between them
° “Double between” here means adding a blank line between each bibliographical entry, as seen in
the References section at the end of each section in this textbook.
° You may see some institutions, publishers, and employers vary this with all bibliographical entries
being double spaced; just follow whatever style guide pertains to your situation and ask whoever’s

assessing your work if unsure.


http://www.apastyle.org/learn/index.aspx
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* Hanging indentation: The left edge of the first line of each bibliographical entry is flush to the left
margin and each subsequent line of the same reference is tabbed in by a half centimeter or so.

° To do this:

1. Highlight all bibliographical entries (click and drag your cursor from the top left to the
bottom right of your list)

2. Make the ruler visible in your word processor (e.g., in MS Word, go to the View menu and
check the “Ruler” box).

3. Move the bottom triangle of the tab half a centimeter to the right; this requires surgically
pinpointing the cursor tip on the bottom triangle (in the left tab that looks like an hourglass
with the top triangle’s apex pointing down, a bottom triangle with the apex pointing up, and

a rectangular base below that) and dragging it to the right so that it detaches from the top

triangle and base.

Figure 3.5.2: Tabbing a References list by
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ariabies such as the placement of he bottom triangle, and dragging it a half-centimeter to

variables such as the placement of the
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the right
Examine the bibliographical entries below and throughout this textbook for examples of the variations

discussed throughout.
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health strategy for Canada. Calgary: MHCC. Retrieved from
http://str. ‘mentalhealthcommission. f/str -im -en.pdf

Paiz, ). M., Angeli, E., Wagner, )., Lawrick, E., Moore, K., Anderson, M., Soderlund, L., Brizee,
A., & Keck, R. (2017, September 11). In-text citation: The basics. Purdue OWL. Retrieved from

https://owl.english.purdue.edu/owl/resource/560/02/
Paiz, ). M., Angeli, E., Wagner, ]., Lawrick, E., Moore, K., Anderson, M., Soderlund, L., Brizee,

A., & Keck, R. (2017, October 2). Reference list: Basic rules. Purdue OWL. Retrieved from
https://owl.english.purdue. wl/r r

Strunk, W., & White, E. B. (2000). Elements of style (4th ed.). Boston: Allyn & Bacon. Retrieved
from http://www jlakes.org/ch/web/The-elements-of-style.pdf

Wiens, K. (2012, July 20). | won't hire people who use poor grammar. Here's why. Harvard

Business Review. Retrieved from http://blogs.hbr.org/2012/07/i-wont-hire-people-who-use-poo/

3.5.3: Citing and Referencing Sources in MLA Style

The Modern Languages Association (MLA) documentation style is favoured by humanities disciplines and is
therefore rarely used in the vocational college system. Though both two-part systems apply many of the same
principles in citing and referencing, MLA favours an even more streamlined structure of citation, reduced to

just the author(s) and location with no comma between:
* Signal phrase, direct or indirect quotation (Smith 66).

Notice also how the “p.” we saw in APA is assumed (omitted) in MLA. Like APA, if the author is identified in
the signal phrase, the contents of the parenthetical in-text citation are reduced to just the page number—e.g.,
“(66)” in the example above. Slight deviations from APA style also include using “and” instead of “&” to
separate two authors in MLA in-text citations, and “et al.” replaces the second, third, and any other authors,
even the first time it appears if the source has three or more authors. For more on MLA-style citations, see
MLA In-Text Citations: The Basics (Russell et al., 2017).

MLA bibliographical entries are similar to APA references in many respects but different in certain details.

Consider typical book, article, and online article bibliographical entries in an MLA-style Works Cited list:


http://strategy.mentalhealthcommission.ca/pdf/strategy-images-en.pdf
https://owl.english.purdue.edu/owl/resource/560/02/
https://owl.english.purdue.edu/owl/resource/560/05/
http://www.jlakes.org/ch/web/The-elements-of-style.pdf
http://blogs.hbr.org/2012/07/i-wont-hire-people-who-use-poo/
https://owl.english.purdue.edu/owl/resource/747/02/
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Dames, K. Matthew. “Understanding Plagiarism and How It Differs from Copyright Infringement.”
Computers in Libraries, vol. 27, no. 6, 2007, pp. 25-27.

Strunk, William, and E. B. White. Elements of Style. 1959. 4th ed., Allyn & Bacon, 2000.

Wiens, Kyle. “I Won’t Hire People Who Use Poor Grammar. Here’s Why.” Harvard Business Review, 20

July 2012, blogs.hbr.org/2012/07/i-wont-hire-people-who-use-poo/. Accessed 20 November 2017.
The following points cover major differences between MLA and APA:

* The title of the list of bibliographical entries is “Works Cited” rather than “References,” but it is likewise
centered as the top of the page.

¢ All bibliographical entries are double-spaced if the document text is double spaced with no additional
space between entries, but single-spaced if the rest of the document is single-spaced.

* Authors’ first names are fully spelled out rather than given as initials, and additional authors after the
first in a multi-author source are given in the normal order of first name then last name.

* Two-author sources use “and” between them (not “&”), as well as between the penultimate and last
author in sources with three or more authors.

* Titles are capitalized normally (not converted into sentence style), with prepositions, conjunctions, and
articles all lowercase unless they’re the first word in the title or subtitle.

* The titles of short works are surrounded by quotation marks; longer works are italicized just as in APA
style.

* The year of publication comes at the end of a book reference following the publisher name and a
comma.

o If the book is republished, the original publication year appears following the title’s period and
ends with a period itself.
* The edition precedes the publisher name and is separated from the latter by a comma.
* The “http://” is omitted from URLs.

For more on MLA Works Cited conventions, see MLA Works Cited Page: Basic Format (Russel et al., 2017)

and the pages following it.

References

Russell, T., Brizee, A., Angeli, E., Keck, R., Paiz, |. M., Campbell, M., Rodriguez-Fuentes, R., Kenzie,
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D. P., Wegener, S., Ghafoor, M. (2017, October 23). MLA in-text citations: The basics. Purdue OWL.
Retrieved from https://owl.english.purdue. wl/r rce/747/02

Russell, T., Brizee, A., Angeli, E., Keck, R., Paiz, |. M., Campbell, M., Rodriguez-Fuentes, R., Kenzie,
D. P., Wegener, S., Ghafoor, M. (2017, October 23). MLA works cited page: Basic format. Purdue

OWL. Retrieved from https://owl.english.purdue.edu/owl/resource/747/Q5/

3.5.4: Citing and Referencing Sources in IEEE Style

The Institute of Electrical and Electronics Engineers (IEEE) documentation style is favoured by pure STEM
(science, technology, engineering, and math) disciplines and is therefore second to APA in its prevalence in
the College of Applied Arts and Technology system. Like APA and MLA, it features a two-part system of
in-text citations used throughout and references tucked away at the end of a document, but streamlines the
former even further to just a bracketed number. Citations are numbered in order of their appearance, as are the
bibliographical entries at the back since they correspond to the bracketed numbers throughout the document.
The first few sources used would be cited as such:

Direct or indirect quotation from the first source [1]. Direct or indirect quotation from a second source [2].
Direct or indirect quotation from the first source again [1]. Direction or indirect quotation from a third source
[3].

Besides being citations, the bracketed numbers may also be used as substitutes for naming the source itself,
as in the following signal phrase preceding a summary of several sources:

According to [12], [15], and [17]-[20], . ...

Bracketing the whole group of references (rather than each individually) is also acceptable (Murdoch
University Library, 2018):

According to [12, 15, and 17-20], . . ..

Page or paragraph references can also be inserted into the citations as they were in APA and MLA—e.g., [12,
p. 4], [15, € 7.

The list of bibliographical entries at the back of the document is called “References” like in APA, but its
organization differs. Rather than list the entries alphabetically by author last name, IEEE lists them in order
of their appearance throughout your text with a column of the bracketed citation numbers flush to the left
margin. Consider the three sample sources used to compare and contrast bibliographical entries for APA and
MULA style above, now in IEEE:

[1] W. Strunk and E. B. White, Elements of Style, 4th ed., Boston, MA: Allyn & Bacon, 2000.


https://owl.english.purdue.edu/owl/resource/747/02/
https://owl.english.purdue.edu/owl/resource/747/05/

3.5 DOCUMENTING SOURCES IN APA, MLA, OR IEEE STYLES | 119

[2] K. Wiens. (2012, July 20). I won’t hire people who use poor grammar. Here’s why. Harv. Bus. Rev.
[Online]. Available: https://hbr.org/2012/07/i-wont-hire-people-who-use-poo. [Accessed: January 27, 2018].

[3] K. M. Dames, “Understanding plagiarism and how it differs from copyright infringement,” Comp. in
Libr., vol. 27, no. 6, pp. 25-27, Jun., 2006.

The basic differences between IEEE-style References, APA, and MLA are as follows:

* The section title is “References” (like APA, but unlike MLA) left-aligned (unlike both) at the top of the
page.

* Bibliographical entries are listed in their order of appearance with a column of bracketed numbers flush
to the left margin (unlike both APA and MLA).

* Authors’ first names are given as initials (like APA, unlike MLA) but placed before the last name (unlike
both APA and MLA).

* Double authors are separated by “and” (like MLA), not “&” (APA).

* Long works are italicized (like APA and MLA), short works are in sentence style (like APA, unlike
MLA), in plain style (like APA and MLA), and are in quotation marks for print-based periodicals (like
MLA, unlike APA), but are not in quotation marks for strictly online articles (like APA, unlike MLA)
according to the IEEE Editorial Style Manual (n.d.), but they are according to other style guides
(Murdoch University Library, 2018), so this can be optional.

* Year/date of publication appears at the end for print sources (like MLA, unlike APA) but following the
author for online sources (like APA, unlike MLA).

* Punctuation between parts is mostly commas for print sources (unlike both APA and MLA) and
periods for online (like both APA and MLA).

When writing a document involving research in IEEE style, you are strongly advised to use a citation and
references generator such as that available in MS Word. Begin one even when starting a project with notes
by going to the “References” menu at the top and selecting “Insert Citation.” Though the IEEE numbering
system is reader friendly, documenting research manually, especially for larger projects with several sources,
is difficult because adding references out of order during the writing process requires re-numbering all
subsequent citations as well as their corresponding bibliographical entry numbers at the back. Say you’re
writing a 20-page report and realize that you need to add an extra source between [12] and [13], and you’ve
already cited 26 sources; after inserting the new [13], you would have to manually change the old [13] to [14],
[14] to [15], and 11 others both throughout your report and in your references at the back; if you added yet
another source in the middle somewhere, you’ll be re-numbering them all over again. A reference generator
will re-number your references with the press of a button when adding citations out of order, as well as format
your References list for you. Some stylistic adjustments will be necessary, however, due to differences between
MS Word’s References formatting and that modeled in the IEEE Editorial Style Manual (n.d.).



https://hbr.org/2012/07/i-wont-hire-people-who-use-poo
https://www.ieee.org/conferences_events/conferences/publishing/style_references_manual.pdf
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http://libguides.murdoch.edu.au/IEEE/text

3.5.5: Citing Images and Other Media

We’ve so far covered citations and references when using text, but what about other media? How do you cite an
image or a video embedded in a presentation, for instance? A common mistake among students is to just grab
whatever photos or illustrations they find in a Google image search, toss them into a presentation PowerPoint
or other document, and be done with it. That would be classic plagiarism, however, since putting their name
on an assignment that includes the uncredited work of others dishonestly presents other people’s work as their
own. To avoid plagiarism, the student would first have to determine if they’re permitted to use the image then
cite it properly.

Whether you’ve been granted permission, own the image yourself, or not, you must still credit the source
of the image just like when you quote directly or indirectly. Not citing an image even in the case of owning it
yourself will result in the reader thinking that you may have stolen it from internet. Just because a photo or
graphic is on the internet doesn’t mean that it’s for the taking; any image is automatically copyrighted by the
owner as soon as they produce it (e.g., you own the copyright to all the photos you take on your smartphone).
Whether or not you can download and use images from the internet depends on both its copyright status
and your purpose for using it. According to Canadian legislation, using images for educational purposes is
considered “Fair Dealing” (i.e., safe) when you won’t make any money on it (Copyright Act, 1985, §29), but
contacting the owner and asking permission is still the safest course of action. Next safest is to ask your librarian
if your use of an image in whatever circumstances might be considered offside or fair.

Standard practice in citing images in APA style is to refer to them in your text and then properly label them
with figure numbers, captions, and copyright details. Referring to them in your text, referencing the figure
numbers in parentheses, and placing the image as close as possible to that reference ensures that the image is
relevant to your topic rather than a frivolous attempt to pad your research document with non-text space-filler.

The image must be:


https://www.ieee.org/conferences_events/conferences/publishing/style_references_manual.pdf
https://www.ieee.org/conferences_events/conferences/publishing/style_references_manual.pdf
http://libguides.murdoch.edu.au/IEEE/text
http://laws-lois.justice.gc.ca/eng/acts/c-42/
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* Centred on the page and appropriately sized given its resolution (do not make low-resolution, pixelated
images large), dimensions, and relative importance

* Labeled immediately below with a figure number given in a consecutive order along with other images
in your document

* Described briefly with a caption that also serves as the image’s title

* Attributed with original title, ownership, and retrieval information, including the URL if found online,

as well as copyright status information, such as “Copyright 2007 by Larissa Sayer. Printed with
permission” (Thompson, 2017).

Even if you retrieve the image from public domain archives such as the Wikimedia Commons (see Figure 1),

you must indicate that status along with the other information outlined above and illustrated below.

]

Wrig ey

Figure 1. Algonquin couple of the Kitcisipiriniwak (“Ottawa River Men”) encountered by the French on
an islet on the Ottawa River. From “Algonquines,” watercolour by an unknown 18th-century artist,

https://upload.wikimedia.org/wikipedia/commons/3/3a/Algonquins.jpg. Public domain (2008) courtesy of

the City of Montreal Records Management & Archives, Montreal, Canada.

If your document is a PowerPoint or other type of presentation, however, which doesn’t give you much room
for 2-4 lines of citation information without compromising clarity by minimizing its size, a more concise
citation more like that you would do for directly or indirectly quoted text might be more appropriate. The

citation below an image on a PowerPoint slide could thus look more like:


https://www.lib.sfu.ca/help/research-assistance/format-type/online-images/citing
https://upload.wikimedia.org/wikipedia/commons/3/3a/Algonquins.jpg
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Source: “Algonquines” (2008)

In either case, the References at the end of the paper or slide deck would have a proper APA-style
bibliographical entry in the following format:

Creator’s last name, first initial. (Role of creator). (Year of creation). Title of image or description of image.
[Type of work]. Retrieved from URL/database

If the identity of the creator is not available and year of creation unknown, as in the above case, the title

moves into the creator/owner’s position and the date given is when the image was posted online:
Algonquines. (2008, August 19). [Digital Image]. Retrieved from https://en.wikipedia.org/wiki/
Algonquin_people#/media/File:Algonquins.jpg

A common mistake is to identify “Google Images” as the source, but it’s a search engine, not a source, and
doesn’t guarantee that the reader will be able to find the source you used. By having either that actual owner/
author or title in the citation and the matching owner/author as the first word in the References section, you
make it easy for the reader to go directly to the source you used, which is the whole point of the two-part
citation/reference system.

For more, see the Simon Fraser University Library website’s guide Finding and using online images
(Thompson, 2017) for a collection of excellent databases and other websites to locate images, detailed
instructions for how to cite images in APA and MLA style, and information on handling copyrighted material.
Though the IEEE Editorial Style Manual omits a section on citing images, the University of Manitoba’s
Citation Guide — IEEE Style shows that the label below the image looks puts the figure number in uppercase

along with the title caption, and replaces everything else with just the bracketed in-text citation number:


https://en.wikipedia.org/wiki/Algonquin_people#/media/File:Algonquins.jpg
https://en.wikipedia.org/wiki/Algonquin_people#/media/File:Algonquins.jpg
https://www.lib.sfu.ca/help/research-assistance/format-type/online-images
https://www.lib.sfu.ca/help/research-assistance/format-type/online-images/citing
https://www.umanitoba.ca/faculties/engineering/departments/mechanical/pdf/Citing-IEEE.pdf
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FIGURE 1. ALGONQUIN COUPLE [4]
In the References at the back, the IEEE figure would appear as:
[4] “Algonquines” [Online]. (2008, August 19). Available: https://en.wikipedia.org/wiki/
Algonquin_people#/media/File:Algonquins.jpg. [Accessed: January 27, 2018].

For more on citing images in IEEE, as well as further examples of all other source types, see Citation Guide

— IEEF Style (Godavari, 2008).

For citing and referencing an online video such as from You Tube, you would just follow the latest guidelines
from the official authority on each style such as APAStyle.org. Citing these is a little tricky because You Tube
users often post content they don’t own the copyright to. If that’s the case, you would indicate the actual
author or owner in the author position as you would for anything else, but follow it with the user’s screen name
in brackets. If the author and the screen name are the same, you would just go with the screen name in the
author position. For a video on how to do this exactly, for instance, you would cite the screen given under the
video in YouTube as the author, followed by just the year (not the full date) indicated below the screen name
following “Published on” (James B. Duke, 2017). In the References section, “[Video file]” follows the video’s
italicized, sentence-style title, and the bibliographical reference otherwise looks like any other online source:

James B. Duke. (2017, January 13). How to cite Youtube videos in APA format [Video file]. Retrieved from
https://www.youtube.com/watch?v=yd]7k1ix-p8

Whenever in doubt about what style to follow, especially as technology changes, always consult the relevant
authority on whatever source medium you need to cite and reference. If you doubt the James B. Duke
Memorial Library employee’s video above, for instance, you can verify the information at APAStyle.org and see
that it indeed is accurate advice (McAdoo, 2011).



https://en.wikipedia.org/wiki/Algonquin_people#/media/File:Algonquins.jpg
https://en.wikipedia.org/wiki/Algonquin_people#/media/File:Algonquins.jpg
https://www.umanitoba.ca/faculties/engineering/departments/mechanical/pdf/Citing-IEEE.pdf
https://www.umanitoba.ca/faculties/engineering/departments/mechanical/pdf/Citing-IEEE.pdf
https://www.umanitoba.ca/faculties/engineering/departments/mechanical/pdf/Citing-IEEE.pdf
http://www.apastyle.org/
https://www.youtube.com/watch?v=ydJ7k1ix-p8
https://www.youtube.com/watch?v=ydJ7k1ix-p8
http://www.apastyle.org/
http://blog.apastyle.org/apastyle/2011/10/how-to-create-a-reference-for-a-youtube-video.html
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Key Takeaways

O

‘ Cite and reference each source you use in a research document following the
documentation style conventions adopted by your field of study, whether APA, MLA, or IEEE.

Exercises

Drawing from your quotation, paraphrase, and summary exercises at the end of §3.4,
assemble of combination of each, as well as media such as a photograph and a YouTube video, into
a short research report on your chosen topic with in-text citations and bibliographical entries in the
documentation style (APA, MLA, or IEEE) adopted by your field of study.
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CHAPTER 4: THE WRITING PROCESS llI:
DRAFTING

Jordan Smith

Chapter Learning Objectives

1. Use effective reading strategies to collect and reframe information from a variety of written
materials accurately.

2. Apply outlining techniques to begin drafting a document.

3. Plan, write, revise, and edit short documents and messages that are organized, complete, and
tailored to specific audiences.

4. Apply the principles of reader-friendly document design to various written formats.

Now that you’ve planned out your document and gathered information that meets your audience’s needs,
you’re just about ready to start drafting the document’s message. At this point it’s worthwhile reminding
yourself that the words you start entering in your word processor will look different from those your reader will
eventually read. By the end of the drafting stage examined in this chapter, your document will be partway there,
but how much revising you do in the fourth stage (see Ch. 5) depends on how effectively you’ve organized your

message in the first step of this third stage.
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Figure 4: The four-stage writing process and Stage 3 Breakdown

* 4.1: Choosing an Organizational Pattern

* 4.2: Oudining Your Message

* 4.3: Forming Effective Sentences

* 4.4: Forming Fffective Paragraphs

* 4.5: Writing in the Business Standard Style
* 4.6: Effective Document Design



4.1: CHOOSING AN ORGANIZATIONAL
PATTERN

Learning Objectives

@

1. Use effective reading strategies to collect and reframe information from a variety of

written materials accurately.

3. Plan, write, revise, and edit short documents and messages that are organized, complete, and
tailored to specific audiences.

The shape of your message depends on the purpose you set out to achieve, which is why we said in §2.1 above
that a clearly formulated purpose must be kept in mind throughout the writing process. Whether your purpose
is to inform, instruct, persuade, or entertain, structuring your message according to set patterns associated
with each purpose helps achieve those goals. Without those familiar structures guiding your reader toward
the intended effect, your reader can get lost and confused, perhaps reflecting the confusion in your own mind
if your thoughts aren’t clearly focused and organized enough themselves. Or perhaps your message is crystal
clear in your own mind, but you articulate it in an unstructured way that assumes your reader sees what you
think is an obvious main point. Either way, miscommunication results because your point gets lost in the noise.
Lucky for us, we have standard patterns of organization to structure our thoughts and messages to make them
understandable to our audiences.

From paragraphs to essays to long reports, most messages follow a three-part structure that accommodates

the three-part division of our attention spans and memory:
1. Attention-grabbing opening
* The job of the opening is to hook the reader in to keep reading, capturing their attention with a major

personal takeaway (answering the reader’s question “What’s in it for me?”) or the main point (thesis) of

the message. In longer messages, the opening includes an introduction that establishes the frame in


https://pressbooks.nscc.ca/llscomm/format/_Knowing_Your
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which the reader can understand everything that follows.

* This accommodates the primacy effect in psychology, which is that first impressions tend to stick in

our long-term memory more than what follows (Baddeley, 2000, p. 79), whether those impressions are
of the people we meet or the things we read. You probably remember what a recently made friend at
college looked like and said the first time you met them, for instance, despite that happening weeks or
even months ago. Likewise, you will recall the first few items you read in a list of words (like those in
Table 2.2.3 above) better than those in the middle. This effect makes the first sentence you write in a
paragraph or the first paragraph you write in a longer message crucial because it will be what your reader
remembers most and the anchor for their understanding of the rest. Because of the way our minds work,

your first sentence and paragraph must represent the overall message clearly.
2. Detail-packed body

* The message body supports the opening with further detail supporting the main point. Depending on
the type of message and organizational structure that suits it best, the body may involve:
> Evidence in support of a thesis
° Background for better understanding
° Detailed explanations and instructions
> Convincing rationale in a persuasive message

° Plot and character development in an entertaining story

This information is crucial to the audience’s understanding of and commitment to the message, so it cannot

be neglected despite the primacy and recency effects.

* Our memory typically blurs these details, however, so having them written down for future reference is
important. You don’t recall the specifics of every interaction with your closest friend in the days,
months, and years between the strong first impression they made on you and your most recent memory
of them, but those interactions were all important for keeping that relationship going, and certainly
some highlight memories from throughout that intervening time come to mind. Likewise, the message
body is a collection of important subpoints in support of the main point, as well as transitional elements

that keep the message coherent and plot a course towards its completion.
3. Wrap-up and transitional closing
* The closing completes the coverage of the topic and may also point to what’s next, either by bridging to

the next message unit (e.g., the concluding sentence of a paragraph establishes a connection to the topic

of the next paragraph) or offering cues to what action should follow the message (e.g., what the reader is


https://books.google.ca/books?id=DOYJCAAAQBAJ
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supposed to do in response to a letter, such as reply by a certain date).

* Depending on the size, type, and organizational structure of the message, the closing may also offer a
concluding summary of the major subpoints made in the body to ensure that the purpose of the
message has been achieved. In a persuasive message, for instance, this summary helps prove the opening
thesis by confirming that the body of evidence and argument supported it convincingly.

* The closing appeals to what psychologists call the recency effect, which is that, after first impressions,
last impressions stick out because, after the message concludes, we carry them in our short-term memory
more clearly than what came before (Baddeley, 2000, p. 79). Just as you probably remember your most
recent interaction with your best friend—what they were wearing, saying, feeling, etc.—so you

remember well how a message ends.

The eftective writer therefore loads the message with important points both at the opening and closing because
the reader will focus on and remember what they read there best, as well as organizes the body in a manner
that is engaging and easy to follow. In the next section, we will explore some of the possibilities for different
message patterns while bearing in mind that they all follow this general three-part structure. Learning these
patterns is valuable beyond merely being able to write better. Though a confused and scattered mind produces
confusing and disorganized messages, anyone can become a more clear and coherent thinker by learning to

organize messages consistently according to well-established patterns.

* 4.1.1: Direct Messages
* 4.1.2: Indirect Messages
* 4.1.3: Organizing Principles

4.1.1: Direct Messages

Because we’re all going to die and life is short, most messages do their reader a solid favour by taking the direct
approach or frontloading the main point, which means getting right to the point and not wasting precious
time. In college and in professional situations, no one wants to read or write more than they have to when
figuring out a message’s meaning, so everybody wins when you open with the main point or thesis and follow
with details in the message body. If it takes you a while before you find your own point in the process of
writing, leaving it at the end where you finally discovered what your point was, or burying it somewhere in
the middle, will frustrate your reader by forcing them to go looking for it. If you don’t move that main point
by copying, cutting, and pasting it at the very beginning, you risk annoying your busy reader because it’s
uncomfortable for them to start off in the weeds and linger in a state of confusion until they finally find that
main point later. Leaving out the main point because it’s obvious to you—though it isn’t at all to the reader

coming to the topic for the first time—is another common writing error. The writer who frontloads their
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message, on the other hand, finds themselves in their readers’ good graces right away for making their meaning
clear upfront, freeing up readers to move quickly through the rest and on to other important tasks in their busy
lives.

Whether or not you take the direct approach depends on the effect your message will have on the reader. If
you anticipate your reader being interested in the message or their attitude to it being anywhere from neutral
to positive, the direct approach is the only appropriate organizational pattern. Except in rare cases where your
message delivers bad news, is on a sensitive topic, or when your goal is to be persuasive (see §4.1.2 below), all
messages should take the direct approach. Since most business messages have a positive or neutral effect, all
writers should frontload their messages as a matter of habit unless they have good reason to do otherwise. The
three-part message organization outlined in the §4.1 introduction above helps explain the psychological reasons
why frontloading is necessary: it accommodates the reader’s highly tuned capacity for remembering what they
see first, as well as respects their time in achieving the goal of communication, which is understanding the
writer’s point.

Let’s say, for instance, that you send an email to a client with e-transfer payment instructions so that you
can be paid for work you did for them. Because you send this same message so often, the objective and context
of this procedure is so well understood by you that you may fall into the trap of thinking that it goes without
saying, so your version of “getting to the point” is just to open with the payment instructions. Perhaps you may
have even said in a previous email that you'd be sending payment instructions in a later email, so you think that
the reader knows what it’s about, or you may get around to saying that this is about paying for the job you did
at the end of the email, effectively burying it under a pile of details. Either way, to the reader who opens the
email to see a list of instructions for a procedure they’ve never done before with no explanation as to why they
need to do this and what it’s all for exactly, confusion abounds. At best the client will email you back asking
for clarification; at worst they will just ignore it, thinking that it was sent in error and was supposed to go to
someone who would know what to do with it. You’ll have to follow up either way, but you have better things
to do. If you properly anticipated your audience’s reaction and level of knowledge as discussed in Step 1.2 of
the writing process (see §2.2.4 above), however, you would
know that opening with a main point like the following would put your client in the proper frame of mind for
following the instructions and paying you on time:

Please follow the instructions below for how to send an e-transfer payment for the installation work
completed at your residence on July 22.

In the above case, the opening’s main point or central idea is a polite request to follow instructions, but in
other messages it may be a thesis statement, which is a summary of the whole argument; in others it may be a
question or request for action. The main point of any message, no matter what type or how long, should be an
idea that you can state clearly and concisely in one complete sentence if someone came up to you and asked you
what it’s all about in a nutshell. Some people don’t know what their point is exactly when they start writing,
in which case writing is an exploratory exercise through the evidence assembled in the research stage. As they

move toward such a statement in their conclusion, however, it’s crucial that they copy, cut, and paste that main
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point so that it is among the first—if not #he first—sentence the reader sees at the top of the document, despite

being among the last written.

Choosing an Organizational Figure 4.1.1: Choosing an organizational

Approach in the Writing Appglgfg; . .
Process BATTERN approach in the writing process
Anticipated audience
1.1 1.2 reaction to your message:
Figure out Profile your ET;’:Z;I:EUC . . .
your purpose audience . Neutral e 1.1: Flgure out your pllrpOSC for ertlng
for writing
I S EE—

* 1.2: Profile your audience
Anﬁcipate$ * Direct Approach Pattern: Anticipated audience
reaction to your message:

- Disappointed reaction to your message is enthusiastic, interested
« Resistant INDIRECT
* Upset APPROACH

ATTERN or neutral

1. Main Point
2. Details

* Indirect Approach Pattern: Anticipated audience reaction to your message is disappointed, resistant or

llpSCt

1. Details
2. Main Point

4.1.2: Indirect Messages

While the direct approach leads with the main point, the indirect approach strategically buries it deeper in the
message when you expect that your reader will be resistant to it, displeased with it, upset or shocked by it, or
even hostile towards it. In such cases, the direct approach would come off as overly blunt, tactless, and even
cruel by hitting the reader over the head with it in the opening. The goal of indirect messages is not to deceive
the reader nor make a game of finding the main point, but instead to use the opening and some of the message
body to ease the reader towards an unwanted or upsetting message by framing it in such a way that the reader
becomes interested enough to read the whole message and is in the proper mindset for following through on
it. This organizational pattern is ideal for two main types of messages: those delivering bad news or addressing
a sensitive subject, and those requiring persuasion such as marketing messages pitching a product, service, or
even an idea. Both types are the focus of the two final sections of Chapter 9 respectively (see §9.4 and §9.5).
For now, however, all we need to know is that the organization of a persuasive message follows the so-called
AIDA approach, which divides the message body in the traditional three-part organization into two parts,

making for a four-part structure:
g p

1. Attention-grabbing opener
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2. Interest-generating follow-up
3. Desire-building details

4. Action cue

Nearly every commercial you’ve ever seen follows this general structure, which is designed to keep you
interested while enticing you towards a certain action such as buying a product or service. If a commercial took
the direct approach, it would say upfront “Give us $19.99 and we’ll give you this turkey,” but you never see
that. Instead you see all manner of techniques used to grab your attention in the opening, keep you tuned in
through the follow-up, pique your desire in the third part, and get you to act on it with purchasing information
at the end. Marketing relies on this structure because it effectively accommodates our attention spans’ need to
be hooked in with a strong first impression and told what to do at the end so that we remember those details
best, while working on our desires—even subconsciously—in the two-part middle body.

Likewise, a bad-news message divides the message body into two parts with the main point buried in the
second of them (the third part overall), with the opening used as a hook that delays delivery of the main point
and the closing giving action instructions as in persuasive AIDA messages. The typical organization of a bad-

news message is:

Buffer offering some good news, positives, or any other reason to keep reading
Reasons for the bad news about to come

Bad news buried and quickly deflected towards further positives or alternatives

L e

Action cue

Delaying the bad news till the third part of the message manages to soften the blow by surrounding it with
positive or agreeable information that keeps the audience reading so that they miss neither the bad news
nor the rest of the information they need to understand it. If a doctor opened by saying “You’ve got cancer
and probably have six months to live,” the patient would probably be reeling so much in hopelessness from
the death-sentence blow that they wouldn’t be in the proper frame of mind to hear important follow-up
information about life-extending treatment options. If an explanation of those options preceded the bad news,
however, the patient would probably walk away with a more hopeful feeling of being able to beat the cancer
and survive. Framing is everything when delivering bad news.

Consider these two concise statements of the same information taking both the direct and indirect

approach:
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Table 4.1.2: Comparison of Direct and Indirect Messages

Direct Message Indirect Message
Global Media is cutting costs in its print division by Global Media is seeking to improve its profitability across
shutting down several local newspapers. its various divisions. To this end, it is streamlining its local

newspaper holdings by strengthening those in robust
markets while redirecting resources away from those that
have suffered in the economic downturn and trend
towards fully online content.

Here we can see at first glance that the indirect message is longer because it takes more care to frame and justify
the bad news, starting with an opening that attempts to win over the reader’s agreement by appealing to their
sense of reason. In the direct approach, the bad news is delivered concisely in blunt words such as “cutting”
and “shutting,” which get the point across economically but suggest cruel aggression with violent imagery. The
indirect approach, however, makes the bad news sound quite good—at least to shareholders—with positive

»

words like “improve,” “streamlining,” and “strengthening.” The good news that frames the bad news makes
the action sound more like an angelic act of mercy than an aggressive attack. The combination of careful
word choices and the order in which the message unfolds determines how well it is received, understood, and
remembered as we shall see when we consider further examples of persuasive and bad-news messages later in

§9.4 and §9.5.

4.1.3: Organizing Principles

Several message patterns are available to suit your purposes for writing in both direct and indirect-approach
message bodies, so choosing one before writing is essential for staying on track. Their formulaic structures
make the job of writing as easy and routine as filling out a form—just so long as you know which form to grab
and have familiarized yourself with what they look like when they’re filled out. Examples you can follow are
your best friends through this process. By using such organizing principles as chronology (a linear narrative
from past to present to future), comparison-contrast, or problem-solution, you arrange your content in a
logical order that makes it easy for the reader to follow your message and buy what you’re selling.

If you undertake a large marketing project like a website for a small business, it’s likely that you’ll need to
write pieces based on many of the available organizing principles identified, explained, and exemplified in Table

4.1.3 below. For instance, you might:

* Introduce the product or service with a problem-solution argument on the homepage
* Include a history of the company told using the chronological form as well as the journalistic SW+H
(who, what, where, when, why, and how) breakdown on the 4bout page; you may also include short

biographies of key staft
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* Use technical descriptions and a comparison-contrast structure for product or service explanations
that distinguish what you offer from your competitors

* Provide short research articles or essays on newsworthy topics related to your business in the general-to-
specific pattern on the Blog page

* Provide point-pattern questions and answers on the FAQ page, such as the pros and cons of getting a
snow-removal service in answer to the question of whether to pay someone to do it for you

* Provide instructions for setting up service on the Contact page

Checking out a variety of websites to see how they use these principles effectively will provide a helpful guide
for how to write them yourself. So long as you don’t plagiarize their actual wording (see §3.5.1 above for
why you mustn’t do this and §3.4.2 for how to avoid it), copying their basic structure so you don’t have to
reinvent the wheel means that you can provide readers with a recognizable form that will enable them to find

the information they need.
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Table 4.1.3: Ten Common Organizing Principles
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Organizing
Principle

1. Chronology &
SW+H

2. Comparison &
Contrast

Structure & Use

* Linear narrative from beginning to end,
including past, present, and possibly
future, as well as the who, what, where,
when, and how of the story

* For historical accounts, incident reports,

and biographies

* DPoint-by-point account of the
similarities between two or more things,
followed by a similarly structured
account of their differences

* For descriptive analysis of two or more
somehow related things

Example

Wolfe Landscaping & Snowblowing began
when founder Robert Wolfe realized in 1993
that there was a huge demand for reliable
summer lawncare and winter snow removal
when it seemed that the few other available
services were letting their customers down.
Wolfe began operations with three
snow-blowing vehicles in the Bridlewood
community of Kanata and expanded to
include the rest of Kanata and Stittsville
throughout the 1990s.

WLS continued its eastward expansion
throughout the 2000s and now covers the
entire capital region as far east as Orleans, plus
Barrhaven in the south, with 64 snow-
blowing vehicles out on the road at any one
time. WLS recently added real-time GPS
tracking to its app service and plans to
continue expanding its service area to the rural
west, south, and east of Ottawa throughout
the 2020s.

Wolfe Snowblowing goes above and beyond
what its competitors offer. While all
snowblowing services will send a
loader-mount snow blower (LMSB) to your
house to clear your driveway after a big
snowfall, Wolfe’s LMSBs closely follow the
city plow to clear your driveway and the snow
bank made by the city plow in front of it, as
well as the curbside area in front of your
house so you still have street parking.

If you go with the “Don’t Lift a Finger This
Winter” deluxe package, Wolfe will
additionally clear and salt your walkway,
stairs, and doorstep. With base service pricing
10% cheaper than other companies, going
with Wolfe for your snow-removal needs is a
no-brainer.
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3. Pros & Cons

4, Problem &
Solution

Account of advantages followed by
disadvantages

For an analysis of something’s value as a
basis for a recommendation to either
adopt it or not

Description of a problem scenario
followed by a solution that directly solves
that problem

For marketing products or services and
scientific reporting of breakthroughs

Why would you want a snow-removal service?

Advantages include:

¢ Worry-free driveway clearing following
the city plow

* Round-the-clock service clearing your
driveway before you leave for work and
before you return

* Time saved from shoveling your
driveway yourself

* Avoiding the injuries incurred from
shoveling yourself

The disadvantages of other snow-removal
services include:

°10% more expensive than our base
price

° Potential damage to your driveway
or adjoining lawn (WLS will fix any
damage free of charge)

As you can see, the advantages of WLS
outweigh the disadvantages for any busy
household.

Are you fed up with getting all geared up in
-40 degree weather at 6am to shovel your
driveway before leaving for work? Fed up with
finishing shoveling the driveway in a hurry,
late for work in the morning, and then the
city plow comes by and snow-banks you in
just as you’re about to leave? Fed up with
coming home after a long, hard day at work
only to find that the city plow snow-banked
you out?

Well worry no more! Wolfe Landscaping &
Snowblowing has got you covered with its
24-hour snow removal service that follows the
city plow to ensure that you always have
driveway access throughout the winter
months.



S. Cause & Effect

6. Process &
Procedure

7. General to Specific
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Detailed description of the connection
between two or more events, actions, or
things to show how they work

For an analysis of the causal connection
between things

Numbered list describing steps in a
chronological sequence of actions
towards a goal

For an analysis of how something works,
or instructions for performing a certain
task

Starts with the bigger picture as context
before narrowing the focus to something
very specific

For an in-depth analysis or explanation
of a topic

As soon as snow appears in the weather
forecast, Wolfe Landscaping & Snowblowing
reserves its crew of dedicated snow blowers for
24-hour snow removal. When accumulation
reaches Scm in your area, our fleet deploys to
remove snow from the driveways of all
registered customers before the city plows get
there. Once the city plow clears your street, a
WLS snow blower returns shortly after to
clear the snow bank formed by the city plow
at the end of your driveway.

Ordering our snow removal service is as easy
as123:

1. Call 1-800-555-SNOW or email us at
info@wolfelandscaping&snow

2. Let us know your address and driveway
size (can it fit only one parked car, two
end-to-end or side-by-side, four, etc.?)

3. Pay by credit card over the phone or via
our secure website, and we will come by
to plant driveway markers within the
week. That way, our snow blowers will
be able to respect your driveway
boundaries throughout the winter
clearing season.

Wolfe Landscaping & Snowblowing provides
a reliable snow-removal service throughout
the winter. We got you covered for any
snowfall of Scm or more between November
1st and April 15th. Once accumulation
reaches Scm at any time day or night, weekday
or weekend, holiday or not, we send out our
fleet of snow blowers to cover neighbourhood
routes, going house-by-house to service
registered customers. At each house, a
loader-mount snow blower scrapes your
driveway and redistributes the snow evenly
across your front yard in less than five
minutes.
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8. Definition &
Example

9. Point Pattern

10. Testimonial

Starts with a definition and provides
specific examples for illustration

For explaining concepts to people
coming to the topic for the first time

A bullet-point listing of various
connected but unprioritized points
supporting a main point preceding them
For breaking down an explanation in a
reader-friendly point-by-point
presentation such as an FAQ page

First-person account of an experience
For offering a perspective that the reader
can relate to as if they were to experience
it themselves

A loader-mount snow blower (LMSB) is a
heavy-equipment vehicle that removes snow
from a surface by pulling it into a
front-mounted impeller with an auger and
propelling it out of a top-mounted discharge
chute. Our fleet consists of green John Deere
SB21 Series and red M-B HD-SNB LMSB:s.

Wolfe Landscaping & Snowblowing’s “Don’t
Lift a Finger This Winter” deluxe package
ensures that you will always find your
walkway and driveway clear when you exit
your home after a snowfall this winter! It
includes:

* Clearing and salting your driveway with
every 3cm or more of snow
accumulation

* Clearing the snowbank at the end of
your driveway within minutes of it being
formed by the city plow

¢ Shoveling and salting your walkway all
the way to your front door after a 3cm+
snowfall or freezing rain

¢ Shoveling by request any other walkways
on your property

According to Linda Sinclair in the Katimavik
neighbourhood, “Wolfe did a great job
clearing our snow this past winter. We didn’t
see them much because they were always there
and gone in a flash, but the laneway was
always scraped clear by the time we left for
work in the morning if it snowed in the night.
We never had a problem when we got home
either, unlike when we used Sherman
Snowblowing the year before and we always
had to stop, park on the street, and shovel the
snow bank made by the city plow whenever it
snowed while we were at work. Wolfe was the
better service by far.”

Though shorter documents may contain only one such organizing principle, longer ones typically involve a

mix of different organizational patterns used as necessary to support the document’s overall purpose.
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Key Takeaways

O

‘ Before beginning to draft a document, let your purpose for writing and anticipated
audience reaction determine whether to take a direct or indirect approach, and choose an

appropriate organizing principle to help structure your message.

Exercises

1. Consider some good news you've received recently (or would like to receive if you
haven't). Assuming the role of the one who delivered it (or who you would like to deliver it), write a
three-part direct-approach message explaining it to yourself in as much detail as necessary.

2. Consider some bad news you've received recently (or fear receiving if you haven't). Write a four-
part indirect-approach message explaining it to yourself as if you were the one delivering it.

3. Draft a three-paragraph email to your boss (actual or imagined) where you recommend
purchasing a new piece of equipment or tool. Use the following organizational structure:

i. Frontload your message by stating your purpose for writing directly in the first sentence or
two.

ii. Describe the problem that the tool is meant to address in the follow-up paragraph.

jii. Provide a detailed solution describing the equipment/tool and its action in the third
paragraph.

4. Picture yourself a few years from now as a professional in your chosen field. You've been
employed and are getting to know how things work in this industry when an opportunity to branch
out on your own presents itself. To minimize start-up costs, you do as much of the work as you can
manage yourself, including the marketing and promotion. To this end, you figure out how to put
together a website and write the content yourself. For this exercise, write a piece for each of the ten
organizing principles explained and exemplified in Table 4.1.3 above and about the same length as
each, but tailored to suit the products and/or services you will be offering in your chosen profession.
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4.2: OUTLINING YOUR MESSAGE

Learning Objectives

@

1. Use effective reading strategies to collect and reframe information from a variety of
written materials accurately.

2. Apply outlining techniques to begin drafting a document.

3. Plan, write, revise, and edit short documents and messages that are organized, complete, and
tailored to specific audiences.

Once you've clarified the organizing principle of your message, outlining with hierarchical notes helps you plot
out the bare-bones structure of the message’s full scope so that you can flesh it out into full sentences and
paragraphs shortly after. Outlining helps you get past one of the most terrifying moments in any student’s
or professional’s job, especially when beginning a large writing project: writer’s block. Even after completing
all the other steps of the writing process explored above, freezing up while staring down a blank screen is an
anxiety-driven mental bottleneck that often comes from either lacking anything to say because you haven’t
researched the topic, or thinking that your draft writing has to come out perfectly just as the reader will see it
by the end of the process. It absolutely doesn’t. Drafting is supposed to produce a sketchy, disappointing mess
only because the goal at this stage is to get ideas down fast so that you can fix them up later in the editing stage.

Outlining is a structured brainstorming activity that helps keep you on track by assigning major, overarching
ideas and relatively minor, supporting points to their proper places in the framework of your chosen organizing

principle. At its most basic form for a three-part message, an outline looks like the following:

I. Opening
A. Point1
B. Point2
II. 