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  Apply the three-step writing process to negative 

messages  

    Explain how to use the direct approach effectively when 

conveying negative news  

    Explain how to use the indirect approach effectively when 

conveying negative news  

    Explain the importance of maintaining high standards of 

ethics and etiquette when delivering negative messages  

    Describe successful strategies for sending negative 

messages on routine business matters  

    List the important points to consider when conveying 

negative organizational news  

    Describe successful strategies for sending negative 

employment-related messages   

     LEARNING OBJECTIVES   After studying this chapter, you will be able to 

 Writing Negative Messages 

   Communication Gaffe Makes 

an Unpleasant Situation Worse 

 If you’ve ever purchased anything online using a credit or 

debit card, you’ve used some form of an automated billing 

system. From a consumer’s point of view, in which all you 

do is fi ll in a form and a charge eventually shows up on your 

monthly statement, billing looks fairly simple. However, a lot 

of tasks need to be done behind the scenes to make billing 

work, and they need to be done accurately, quickly, and 

securely. Many e-commerce companies therefore turn to 

specialists such as Boston-based Chargify to handle this vital 

business function. 

 Chargify charges its e-commerce clients fl at monthly fees 

based on the number of customers  they  have. This tiered pricing 

plan keeps costs low for e-commerce startups that still have few 

revenue-generating customers. Up until late 2010, the lowest 

tier in Chargify’s pricing plan had an extremely attractive price 

point—it was free. 

 The idea behind the free tier was to attract e-commerce 

companies still in their startup phase; as they grew, they would 

advance into the higher tiers and become paying clients. 

However, Chargify discovered that many companies in the free 

tier grew very slowly, if at all, and Chargify wound up supporting 

a lot of users that weren’t bringing in any revenue. 

 To generate enough revenue to support the dependable, 

sustainable company that its clients needed, Chargify 

co-founder David Hauser realized he needed to raise prices, 

  ON THE JOB: COMMUNICATING AT CHARGIFY   
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  Where you see MyBcommLab in this 

chapter, go to www.mybcommlab.com for additional 

activities on the topic being discussed.  

       Chargify, which offers online billing services to other companies, caused 

a ruckus among its own customer base when it raised prices without 

giving any advance notice.   

Source: © D. Hurst/Alamy.
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     Using the Three-Step Writing Process 

for Negative Messages     

 David Hauser and the rest of the executive team at Chargify (profi led in the chapter opener) 
are experienced and successful entrepreneurs, but even they discovered how tricky it can 
be to share unexpected and unwelcome news with audiences that have a lot riding on the 
information. Communicating negative information is a fact of life for all business profes-
sionals, whether it’s saying no to a request, sharing unpleasant or unwelcome information, 
or issuing a public apology. With the techniques you’ll learn in this chapter, however, you 
can communicate unwelcome news successfully while minimizing unnecessary stress for 
everyone involved.   

 Depending on the situation, you can have as many as fi ve distinct goals when you need 
to convey negative information: (1) to convey the bad news, (2) to gain acceptance for the 
bad news, (3) to maintain as much goodwill as possible with your audience, (4) to maintain 
a good image for your organization, and (5) if appropriate, to reduce or eliminate the need 
for future correspondence on the matter. Five goals are clearly a lot to accomplish in one 
message, so careful planning and execution are critical with negative messages.   

  STEP 1: PLANNING A NEGATIVE MESSAGE 

 When planning negative messages, you can’t avoid the fact that your audience does not 
want to hear what you have to say. To minimize the damage to business relationships and to 
 encourage the acceptance of your message, analyze the situation carefully to better under-
stand the context in which the recipient will process your message.   

 Be sure to consider your purpose thoroughly—whether it’s straightforward (such as 
rejecting a job applicant) or more complicated (such as draft ing a negative performance 
review, in which you not only give the employee feedback on past performance but also help 
the person develop a plan to improve future performance). With a clear purpose and your 
audience’s needs in mind, identify and gather the information your audience requires in 
order to understand and accept your message. Negative messages can be intensely personal 
to the recipient, and in many cases, recipients have a right to expect a thorough explanation 
of your message. 

 Selecting the right medium is critical. For instance, bad news for employees should be 
delivered in person whenever possible, to guard their privacy, demonstrate respect, and give 
them an opportunity to ask questions. Doing so isn’t always possible or feasible, though, so 
you will have times when you need to share important negative information through written 
or electronic media.   

and that included charging lowest-tier clients for the fi rst 

time. The company announced its new pricing structure in 

October 2010—and immediately came under attack from 

many of its clients for the price increases, for the lack of any 

advance notice, and for Chargify’s refusal to “grandfather” 

existing customers under their original pricing plans. Some 

called the company “greedy” or “stupid,” and a few went so 

far as to accuse it of bait-and-switch tactics. As bloggers and 

commentators across the Internet piled on, the technology news 

site TechCrunch summed up the situation with an article that 

began, “It’s been a rough day for Chargify . . .” 

 After spending two long days responding to criticisms 

on Twitter, industry blogs, and other venues, Hauser wrote an 

unusually frank blog post titled “How to Break the Trust of Your 

Customers in Just One Day: Lessons Learned from a Major 

Mistake.” He said the company made “a massive mistake” 

in the way it handled the changes to its pricing model. By 

failing to alert customers well in advance of the change, he 

continued, Chargify “broke a trust that we had developed with 

our customers over a long period of time, and will take much 

to repair. We should have communicated our need and desire 

to remove free plans and provided more information about how 

this would happen, and over a period of time leading up to the 

change.” 

 The kinds of services Chargify provides take money to 

deliver, and the price increases were necessary, but everyone 

involved agrees that the situation was not handled well. Hauser 

and his team will continue to learn new lessons as they expand 

Chargify, but you can bet they won’t initiate any new price 

increases without giving their customers plenty of warning.  1   

  http://chargify.com     

 Apply the three-step writing 

process to negative messages. 

  1 LEARNING OBJECTIVE 

 Negative messages can have as 
many as fi ve goals: 
   •   Give the bad news  
  •   Ensure acceptance of the bad 

news  
  •   Maintain reader’s goodwill  
  •   Maintain organization’s good 

image  
  •   Minimize or eliminate future 

correspondence on the matter, 
as appropriate   

 Analysis, investigation, and 
adaptation help you avoid 
alienating your readers. 

 When preparing negative messages, 
choose the medium with care. 

  •  Access this chapter’s 
simulation entitled Negative 
Messages located at  
www.mybcommlab.com  .

 MyBcommLab 

http://chargify.com
www.mybcommlab.com
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  Defi ning your main idea in a negative message is oft en more complicated than simply 
saying no. For instance, if you need to respond to a hardworking employee who requested 
a raise, your message might go beyond saying no to explaining how she can improve her 
performance by working smarter, not just harder. 

 Finally, the organization of a negative message requires particular care. One of the 
most critical planning decisions is choosing whether to use the direct or indirect  approach 
(see  Figure   9.1   ). A negative message using the direct approach opens with the bad news, 
proceeds to the reasons for the situation or the decision, and ends with a positive  statement 
aimed at maintaining a good relationship with the audience. In contrast, the indirect 
 approach opens with the reasons behind the bad news before presenting the bad news 
itself.   

   To help decide which approach to take in any situation you encounter, ask yourself the 
following questions:   

     ●   Will the bad news come as a shock?     Th e direct approach is fi ne for many business situ-
ations in which people understand the possibility of receiving bad news. However, if 
the bad news might come as a shock to readers, use the indirect approach to help them 
prepare for it.  

   ●   Does the reader prefer short messages that get right to the point?     For example, if you 
know that your boss always wants messages that get right to the point, even when they 
deliver bad news, use the direct approach.  

   ●   How important is this news to the reader?     For minor or routine scenarios, the direct 
approach is nearly always best. However, if the reader has an emotional investment in 
the situation or the consequences to the reader are considerable, the indirect approach 
is oft en better.  

   ●   Do you need to maintain a close working relationship with the reader?     Th e indi-
rect approach lets you soft en the blow of bad news and preserve a positive business 
relationship.  

   ●   Do you need to get the reader’s attention?     If someone has ignored repeated messages, 
the direct approach can help you get his or her attention.  

   ●   What is your organization’s preferred style?     Some companies have a distinct 
 communication style, ranging from blunt and direct to gentle and indirect.    

  STEP 2: WRITING A NEGATIVE MESSAGE 

 When you are adapting a negative message to your audience, pay close attention to eff ective-
ness and diplomacy. Aft er all, your audience does not want to hear bad news or something 

Audience will be displeased

Audience will be surprised

Audience is emotionally involved

Firmness is needed

Bad news won’t come as a shock

Situation is routine or minor

Audience prefers bad news first

BAD NEWS

REASONS

POSITIVE CLOSE

BUFFER

REASONS

BAD NEWS

POSITIVE CLOSE

Direct Approach Indirect Approach

 Figure 9.1   Choosing the Indirect or Direct Approach for Negative Messages 

       Analyze the situation carefully before choosing your approach to organizing negative messages.   

 Appropriate organization helps 
readers accept your negative news. 

 You need to consider a variety of 
factors when choosing between 
direct and indirect approaches for 
negative messages. 
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they will disagree with, so messages perceived as being unclear or unkind will amplify the 
audience’s stress. “Continuing with a Clear Statement of the Bad News” on page 261 has 
advice on conveying unpleasant news with care and tact. Cultural expectations also play a 
role, from the organizational culture within a company to the regional variations around 
the world. 

 Th e disappointing nature of negative messages requires that you maintain your audi-
ence focus and be as sensitive as possible to audience needs. For example, internal audiences 
oft en have expectations regarding negative messages that diff er from those of external audi-
ences. In some cases, the two groups can interpret the news in diff erent or even opposite 
ways. Employees will react negatively to news of an impending layoff , for instance, but 
company shareholders might welcome the news as evidence that management is trying 
to control costs. In addition, if a negative message such as news of a layoff  is being sent to 
internal and external audiences, employees will expect not only more detail but also to be 
informed before the public is told.   

 Negative messages to outside audiences require attention to the diverse nature of the 
audience and the concern for confi dentiality of internal information. A single message 
might have a half-dozen audiences, all with diff ering opinions and agendas. You may not be 
able to explain things to the level of detail that some of these people want if doing so would 
release proprietary information such as future product plans.   

 If your credibility hasn’t already been established with the audience, lay out your quali-
fi cations for making the decision in question. Recipients of negative messages who don’t 
think you are credible are more likely to challenge your decision or reject your message. 
And, as always, projecting and protecting your company’s image are prime concerns; if 
you’re not careful, a negative answer could spin out of control into negative feelings about 
your company. 

 When you use language that conveys respect and avoids an accusing tone, you pro-
tect your audience’s pride. Th is kind of communication etiquette is always important, 
but it demands special care with negative messages. Moreover, you can ease the sense of 
 disappointment by using positive words rather than negative, counterproductive ones 
(see  Table   9.1   ).   

  STEP 3: COMPLETING A NEGATIVE MESSAGE 

 Th e need for careful attention to detail continues as you complete your message. Revise your 
content to make sure everything is clear, complete, and concise—bearing in mind that even 
small fl aws are magnifi ed as readers react to your negative news. Produce clean, professional 
documents and proofread carefully to eliminate mistakes. Finally, be especially sure that 
your negative messages are delivered promptly and successfully. Delaying when you need 
to convey negative news can be a serious breach of etiquette.   

 Compared to external audiences, 
internal audiences oft en expect 
more detail in negative messages. 

 You may need to adjust the content 
of negative messages for various 
external audiences. 

TABLE 9.1    Choosing Positive Words 

 Examples of Negative Phrasings  Positive Alternatives 

 Your request  doesn’t make any sense .  Please clarify your request. 

 The  damage won’t be fi xed  for a week.  The item will be repaired next week. 

 Although it wasn’t  our fault , there will be an  unavoidable delay  

in your order. 

 We will process your order as soon as we receive an aluminum shipment 

from our supplier, which we expect to happen within 10 days. 

 You are clearly  dissatisfi ed .  I recognize that the product did not live up to your expectations. 

 I was  shocked  to learn that you’re  unhappy .  Thank you for sharing your concerns about your shopping experience. 

Unfortunately , we haven’t received it.  The item hasn’t arrived yet. 

 The enclosed statement is  wrong .  Please verify the enclosed statement and provide a correct copy. 
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  Using the Direct Approach 

for Negative Messages 

 A negative message using the direct approach opens with the bad news, proceeds to the 
reasons for the situation or the decision, and ends with a positive statement aimed at 
maintaining a good relationship with the audience. Depending on the circumstances, the 
message may also off er alternatives or a plan of action to fi x the situation under discus-
sion. Stating the bad news at the beginning can have two advantages: (1) It makes a shorter 
message possible, and (2) it allows the audience to reach the main idea of the message in 
less time.     

  OPENING WITH A CLEAR STATEMENT OF THE BAD NEWS 

 No matter what the news is, come right out and say it. However, even if the news is likely 
to be devastating, maintain a calm, professional tone that keeps the focus on the news and 
not on individual failures or other personal factors. Also, if necessary, remind the reader 
why you’re writing.  

  PROVIDING REASONS AND ADDITIONAL INFORMATION 

 In most cases, you follow the direct opening with an explanation of why the news is 
 negative. Th e extent of your explanation depends on the nature of the news and your 
relationship with the reader. For example, if you want to preserve a long-standing 

 relationship with an important customer, a detailed 
explanation could well be worth the extra eff ort such 
a message would require.   

  However, you will encounter some situations in 
which explaining negative news is neither appropri-
ate nor  helpful, such as when the reasons are confi -
dential,  excessively  complicated, or irrelevant to the 
reader. To maintain a  cordial working relationship 
with the reader, you might want to explain why you 
can’t  provide the information. 

 Should you apologize when delivering bad news? 
Th e answer isn’t quite as simple as one might think, 
partly because the notion of  apology  is hard to pin down. 
To some people, it simply means an  expression of sym-
pathy that something negative has  happened to  another 
person. At the other extreme, it means  admitting fault 
and taking responsibility for specifi c compensations or 
corrections to atone for the mistake.   

  Some experts have advised that a company 
should never apologize, even when it knows it has 
made a  mistake, as the apology might be taken as 
a  confession of guilt that could be used against the 
company in a  lawsuit.  However, several states have 
laws that  specifi cally prevent  expressions of sympathy 
from  being used as evidence of legal liability. In fact, 
judges, juries, and plaintiff s tend to be more  forgiving 

of companies that  express  sympathy for wronged parties; moreover, an apology can help 
 repair a company’s reputation.  Recently, some  prosecutors have begun pressing  executives 
to publicly admit guilt and apologize as part of the settlement of criminal cases— unlike 
the common tactic of paying fi nes but refusing to admit any wrongdoing.  3   

 Th e best general advice in the event of a serious  mistake or accident is to  immediately 
and sincerely  express sympathy and off er help if appropriate, without admitting guilt; then 

 Use the direct approach when your 
negative answer or information 
will have minimal personal 
impact. 

 Th e amount of detail you 
should provide depends on your 
relationship with the audience. 

 Apologies can have legal 
ramifi cations, but refusing to 
apologize out of fear of admitting 
guilt can damage a company’s 
relationships with its stakeholders. 

 Explain how to use the direct 

approach effectively when 

conveying negative news. 

  2 LEARNING OBJECTIVE 

       After an explosion that killed one employee and worried local residents about 

the potential release of toxic chemicals, Bayer CropScience plant manager Nick 

Crosby said, “We are truly sorry for the serious issues caused by the incident at 

our facility . . . we understand the anxiety in the community resulting from the 

incident.” He also apologized to people living near the Institute, West Virginia, 

plant for failing to clarify that there was no danger of toxic emissions. “We could 

have communicated, and we should have communicated, much better with the 

community that night.”  2     

Source: Tom Hindman/Ap Wide World Photos.
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seek the advice of your company’s lawyers before elaborating. As one survey  concluded, 
“Th e risks of making an apology are low, and the potential reward is high.”  4     

 If you do apologize, make it a real apology. Don’t say “I’m sorry if anyone was  off ended” 
by what you did—this statement implies that you’re not sorry at all and that it’s the 
other party’s fault for being off ended.  5   For example, when Sony’s PlayStation Network was 
breached and disabled by hackers, CEO Howard Stringer included the following statement 
in a post on the company’s blog: “As a company we—and I—apologize for the inconvenience 
and concern caused by this attack.”  6   Note that he did not say “ if  anyone was inconvenienced” 
or “ if  the attack caused any concern.” 

 Note that you can also express sympathy with someone’s plight without suggesting 
that you are to blame. For example, if a business customer damaged a product through 
misuse and suff ered a fi nancial loss as a result of not being able to use the product, you can 
say something along the lines of “I’m sorry to hear of your diffi  culties.” Th is demonstrates 
 sensitivity without accepting blame.  

  CLOSING ON A RESPECTFUL NOTE 

 Aft er you’ve explained the negative news, close the message in a manner that respects the 
impact the negative news is likely to have on the recipient. If appropriate, consider off ering 
your readers an alternative solution if you can and if doing so is a good use of your time. 
Look for opportunities to include positive statements, but avoid creating false hopes or 
writing in a way that seems to suggest that something negative didn’t just happen to the 
recipient. Ending on a false positive can leave readers feeling “disrespected, disregarded, or 
deceived.”  7   

 In many situations, an important aspect of a respectful close is describing the actions 
being taken to avoid similar mistakes in the future. Off ering such explanations can under-
line the sincerity of an apology because doing so signals that the person or organization 
is serious about not repeating the error. When the credit rating agency Standard & Poor’s 
issued a statement expressing regret for its role in the 2007–2008 subprime mortgage melt-
down that helped throw the economy into a deep recession, the company also described the 
changes it was making “to restore investor confi dence in our ratings,” as company president 
Deven Sharma explained.  8     

  Using the Indirect Approach 

for Negative Messages 

 Th e indirect approach helps readers prepare for the bad news by presenting the reasons for 
it fi rst. However, the indirect approach is  not  meant to obscure bad news, delay it, or limit 
your responsibility. Rather, the purpose of this approach is to ease the blow and help read-
ers accept the situation. When done poorly, the indirect approach can be disrespectful and 
even unethical. But when done well, it is a good example of audience-oriented communica-
tion craft ed with attention to ethics and etiquette. Showing consideration for the feelings of 
 others is never dishonest.     

  OPENING WITH A BUFFER 

 Messages using the indirect approach open with a  buff er : a neutral, noncontroversial state-
ment that establishes common ground with the reader (refer to  Figure   9.1   ). A good buff er 
can express your appreciation for being considered (if you’re responding to a request), 
assure the reader of your attention to the request, or indicate your understanding of the 
reader’s needs. A good buff er also needs to be relevant and sincere. In contrast, a poorly 
written buff er might trivialize the reader’s concerns, divert attention from the problem with 
insincere fl attery or irrelevant material, or mislead the reader into thinking your message 
actually contains good news.   

 Explain how to use the indirect 

approach effectively when 

conveying negative news. 

  3 LEARNING OBJECTIVE 

 Use the indirect approach when 
some preparation will help your 
audience accept your bad news. 

 A well-written buff er establishes 
common ground with the reader. 
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TABLE 9.2    Types of Buffers 

 Buffer Type  Strategy  Example 

 Agreement  Find a point on which you and the reader share 

similar views. 

 We both know how hard it is to make a profi t in this industry. 

 Appreciation  Express sincere thanks for receiving something.  Your check for $127.17 arrived yesterday. Thank you. 

 Cooperation  Convey your willingness to help in any way you 

realistically can. 

 Employee Services is here to assist all associates with their 

health insurance, retirement planning, and continuing education 

needs. 

 Fairness  Assure the reader that you’ve closely examined and 

carefully considered the problem, or mention an 

appropriate action that has already been taken. 

 For the past week, we have had our bandwidth monitoring 

tools running around the clock to track your actual upload and 

download speeds. 

 Good news  Start with the part of your message that is favorable.  We have credited your account in the amount of $14.95 to cover 

the cost of return shipping. 

 Praise  Find an attribute or an achievement to compliment.  The Stratford Group clearly has an impressive record of 

accomplishment in helping clients resolve fi nancial reporting 

problems. 

 Resale  Favorably discuss the product or company related 

to the subject of the letter. 

 With their heavy-duty, full-suspension hardware and fi ne veneers, 

the desks and fi le cabinets in our Montclair line have long been 

popular with value-conscious professionals. 

 Understanding  Demonstrate that you understand the reader’s goals 

and needs. 

 So that you can more easily fi nd the printer with the features you 

need, we are enclosing a brochure that describes all the Epson 

printers currently available. 

 Only the fi rst of these buff ers can be considered eff ective; the other three are likely to 
damage your relationship with the other manager—and lower his or her opinion of you. 
 Table   9.2    shows several types of eff ective buff ers you could use to tactfully open a negative 
message. 

 Given the damage that a poorly composed buff er can do, consider every buff er carefully 
before you send it. Is it respectful? Is it relevant? Does it avoid any chance of misleading the 
reader? Does it provide a smooth transition to the reasons that follow? If you can answer 
yes to every question, you can proceed confi dently to the next section of your message. 
However, if a little voice inside your head tells you that your buff er sounds insincere or 
misleading, it probably is, in which case you’ll need to rewrite it.     

 Poorly written buff ers may mislead 
or insult the reader. 

Establishes common ground with the
reader and validates the concerns that
prompted the original request—without
promising a positive answer

Establishes common ground, but in a
negative way that downplays the
recipient’s concerns

Potentially misleads the reader into
concluding that you will comply
with the request

Trivializes the reader’s concerns
by opening with an irrelevant issue

Our department shares your goal of processing

orders quickly and efficiently.

As a result of the last downsizing, every department in

the company is running shorthanded.

You folks are doing a great job over there, and

I’d love to be able to help out.

Those new state labor regulations are driving

me crazy over here; how about in your department?

        

 Consider these possible responses to a manager of the order-fulfi llment department 
who requested some temporary staffi  ng help from your department (a request you won’t 
be able to fulfi ll):   
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  PROVIDING REASONS AND ADDITIONAL INFORMATION 

 An eff ective buff er serves as a transition to the next part of your message, in which you build 
up the explanations and information that will culminate in your negative news. An ideal 
explanation section leads readers to your conclusion before you come right out and say it. 
In other words, before you actually say no, the reader has followed your line of reasoning 
and is ready for the answer. By giving your reasons eff ectively, you help maintain focus on 
the issues at hand and defuse the emotions that always accompany signifi cantly bad news. 
In the blog post that announced Chargify’s new pricing model (see page 264), for example, 
CEO Lance Walley explained how the company’s costs had risen as it worked to improve the 
reliability and security of its services.  9     

  As you lay out your reasons, guide your reader’s response by starting with the most 
positive points fi rst and moving forward to increasingly negative ones. Be concise, but 
provide enough detail for the audience to understand your reasons. You need to convince 
your audience that your decision is justifi ed, fair, and logical. If appropriate, you can use 
the explanation section to suggest how the negative news might in fact benefi t your reader 
in some way—but only if that is true and only if you can do so without off ending your 
audience. 

 Avoid hiding behind company policy to cushion your bad news. If you say, “Company 
policy forbids our hiring anyone who does not have two years’ supervisory experience,” you 
imply that you won’t consider anyone on his or her individual merits. Skilled and  sympathetic 
communicators explain company policy (without referring to it as “policy”) so that the audi-
ence can try to meet the requirements at a later time. Consider this response to an employee:     

 Phrase your reasons to signal the 
negative news ahead. 

 Well-written reasons are 
   •   Detailed  
  •   Tactful  
  •   Individualized  
  •   Unapologetic if no one is 

at fault  
  •   Positive   

 Don’t hide behind “company 
policy” when you deliver bad 
news; present logical answers 
instead. 

Shows the reader that the decision
is based on a methodical analysis
of the company’s needs and not
on some arbitrary guideline

Establishes the criteria behind the
decision and lets the reader know
what to expect

Because these management positions are quite

challenging, the human relations department has

researched the qualifications needed to succeed

in them. The findings show that the two most

important qualifications are a bachelor’s degree in

business administration and two years’

supervisory experience.

        

   Th is paragraph does a good job of stating reasons for the refusal:   

     ●   It provides enough detail to logically support the refusal.  
   ●   It implies that the applicant is better off  avoiding a program in which he or she might fail.  
   ●   It shows that the company’s policy is based on experience and careful analysis.  
   ●   It doesn’t off er an apology for the decision because no one is at fault.  
   ●   It avoids negative personal expressions (such as “You do not meet our requirements”).   

 Even valid, well-thought-out reasons won’t convince every reader in every situation. 
However, if you’ve done a good job of laying out your reasoning, you’ve done everything you 
can to prepare the reader for the main idea, which is the negative news itself.  

  CONTINUING WITH A CLEAR STATEMENT OF THE BAD NEWS 

 Aft er you’ve thoughtfully and logically established your reasons and readers are prepared to 
receive the bad news, you can use three techniques to convey the negative information as 
clearly and as kindly as possible. First, deemphasize the bad news:   

     ●   Minimize the space or time devoted to the bad news—without trivializing it or with-
holding any important information.  

   ●   Subordinate bad news in a complex or compound sentence (“My department is already 
shorthanded, so I’ll need all my staff  for at least the next two months”). Th is construc-
tion presents the bad news in the middle of the sentence, the point of least emphasis.  

   ●   Embed bad news in the middle of a paragraph or use parenthetical expressions (“Our 
profi ts, which are down, are only part of the picture”).   

 To handle bad news 
   •   Deemphasize the bad news 

visually and grammatically  
  •   Use a conditional statement, 

if appropriate  
  •   Tell what you did do, not what 

you didn’t do   
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 However, keep in mind that it’s possible to abuse deemphasis. For instance, if the 
 primary point of your message is that profi ts are down, it would be inappropriate to margin-
alize that news by burying it in the middle of a sentence. State the negative news clearly and 
then make a smooth transition to any positive news that might balance the story. 

 Second, if appropriate, use a conditional ( if  or  when ) statement to imply that the 
 audience could have received, or might someday receive, a favorable answer under diff erent 
circumstances (“When you have more managerial experience, you are welcome to apply for 
any openings that we may have in the future”). Such a statement could motivate applicants 
to improve their qualifi cations. However, you must avoid any suggestion that you might 
reverse the decision you’ve just made or any phrasing that could give a rejected applicant 
false hope. 

 Th ird, emphasize what you can do or have done rather than what you cannot do. 
Say “We sell exclusively through retailers, and the one nearest you that carries our 
merchandise is . . .” rather than “We are unable to serve you, so please call your nearest 
dealer.” Also, by implying the bad news, you may not need to actually state it (“Th e fi ve 
positions have been fi lled with people whose qualifi cations match those uncovered in 
our research”). By focusing on the facts and implying the bad news, you make the impact 
less personal. 

 When implying bad news, however, be sure your audience will be able to grasp the en-
tire message—including the bad news. Withholding negative information or overemphasiz-
ing positive information is unethical and unfair to your reader. If an implied message might 
lead to uncertainty, state your decision in direct terms. Just be sure to avoid overly blunt 
statements that are likely to cause pain and anger:   

 Don’t disguise bad news when you 
emphasize the positive. 

 Instead of This  Write This 

 I  must refuse  your request.  I will be out of town on the day you need me. 
 We  must deny  your application.  Th e position has been fi lled. 
 I  am unable  to grant your request.  Contact us again when you have established . . . 
 We  cannot aff ord to  continue the program.  Th e program will conclude on May 1. 
  Much as I would like to  attend . . .  Our budget meeting ends too late for me to 

attend. 
 We  must turn down  your extension request.  Please send in your payment by June 14. 

  CLOSING ON A RESPECTFUL NOTE 

 As in the direct approach, the close in the indirect approach off ers an opportunity to 
emphasize your respect for your audience, even though you’ve just delivered unpleasant 
news. Express best wishes without being falsely upbeat. If you can fi nd a positive angle 
that’s meaningful to your audience, by all means consider adding it to your conclusion. 
However, don’t try to pretend that the negative news didn’t happen or that it won’t aff ect the 
reader. Suggest alternative solutions if such information is available. If you’ve asked read-
ers to decide between alternatives or to take some action, make sure that they know what 
to do, when to do it, and how to do it. Whatever type of conclusion you use, follow these 
guidelines:   

     ●   Avoid a negative or uncertain conclusion.     Don’t belabor the bad news. Refrain from 
expressing any doubt that your reasons will be accepted. (Avoid statements such as 
“I trust our decision is satisfactory.”)  

   ●   Manage future correspondence.     Encourage additional communication  only  if you’re 
willing to discuss the situation further. (If you’re not, avoid statements such as “If you 
have further questions, please write.”)  

   ●   Be optimistic about the future, as appropriate.     Don’t anticipate problems that haven’t 
occurred yet. (Avoid statements such as “Should you have further problems, please let 
us know.”)  

   ●   Be sincere.     Steer clear of clichés that are insincere in view of the bad news. (If you can’t 
help, don’t say, “If we can be of any help, please contact us.”)    

 A positive close 
   •   Builds goodwill  
  •   Offers a suggestion for action  
  •   Provides a look toward the 

future   
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 Keep in mind that the close is the last thing audience members have to remember you 
by. Even though they’re disappointed, leave them with the impression that they were treated 
with respect.   

  Maintaining High Standards 

of Ethics and Etiquette 

 All business messages demand attention to ethics and etiquette, of course, but these consid-
erations take on special importance when you are delivering bad news—for several reasons. 
First, a variety of laws and regulations dictate the content and delivery of many business 
messages with potentially negative content, such as the release of fi nancial information 
by a public company. Second, negative messages can have a signifi cant negative impact on 
the lives of those receiving them. Even if the news is conveyed legally and conscientiously, 
good ethical practice demands that these situations be approached with care and sensitivity. 
Th ird, emotions oft en run high when negative messages are involved, for both the sender 
and the receiver. Senders need to manage their own emotions and consider the emotional 
state of their audiences.   

  For example, in a message announcing or discussing workforce cutbacks, you have 
the emotional needs of several stakeholder groups to consider. Th e employees who lost 
their jobs are likely to experience fear about their futures and possibly a sense of betrayal. 
Th e employees who kept their jobs are likely to feel anxiety about the long-term security 
of their jobs, the ability of company management to turn things around, and the level of 
care and  respect the company has for its employees. Th ese “survivors” may also feel guilty 
about keeping their jobs while some colleagues lost theirs. Outside the company, investors, 
 suppliers, and segments of the community aff ected by the layoff s (such as retailers and 
homebuilders) will have varying degrees of fi nancial interest in the outcome of the decision. 
Writing such messages requires careful attention to all these needs, while balancing respect 
for the departing employees with a positive outlook on the future. 

 Th e challenge of sending—and receiving—negative messages fosters a tendency to 
 delay, downplay, or distort the bad news.  10   However, doing so may be unethical, if not illegal. 
In recent years, numerous companies have been sued by shareholders, consumers, employ-
ees, and government regulators for allegedly withholding or delaying negative information 
in such areas as company fi nances, environmental hazards, and product safety. In many of 
these cases, the problem was slow, incomplete, or inaccurate communication between the 
company and external stakeholders. In others, problems stemmed from a reluctance to send 
or receive negative news within the organization.   

 Eff ectively sharing bad news within an organization requires commitment from  everyone 
involved. Employees must commit to sending negative messages when necessary and to do-
ing so in a timely fashion, even when that is unpleasant or diffi  cult. Conversely, managers 
must commit to maintaining open communication channels, truly listening when employees 
have negative information to share, and not punishing employees who deliver bad news. 

 Employees who observe unethical or illegal behavior within their companies and 
are unable to resolve the problems through normal channels may have no choice but to 
resort to  whistleblowing , expressing their concerns internally through company ethics 
hot lines—or externally through social media or the news media if they perceive no other 
options. Th e decision to “blow the whistle” on one’s own employer is rarely easy or without 
consequences; more than 80 percent of whistleblowers in one survey said they were pun-
ished in some way for coming forward with their concerns.  11   Although whistleblowing is 
sometimes  characterized as “ratting on” colleagues or managers, it has an essential func-
tion. According to international business expert Alex MacBeath, “Whistleblowing can be 
an invaluable way to alert management to poor business practices within the workplace. 
Oft en whistleblowing can be the only way that information about issues such as rule break-
ing, criminal activity, cover-ups, and fraud can be brought to management’s attention be-
fore serious damage is suff ered.”  12   Recognizing the value of this feedback, many companies 
have formal reporting mechanisms that give employees a way to voice ethical and legal 
concerns to management. Various government bodies have also instituted protections for 

 Explain the importance of 

maintaining high standards 

of ethics and etiquette when 

delivering negative messages. 

  4 LEARNING OBJECTIVE 

 Sharing bad news eff ectively 
requires commitment from 
everyone in the organization. 
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whistleblowers, partly in recognition of the role that workers play in food safety and other 
vital areas.  13   

 Finally, recognize that some negative news scenarios will test your self-control and 
tempt you to respond with a personal attack. Customer service employees oft en undergo 
training specifi cally to help them keep their own emotions on an even keel when they are on 
the receiving end of anger or criticism from upset customers.  14   However, keep in mind that 
negative messages can have a lasting impact on the people who receive them and the people 
who send them. As a communicator, you have a responsibility to minimize the negative 
impact of your negative messages through careful planning and sensitive, objective writing. 
As much as possible, focus on the actions or conditions that led to the negative news, not 
on personal shortcomings or character issues. Develop a reputation as a professional who 
can handle the toughest situations with dignity.   

 For a reminder of successful strategies for creating negative messages, see “Checklist: 
Creating Negative Messages.”     

  Sending Negative Messages 

on Routine Business Matters 

 Professionals and companies receive a wide variety of requests and proposals and cannot 
respond positively to every single one. In addition, mistakes and unforeseen circumstances 
can lead to delays and other minor problems that occur in the course of business. Occa-
sionally, companies must send negative messages to suppliers and other parties. Whatever 
the purpose, craft ing routine negative responses and messages quickly and graciously is an 
important skill for every businessperson.   

  MAKING NEGATIVE ANNOUNCEMENTS 
ON ROUTINE BUSINESS MATTERS 

 Many negative messages are written in response to requests from an internal or external cor-
respondent, but on occasion managers need to make unexpected announcements of a nega-
tive nature. For example, a company might decide to consolidate its materials purchasing 

   A.    Choose the better approach.  
   ●   Consider using the direct approach when the audience 

is aware of the possibility of negative news, when the 
reader is not emotionally involved in the message, when 
you know that the reader would prefer the bad news fi rst, 
when you know that fi rmness is necessary, and when you 
want to discourage a response.  

  ●   Consider using the indirect approach when the news 
is likely to come as a shock or surprise, when your 
audience has a high emotional investment in the 
outcome, and when you want to maintain a good 
relationship with the audience.    

  B.    For the indirect approach, open with an eff ective buff er.  
   ●   Establish common ground with the audience.  
  ●   Validate the request, if you are responding to a request.  
  ●   Don’t trivialize the reader’s concerns.  
  ●   Don’t mislead the reader into thinking the coming news 

might be positive.    
  C.    Provide reasons and additional information.  

   ●   Explain why the news is negative.  
  ●   Adjust the amount of detail to fi t the situation and the 

audience.  

  ●   Avoid explanations when the reasons are confi dential, 
excessively complicated, or irrelevant to the reader.  

  ●   If appropriate, state how you plan to correct or respond 
to the negative news.  

  ●   Seek the advice of company lawyers if you’re unsure what 
to say.    

  D.    Clearly state the bad news.  
   ●   State the bad news as positively as possible, using tactful 

wording.  
  ●   To help protect readers’ feelings, deemphasize the 

bad news by minimizing the space devoted to it, 
subordinating it, or embedding it.  

  ●   If your response might change in the future if circum-
stances change, explain the conditions to the reader.  

  ●   Emphasize what you can do or have done rather than 
what you can’t or won’t do.    

  E.    Close on a respectful note.  
   ●   Express best wishes without being falsely positive.  
  ●   Suggest actions readers might take, if appropriate, and 

provide them with necessary information.  
  ●   Encourage further communication only if you’re willing 

to discuss the situation further.     

 ✓Checklist   Creating Negative Messages 

 Describe successful strategies for 

sending negative messages on 

routine business matters. 

  5 LEARNING OBJECTIVE 

 Negative situations can put your 
sense of self-control and business 
etiquette to the test. 
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with fewer suppliers and thereby need to tell several fi rms it will no longer be buying from 
them. Internally, management may need to announce the elimination of an employee ben-
efi t or other changes that employees will view negatively. 

 Although such announcements happen in the normal course of business, they are 
 generally unexpected. Accordingly, except in the case of minor changes, the indirect ap-
proach is usually the better choice. Follow the steps outlined for indirect messages: open 
with a buff er that establishes some mutual ground between you and the reader, advance 
your reasoning, announce the change, and close with as much positive information and 
sentiment as appropriate under the circumstances.     

  REJECTING SUGGESTIONS AND PROPOSALS 

 Managers receive a variety of suggestions and proposals, both solicited and unsolicited, 
from internal and external sources. For an unsolicited proposal from an external source, 
you may not even need to respond if you don’t already have a working relationship with 
the sender. However, if you need to reject a proposal that you solicited, you owe the sender 
an  explanation, and because the news will be unexpected, the indirect approach is bet-
ter. In general, the closer your working relationship, the more thoughtful and complete 
you need to be in your response. For example, if you are rejecting a proposal from an 
employee,  explain your reasons fully and carefully so that the employee can understand 
why the  proposal was not accepted and so that you don’t damage an important working 
relationship.  

  REFUSING ROUTINE REQUESTS 

 When you are unable to meet a request, your primary com-
munication challenge is to give a clear negative response 
without generating negative feelings or damaging either your 
personal reputation or the company’s. As simple as such 
messages may appear to be, they can test your skills as a 
communicator because you oft en need to deliver negative 
information while maintaining a positive relationship with 
the other party.   

  Th e direct approach works best for most routine negative 
responses. It not only helps your audience get your answer 
quickly and move on to other possibilities but also helps you 
save time, because messages with the direct approach are 
oft en easier to write than those with the indirect approach. 

 Th e indirect approach is preferable when the stakes are high for you or for the receiver, 
when you or your company has an established relationship with the person making the re-
quest, or when you’re forced to decline a request that you might have said yes to in the past 
(see  Figure   9.2    on the next page). 

  Consider the following points as you develop your routine negative messages:   

     ●   Manage your time carefully; focus on the most important relationships and requests.  
   ●   If the matter is closed, don’t imply that it’s still open by using phrases such as “Let me 

think about it and get back to you” as a way to delay saying no.  
   ●   Off er alternative ideas if you can, particularly if the relationship is important.  
   ●   Don’t imply that other assistance or information might be available if it isn’t.    

  HANDLING BAD NEWS ABOUT TRANSACTIONS 

 Bad news about transactions is always unwelcome and usually unexpected. When you send 
such messages, you have three goals: (1) modify the customer’s expectations, (2) explain 
how you plan to resolve the situation, and (3) repair whatever damage might have been done 
to the business relationship. 

 Negative announcements on 
routine business matters usually 
should be handled with the 
indirect approach because the 
news is unexpected. 

 If you aren’t in a position to 
off er additional information or 
assistance, don’t imply that you are. 

 Take some of the sting out of delivering 

bad news 

 No one likes to deliver bad news, but these techniques can make 

it easier for you and the recipient. Go to  http://real-timeupdates
.com/ebc10  and click on Learn More. If you are using 

MyBcommLab, you can access Real-Time Updates within each 

chapter or under Student Study Tools. 

     REAL-TIME UPDATES 
 Learn More by Watching This Video 

http://real-timeupdates.com/ebc10
http://real-timeupdates.com/ebc10
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She provides a meaningful
reason for the negative
response, without
apologizing (because the
company is not at fault).

Her close emphasizes the
importance of the
relationship and the
company’s continuing
commitment.

The buffer eases the
recipient into the message
by demonstrating respect
and recapping the request.

Kwan suggests an
alternative, showing
that she cares about
the college and has
given the matter
some thought.

March 6, 2012

Dr. Sandra Wofford, President
Whittier Community College
333 Whittier Avenue
Tulsa, OK 74150

Dear Dr. Wofford:

Infotech has been happy to support Whittier Community College in many ways
over the years, and we appreciate the opportunities you and your organization 
provide to so many deserving students. Thank you for considering our grounds
for your graduation ceremony on June 3.

We would certainly like to accommodate Whittier as we have in years past, but
our companywide sales meetings will be held this year during the weeks of 
May 29 and June 5.  With more than 200 sales representatives and their families
from around the world joining us, activities will be taking place throughout our
facility.

My assistant, Robert Seagers, suggests you contact the Municipal Botanical 
Gardens as a possible graduation site.  He recommends calling Jerry Kane, 
director of public relations.

We remain firm in our commitment to you, President Wofford, and to the fine 
students you represent. Through our internship program, academic research 
grants, and other initiatives, we will continue to be a strong corporate partner 
to Whittier College and will support your efforts as you move forward.

Sincerely,

May Yee Kwan
Public Relations Director

lc

Plan Write Complete1 2 3

Analyze the Situation
Verify that the purpose is to 
decline a request and offer
alternatives; audience is likely to 
be surprised by the refusal.

Gather Information
Determine audience needs and
obtain the necessary information.

Select the Right Medium
For formal messages, printed letters
on company letterhead are best.

Organize the Information
The main idea is to refuse the
request so limit your scope to that;
select the indirect approach based
on the audience and the situation.

Adapt to Your Audience
Adjust the level of formality 
based on your degree of
familiarity with the audience;
maintain a positive relationship 
by using the “you” attitude,
politeness, positive emphasis,
and bias-free language.

Compose the Message
Use a conversational but
professional style and keep the
message brief, clear, and as 
helpful as possible.

Revise the Message
Evaluate content and review
readability to make sure the
negative information won’t be
misinterpreted; make sure your
tone stays positive without 
being artificial.

Produce the Message
Maintain a clean, professional
appearance on company letterhead.

Proofread the Message
Review for errors in layout,
spelling, and mechanics.

Distribute the Message
Deliver your message using the
chosen medium.

 Figure 9.2   Effective Message Declining a Routine Request 

       May Yee Kwan’s company has a long-standing relationship with the college Sandra Wofford represents and 

wants to maintain that positive relationship, but she can’t meet this particular request. To communicate negative 

news, she therefore uses an indirect approach. If Kwan and Wofford shared a closer relationship (if they worked 

together in a volunteer organization, for instance), the direct approach might have been more appropriate.   
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 Th e specifi c content and tone of each message can vary widely, depending on the nature 
of the transaction and your relationship with the customer. Telling an individual consumer 
that his new sweater will be arriving a week later than you promised is a much simpler task 
than telling GM that 30,000 transmission parts will be a week late, especially if you know the 
company will be forced to idle a multimillion-dollar production facility as a result.   

  If you haven’t done anything specifi c to set the customer’s expectations—such as prom-
ising delivery within 24 hours—the message simply needs to inform the customer of the 
situation, with little or no emphasis on apologies (see  Figure   9.3   ).   

    If you did set the customer’s expectations and now fi nd that you can’t meet them, your 
task is more complicated. In addition to resetting those expectations and explaining how you’ll 
resolve the problem, you should include an apology as part of your message. Th e scope of the 
apology depends on the magnitude of the mistake. For the customer who ordered the sweater, a 
simple apology followed by a clear statement of when the sweater will arrive would probably be 
suffi  cient. For larger business-to-business transactions, the customer may want an explanation 
of what went wrong to determine whether you’ll be able to perform as you promise in the future.     

  To help repair the damage to the relationship and encourage repeat business, many 
companies off er discounts on future purchases, free merchandise, or other considerations. 
Even modest eff orts can go a long way to rebuilding a customer’s confi dence in your com-
pany. However, you don’t always have a choice. Business-to-business purchasing contracts 
oft en include performance clauses that legally entitle the customer to discounts or other 

Godfrey uses the
buffer to convey
the good news.

These two sentences
imply the forthcoming
bad news by telling
the reader what’s
being done, not what
can’t be done.

The body and close
foster a positive
ongoing relationship
by inviting inquiries
and reminding the
customer of a key
benefit.

She includes helpful
contact information.

She explains the
delay and immediately
cushions bad news
with a pledge to ship
by a definite time.

This resale information
encourages future
purchasing, but in a
way that addresses
the customer’s needs,
not La-Z-Boy’s.

 Figure 9.3   Effective Negative Message Regarding a Transaction 

       This message, which is a combination of good and bad news, uses the indirect 

approach—with the good news serving as a buffer for the bad news. In this case, the 

customer wasn’t promised delivery by a certain date, so the writer simply informed 

the customer when to expect the rest of the order. The writer also took steps to repair 

the relationship and encourage future business with her fi rm.   

 If you’ve failed to meet 
expectations that you set for the 
customer, you should include an 
element of apology. 

 Your approach to bad news about 
business transactions depends on 
what you’ve done previously to set 
the customer’s expectations. 

 Apply  Figure   9.3   ’s key concepts by revising a new 
document. Go to  Chapter   9    in  www.mybcommlab.com  
and select Document Makeovers. 

 MyBcommLab 

 Some negative messages regarding 
transactions carry signifi cant 
fi nancial and legal ramifi cations. 

www.mybcommlab.com
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   ●   Reset the customer’s expectations regarding the 
transaction.  

  ●   Explain what happened and why, if 
appropriate.  

  ●   Explain how you will resolve the situation.  

  ●   Repair any damage done to the business relationship, per-
haps off ering future discounts, free merchandise, or other 
considerations.  

  ●   Off er a professional, businesslike expression of apology if 
your organization made a mistake.   

 ✓Checklist   Handling Bad News About Transactions 

   ●   Use the indirect approach because the reader is expecting or 
hoping for a positive response.  

  ●   Indicate your full understanding of the nature of the complaint.  
  ●   Explain why you are refusing the request, without hiding 

behind company policy.  
  ●   Provide an accurate, factual account of the transaction.  

  ●   Emphasize ways things should have been handled rather 
than dwell on the reader’s negligence.  

  ●   Avoid any appearance of defamation.  
  ●   Avoid expressing personal opinions.  
  ●   End with a positive, friendly, helpful close.  
  ●   Make any suggested action easy for readers to comply with.   

 ✓Checklist   Refusing Claims 

restitution in the event of late delivery. To review the concepts covered in this section, see 
“Checklist: Handling Bad News About Transactions.”     

  REFUSING CLAIMS AND REQUESTS FOR ADJUSTMENT 

 Customers who make a claim or request an adjustment tend to be emotionally involved, so 
the indirect approach is usually the better choice. To avoid accepting responsibility for the 
unfortunate situation and avoid blaming or accusing the customer, pay special attention to 
the tone of your letter. A tactful and courteous message can build goodwill even while deny-
ing the claim (see  Figure   9.4   ).   

   When refusing a claim, avoid language that might have a negative impact on the reader. 
Instead, demonstrate that you understand and have considered the complaint carefully. 
Th en, even if the claim is unreasonable, rationally explain why you are refusing the request. 
End the message on a respectful and action-oriented note.   

  If you deal with enough customers over a long enough period, chances are you’ll get 
a request that is particularly outrageous. You might even be positive that the person is not 
telling the truth. However, you need to control your emotions and approach the situation as 
calmly as possible to avoid saying or writing anything that the recipient might interpret as 
defamation (see page 26 in  Chapter   1   ). To avoid being accused of defamation, follow these 
guidelines:   

     ●   Refrain from using any kind of abusive language or terms that could be considered 
defamatory.  

   ●   Provide accurate information and stick to the facts.  
   ●   Never let anger or malice motivate your messages.  
   ●   Consult your company’s legal advisers whenever you think a message might have legal 

consequences.  
   ●   Communicate honestly and make sure that you believe what you’re saying is true.  
   ●   Emphasize a desire for a good relationship in the future.   

 Keep in mind that nothing positive can come out of antagonizing a customer, even one 
who has verbally abused you or your colleagues. Reject the claim or request for adjustment 
in a professional manner and move on to the next challenge. For a brief review of the tasks 
involved when refusing claims, see “Checklist: Refusing Claims.”      

 When refusing a claim 
   •   Demonstrate your 

understanding of the complaint  
  •   Explain your refusal  
  •   Suggest alternative action   

 You can help avoid committing 
defamation by not responding 
emotionally or abusively. 

 Use the indirect approach in most 
cases of refusing a claim. 
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May 2, 2012

Mr. Daniel Lindmeier
849 Cedar St.
Lake Elmo, MN 55042

Dear Mr. Lindmeier:

Thank you for your letter about the battery release switch on your JVC digital
camera. Village Electronics believes, as you do, that electronic equipment
should be built to last. That’s why we stand behind our products with a 90-day
warranty.

Even though your JVC camera is a year old and therefore out of warranty, we
can still help. Please package your camera carefully and ship it to our store in
Hannover. Include your complete name, address, phone number, and a brief
description of the malfunction, along with a check for $35 for an initial 
examination. After assessing the unit, we will give you a written estimate of 
the needed parts and labor. Then just let us know whether you want us to 
make the repairs—either by phone or by filling out the prepaid card we’ll 
send you with the estimate.

If you choose to repair the unit, the $35 will be applied toward your bill, the 
balance of which is payable by check or credit card. JVC also has service 
centers available in your area. If you would prefer to take the unit to one of 
them, please see the enclosed list.

Thanks again for inquiring about our service. I’ve also enclosed a catalog of 
our latest cameras and accessories, in which you'll find information about 
JVC's "Trade-Up Special." If you're ready to move up to one of the newest 
cameras, JVC will offer a generous trade-in allowance on your current model.

Sincerely,

Walter Brodie
Customer Service Manager

Enclosures: List of service centers
 Catalog

Here he puts
the company’s policy
in a favorable light.

Brodie buffers the bad
news by emphasizing
a point the reader and
writer agree on.

The close blends
resale with an
acknowledgment of
the customer’s
interests.

He states the bad
news indirectly,
tactfully leaving
the repair decision 
to the customer. This discount offer

helps soften the blow
by giving the reader a
positive alternative.

Plan Write Complete1 2 3

Analyze the Situation
Verify that the purpose is to refuse a
warranty claim and offerre pairs;
the audience’s likely reaction will be
disappointment and surprise.

Gather Information
Gather information on warranty
policies and procedures, repair
services, and resale information.

Select the Right Medium
Choose the best medium for
delivering your message; for formal
messages, printed letters on
company letterhead are best.

Organize the Information
Your main idea is to refuse the claim
and promote an alternative solution;
select an indirect approach based on
the audience and the situation.

Adapt to Your Audience
Adjust the level of formality based
on degree of familiarity with the
audience; maintain a positive
relationship by using the “you”
attitude, politeness, positive
emphasis, and bias-free language.

Compose the Message
Use a conversational but
professional style and keep the
message brief, clear, and as helpful
as possible.

Revise the Message
Evaluate content and review
readability to make sure the
negative information won’t be
misinterpreted; make sure your
tone stays positive without being
artificial.

Produce the Message
Emphasize a clean, professional
appearance appropriate for a
letter on company stationery.

Proofread the Message
Review for errors in layout,
spelling, and mechanics.

Distribute the Message
Deliver your message using the
chosen medium; make sure the
reader receives any necessary
support documents as well.

 Figure 9.4   Effective Message Refusing a Claim 

       Daniel Lindmeier, who purchased a digital video camera from Village Electronics a year ago, wrote to say that 

the unit doesn’t work properly and to inquire about the warranty. He incorrectly believed that the warranty 

covers one year, when it actually covers only three months. In this response, Walter Brodie uses an indirect 

approach to convey the bad news and to offer additional helpful information.   
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  Sending Negative Organizational News 

 Th e messages described in the previous section deal with internal matters or individual 
interactions with external parties. From time to time, managers must also share negative 
information with the public at large, and sometimes respond to negative information as 
well. Most of these scenarios have unique challenges that must be addressed on a case-
by-case basis, but the general advice off ered here applies to all of them. One key diff er-
ence among all these messages is whether you have time to plan the announcement. Th e 
following section addresses negative messages that you do have time to plan for, and the 
section aft er that, “Communicating in a Crisis,” off ers advice on communication during 
emergencies.   

  COMMUNICATING UNDER NORMAL CIRCUMSTANCES 

 Businesses must convey a range of negative messages regarding their ongoing operations. 
As you plan such messages, take extra care to consider all your audiences and their unique 
needs. Keep in mind that a signifi cant negative event such as a plant closing can aff ect hun-
dreds or thousands of people in many organizations. Employees need to fi nd new jobs, get 
training in new skills, or perhaps get emergency fi nancial help. School districts may have to 
adjust budgets and staffi  ng levels if many of your employees plan to move in search of new 
jobs. Your customers need to fi nd new suppliers. Your suppliers may need to fi nd other cus-
tomers of their own. Government agencies may need to react to everything from a decrease 
in tax revenues to an infl ux of people seeking unemployment benefi ts.   

 When making negative announcements, follow these guidelines:     

 ● Match your approach to the situation.     A modest price increase won’t shock most 
customers, so the direct approach is fi ne. However, canceling a product that people 
count on is another matter, so building up to the news via the indirect approach might 
be better.  

 ● Consider the unique needs of each group.     As the plant closing example illustrates, 
various people have diff erent information needs.  

   ●   Give each audience enough time to react as needed.     One of the key mistakes Chargify 
made (see page 254) in announcing its new pricing model was failing to let customers 
know ahead of time that monthly prices would be increasing.  

 ● Give yourself enough time to plan and manage a response.     Chances are you’re 
going to be hit with complaints, questions, or product returns aft er you make your 
announcement, so make sure you’re ready with answers and additional follow-up 
information.  

 ● Look for positive angles but don’t exude false optimism.     If eliminating a seldom-used 
employee benefi t means employees will save money, by all means promote that positive 
angle. On the other hand, laying off  10,000 people does not give them “an opportunity 
to explore new horizons.” It’s a traumatic event that can aff ect employees, their families, 
and their communities for years. Th e best you may be able to do is to thank people for 
their past support and wish them well in the future.  

 ● Seek expert advice if you’re not sure.     Many signifi cant negative announcements have 
important technical, fi nancial, or legal elements that require the expertise of lawyers, 
accountants, or other specialists.   

 Negative situations will test your skills as a communicator and leader. Inspirational 
leaders try to seize such opportunities as a chance to reshape or reinvigorate the organiza-
tion, and they off er encouragement to those around them (see  Figure   9.5   ).   

  COMMUNICATING IN A CRISIS 

 Some of the most critical instances of business communication occur during crises, which 
can include industrial accidents, crimes or scandals involving company employees, on-site 

 Negative organizational messages 
to external audiences can require 
extensive planning. 

 Give people as much time as 
possible to react to negative 
organizational news. 

 Ask for legal help and other 
assistance if you’re not sure how 
to handle a signifi cant negative 
announcement. 

 List the important points to 

consider when conveying negative 

organizational news. 

  6 LEARNING OBJECTIVE 
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The headline sets the tone 
for the article, which is that 
a recall is not necessarily 
a bad thing.

The opening acknowledges 
that the company has been 
under scrutiny but then 
immediately shifts the 
emphasis by pointing out 
that recalls also represent a 
commitment to customers.

The body describes the 
steps the company is 
taking to address the 
concerns that have been 
raised.

Here the writer expands 
the discussion to the entire 
industry, putting Toyota’s 
recalls in a broader 
context.

The close ends the 
message on a positive 
note, linking back to the 
question of what the word 
“recall” means.

 Figure 9.5   Using Negative Situations as Opportunities to Convey Positive Information 

       Situations that involve negative news are sometimes opportunities in disguise. After Toyota had issued several 

vehicle recalls and been subjected to quite a bit of media scrutiny regarding product quality, the company’s 

chief quality offi cer took the opportunity to discuss the meaning of a product recall.   

Source: Used with permission of Toyota.

hostage situations, terrorist attacks, information theft , product  tampering incidents, and 
fi nancial calamities. During a crisis, customers, employees, local communities, and others 
will demand information. In addition, rumors can spread unpredictably and  uncontrollably 
(see “Business Communication 2.0: We’re Under Attack! Responding to Rumors and Criti-
cism in a Social Media Environment”). You can also expect the news media to descend 
quickly, asking questions of anyone they can fi nd. 

 Although you can’t predict these events, you can prepare for them. Analysis of corpo-
rate crises over the past several decades reveals that companies that respond quickly with 
the information people need tend to fare much better in the long run than those that go into 
hiding or release inconsistent or incorrect information.  15     

  Th e key to successful communication eff orts during a crisis is having a  crisis manage-
ment plan . In addition to defi ning operational procedures to deal with the crisis, this plan 
outlines communication tasks and responsibilities, which can include everything from 
media contacts to news release templates (see  Table   9.3    on page 273). Th e plan should clearly 
specify which people are authorized to speak for the company, provide contact information 
for all key executives, and include a list of the news outlets and social media tools that will 
be used to disseminate information.       

 Anticipation and planning are key 
to successful communication in a 
crisis. 
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 BUSINESS 
COMMUNICATION 

2.0 

 For all the benefits they bring to business, social media and 
other communication technologies have created a major 
new challenge: responding to online rumors and attacks on 
a company’s reputation. Consumers and other stakeholders 
can now communicate through blogs, Twitter, YouTube, 
Facebook, advocacy sites such as  www.walmartwatch.com , 
community participation websites such as  www.epinions
.com  and  www.planetfeedback.com , company-specific 
sites such as  www.verizonpathetic.com , community 
Q&A sites such as  http://getsatisfaction.com , and numer-
ous e-commerce shopping sites that encourage product 
reviews. 

 Customers who feel they have been treated unfairly 
like these sites because they can use the public exposure 
as leverage. Many companies appreciate the feedback from 
these sites, too, and many actively seek out complaints 
to improve their products and operations. However, false 
rumors and unfair criticisms can spread around the world 
in a matter of minutes and endanger company reputations. 
Responding to rumors and countering negative informa-
tion requires an ongoing effort and case-by-case decisions 
about which messages require a response. Follow these 
four steps: 
    ●   Engage early, engage often.     Perhaps the most im-

portant step in responding to negative information 
has to be done  before  the negative information appears, 
and that is to engage with communities of stakeholders 
as a long-term strategy. Companies that have active, 
mutually beneficial relationships with customers and 
other interested parties are less likely to be attacked 
unfairly online and more likely to survive such attacks 
if they do occur. In contrast, companies that ignore 
constituents or jump into “spin doctoring” mode when 
a negative situation occurs don’t have the same cred-
ibility as companies that have done the long, hard work 
of fostering relationships within their physical and 
online communities.  

   ●   Monitor the conversation.     If people are interested 
in what your company does, chances are they are blog-
ging, tweeting, podcasting, posting videos, writing on 
Facebook walls, and otherwise sharing their opinions. 
Use the available technologies to listen to what people 
are saying.  

   ●   Evaluate negative messages.     When you encounter 
negative messages, resist the urge to fire back im-
mediately. Instead, evaluate the source, the tone, and 
the content of the message and then choose a re-
sponse that fits the situation. For example, the Public 
Affairs Agency of the U.S. Air Force groups senders of 
negative messages into four categories: “trolls” (those 
whose only intent is to stir up conflict), “ragers” (those 
who are just ranting or telling jokes), “the misguided” 
(those who are spreading incorrect information), and 
“unhappy customers” (those who have had a negative 
experience with the Air Force).  

   ●   Respond appropriately.     Aft er you have assessed a nega-
tive message, take the appropriate response based on an 
overall public relations plan. Th e Air Force, for instance, 
doesn’t respond to trolls or ragers, responds to misguided 
messages with correct information, and responds to un-
happy customers with eff orts to rectify the situation and 
reach a reasonable solution.   
 Whatever you do, don’t assume that a positive reputation 

doesn’t need to be diligently guarded and defended. Everybody 
has a voice now, and some of those voices don’t care to play by 
the rules of ethical communication. 

  CAREER APPLICATIONS 
   1.    A legitimate complaint about your restaurant on 

Yelp also contains a statement that your company 
“doesn’t care about its customers.” How should you 
respond?   

   2.    A few bloggers are circulating false information about your 
company, but the problem is not widespread—yet. Should 
you jump on the problem now and tell the world the ru-
mor is false, even though most people haven’t heard it yet? 
 Explain your answer.    

 Sources: “When Fans Attack: How to Defend a Brand’s Reputation Online,” 

Crenshaw Communications blog, 20 May 2010,  http://crenshawcomm

.com ; David Meerman Scott, “The US Air Force: Armed with Social 

Media,” WebInkNow blog, 15 December 2008, www.webinknow.com ; Matt 

Rhodes, “How to React If Somebody Writes About Your Brand Online,” 

FreshNetworks blog, 9 January 2009,  www.freshnetworks.com ; Matt 

Rhodes, “Social Media as a Crisis Management Tool,” Social Media Today 

blog, 21 December 2009,  www.socialmediatoday.com ; Jack Neff, “What 

to Do When Social Media Spreads Marketing Myth,”  Advertising Age , 7 

September 2009, 4, 24. 

 We’re Under Attack! Responding to Rumors 
and Criticism in a Social Media Environment 

www.walmartwatch.com
www.epinions.com
www.epinions.com
www.planetfeedback.com
www.verizonpathetic.com
http://getsatisfaction.com
http://crenshawcomm.com
http://crenshawcomm.com
www.webinknow.com
www.freshnetworks.com
www.socialmediatoday.com
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  Sending Negative Employment Messages 

 Most managers must convey bad news about or to individual employees from time 
to time. Recipients have an emotional stake in your message, so taking the indirect 
approach is usually advised. In addition, use great care in choosing media for these 
messages. For instance, email and other written forms let you control the message and 
avoid personal confrontation, but one-on-one conversations are more sensitive and 
facilitate questions and answers.     

  REFUSING REQUESTS FOR EMPLOYEE REFERENCES 
AND RECOMMENDATION LETTERS 

 When sending refusals to prospective employers who have requested information about 
past employees, your message can be brief and direct:   

TABLE 9.3    How to Communicate in a Crisis 

 WHEN A CRISIS HITS 

 Do  Don’t 

 Prepare for trouble ahead of time by identifying potential problems, appointing and 

training a response team, and preparing and testing a crisis management plan. 

 Get top management involved immediately. 

 Set up a news center for company representatives and the media that is equipped with 

phones, computers, and other electronic tools for preparing news releases and online updates. 

At the news center, take the following steps: 

   •   Issue frequent news updates, and have trained personnel available to respond 

to questions around the clock.  

  •   Provide complete information packets to the news media as soon as possible.  

  •   Prevent confl icting statements and provide continuity by appointing a single person 

trained in advance to speak for the company.  

  •   Tell receptionists and other employees to direct all phone calls to the designated 

spokesperson in the news center.  

  •   Provide updates when new information is available via blog postings, microblog 

updates, text messaging, Facebook, and other appropriate media.   

 Tell the whole story—openly, completely, and honestly. If you are at fault, apologize. 

 Demonstrate the company’s concern by your statements and your actions. 

 Don’t blame anyone for anything. 

 Don’t speculate in public. 

 Don’t refuse to answer questions. 

 Don’t release information that will violate anyone’s 

right to privacy. 

 Don’t use the crisis to pitch products or services. 

 Don’t play favorites with media representatives. 

 Describe successful strategies for 

sending negative employment-

related messages. 

  7 LEARNING OBJECTIVE 

 Th is message doesn’t need to say, “We cannot comply with your request.” It simply gives the 
reader all the information that is allowable. 

 Refusing an applicant’s direct request for a recommendation letter is another matter. 
Any refusal to cooperate may seem to be a personal slight and a threat to the applicant’s 
future. Diplomacy and preparation help readers accept your refusal.   

 Th e following message tactfully avoids hurting the reader’s feelings because it makes 
positive comments about the reader’s recent activities, implies the refusal, suggests an alter-
native, and uses a polite close:  

Implies that company policy prohibits
the release of any more information
but does provide what information
is available

Ends on a positive note

Our human resources department has authorized

me to confirm that Yolanda Johnson worked for

Tandy, Inc., for three years, from June 2007 to

July 2009. Best of luck as you interview applicants.
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  REFUSING SOCIAL NETWORKING RECOMMENDATION REQUESTS 

 One of the greatest values off ered by business social networks is the opportunity for mem-
bers to make introductions and recommendations. However, the situation with recommen-
dations in a social networking environment is more complicated than with a traditional 
recommendation letter because the recommendations you make become part of your online 
profi le. With a traditional letter, only a few hiring managers might read your recommenda-
tions, but on a network such as LinkedIn, other network members (or even the general pub-
lic, in some instances) can see whom you’ve recommended and what you’ve written about 
these people. Much more so than with traditional letters, then, the recommendations you 
make in a social network become part of your brand.  16   Moreover, networks make it easy to 
fi nd people and request recommendations, so chances are you will get more requests than 
you would have otherwise—and sometimes from people you don’t know well. 

 Fortunately, social networks give you a bit more fl exibility when it comes to responding 
to these requests. One option is to simply ignore or delete the request. Some people make 
it personal policy to ignore requests from networkers they don’t know. Of course, if you 
do know a person, ignoring a request could create an uncomfortable situation, so you will 
need to decide each case based on your relationship with the requester. Another option is to 
refrain from making recommendations at all, and just letting people know this policy when 
they ask. Whatever you decide, remember that it is your choice.  17     

  If you choose to make recommendations and want to respond to a request, you can write as 
much or as little information about the person as you are comfortable sharing. Unlike an offl  ine 
recommendation, you don’t need to write a complete letter. You can write a briefer statement, even 
just a single sentence that focuses on one positive aspect.  18   Th is fl exibility allows you to respond 
positively in those situations in which you have mixed feelings about a person’s overall abilities.  

  REJECTING JOB APPLICATIONS 

 Application rejection messages are routine communications, but saying no is never easy, and 
recipients are emotionally invested in the decision. Moreover, companies must be aware of 
the possibility of employment discrimination lawsuits, which have been on the rise in recent 
years.  19   Of course, having fair and nondiscriminatory hiring practices is essential, but rejec-
tions must also be written in a way that doesn’t inadvertently suggest any hint of discrimina-
tion. Expert opinions diff er on the level of information to include in a rejection message, but 
the safest strategy is to avoid sharing any explanations for the company’s decision and to avoid 
making or implying any promises of future consideration (see  Figure   9.6   ):  20       

       ●   Personalize the email message or letter by using the recipient’s name.     For example, 
mail merge makes it easy to insert each recipient’s name into a form letter.  

   ●   Open with a courteous expression of appreciation for having applied.     In a sense, this is like 
the buff er in an indirect message because it gives you an opportunity to begin the conversation 
without immediately and bluntly telling the reader that his or her application has been rejected.  

   ●   Convey the negative news politely and concisely.     Th e passive voice is helpful in this 
situation because it shift s focus away from the people involved and thereby depersonal-
izes the response. For example, “Your application was not among those selected for an 
interview,” is less blunt than the active phrase “We have rejected your application.”  

 Social networks have created new 
challenges in recommendation 
requests, but they also off er more 
fl exibility in responding to these 
requests. 

 Poorly written rejection letters 
tarnish your company’s reputation 
and can even invite legal troubles. 

Uses the indirect approach since the other
party is probably expecting a positive response

Announces that the writer cannot comply with the
request, without explicitly blaming it on “policy”

Ends on a positive note

Thank you for letting me know about your job 

opportunity with Coca-Cola. Your internship there and 

the MBA you’ve worked so hard to earn should place 

you in an excellent position to land the marketing job.

Although we do not send out formal recommendations

here at PepsiCo, I can certainly send Coca-Cola a 

confirmation of your employment dates. And if you 

haven’t considered this already, be sure to ask several 

of your professors to write evaluations of your 

marketing skills. Best of luck to you in your career.
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   ●   Avoid explaining why an applicant was rejected or why other applicants were chosen 
instead.     Although it was once more common to off er such explanations, and some experts 
still advocate this approach, the simplest strategy from a legal standpoint is to avoid off ering 
reasons for the decision. Avoiding explanations lowers the possibility that an applicant will 
perceive discrimination in the hiring decision or be tempted to challenge the reasons given.  

   ●   Don’t state or imply that the application will be reviewed at a later date.     Saying that 
“we will keep your résumé on fi le for future consideration” can create false hopes for 
the recipient and leave the company vulnerable to legal complaints if a future hiring 
decision is made without actually reviewing this candidate’s application again. If the 
candidate might be a good fi t for another position in the company in the future, you 
can suggest he or she reapply if a new job opening is posted.  

   ●   Close with positive wishes for the applicant’s career success.     A brief statement such 
as “We wish you success in your career” is suffi  cient.   

 Naturally, you should adjust your tactics to the circumstances. A simple and direct message 
is fi ne when someone has only submitted a job application, but rejecting a candidate who has 
made it at least partway through the interview process requires greater care. Personal contact has 
already been established through the interview process, so a phone call may be more appropriate.  

  GIVING NEGATIVE PERFORMANCE REVIEWS 

 Th e main purpose of a  performance review  is to improve employee performance by (1) em-
phasizing and clarifying job requirements, (2) giving employees feedback on their eff orts to-
ward fulfi lling those requirements, and (3) guiding continued eff orts by developing a plan of 
action, which includes rewards and opportunities. Performance reviews help companies set 
organizational standards and communicate organizational values.  21   Documentation of per-
formance problems can also protect a company from being sued for unlawful termination.  22     

The opening conveys the
bad news quickly, using
the passive voice to
depersonalize the
decision.

He invites her to reapply
for any positions that may
appear in the future, while
avoiding any promise of
reviewing her current
application again.

Fitcher opens
with a simple
expression of
appreciation for
being considered,
which acts as a
mini-buffer for the
bad news to come.

He closes on
a positive note
without apologizing
or implying
that the matter
is open for discussion.

 Figure 9.6   Effective Message Rejecting a Job Applicant 

       This message rejecting a job applicant takes care to avoid making or implying 

any promises about future opportunities, beyond inviting the person to apply for 

positions that may appear in the future. Note that this would not be appropriate if the 

company did not believe the applicant was a good fi t for the company in general.   

 Apply  Figure   9.6   ’s key concepts by revising a new 
document. Go to  Chapter   9    in  www.mybcommlab.com  
and select Document Makeovers. 

 MyBcommLab 

 An important goal of any 
performance evaluation is to give 
the employee a plan of action for 
improving his or her performance. 

www.mybcommlab.com
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  With pay raises and promotion opportunities oft en depending on how employees are 
rated in this process, annual reviews oft en are a stressful occurrence for managers and 
workers alike.Th e worst possible outcome in an annual review is a negative surprise, such as 
when an employee has been working toward diff erent goals than the manager expects or has 
been underperforming throughout the year but didn’t receive any feedback or improvement 
coaching along the way.  23   In some instances, failing to confront performance problems in a 
timely fashion can make a company vulnerable to lawsuits.  24   

 To avoid negative surprises, managers should meet with employees to agree on clear 
goals for the upcoming year and then provide regular feedback and coaching as needed 
throughout the year if employee performance falls below expectations. Ideally, the annual 
review is more of a confi rmation of the past year’s performance and a planning session for 
the next year.   

  Some companies have gone so far as to abandon the traditional employee review 
 altogether. Th e online retailer Zappos, for example, has replaced annual performance re-
views with frequent status reports that give employees feedback on routine job tasks and an 
annual assessment of how well each employee embodies the company’s core values.  25   

 Even when goals have been agreed on and employees have received feedback and 
coaching, managers will encounter situations in which an employee’s performance has not 
met expectations. Th ese situations require objective, written appraisals of the performance 
shortcomings. Such appraisals can help the manager and employee work on an improve-
ment plan. Th ey also establish documentary evidence of the employee’s performance in the 
event that disciplinary action is needed, or the employee later disputes management deci-
sions regarding pay or promotions.  26   

 When you need to write a negative review, keep the following points in mind:  27     

     ●   Document performance problems.     As you provide feedback throughout the year, 
keep a written record of performance issues. You will need this information in order 
to write an eff ective appraisal and to support any decisions that need to be made about 
pay, promotions, or termination.  

   ●   Evaluate all employees consistently.     Consistency is not only fair but also helps protect 
the company from claims of discriminatory practices.  

   ●   Write in a calm, objective voice.     Th e employee is not likely to welcome your negative 
assessment, but you can manage the emotions of the situation by maintaining profes-
sional reserve in your writing.  

   ●   Focus on opportunities for improvement.     As you document performance problems, 
identify specifi c steps the employee can take to correct them. Th is information can 
serve as the foundation for an improvement plan for the coming year.  

   ●   Keep job descriptions up to date.     Performance evaluations should be based on the 
criteria listed in an employee’s job description. However, if a job evolves over time in 
response to changes in the business, the employees’ current activities may no longer 
match an outdated job description.    

  TERMINATING EMPLOYMENT 

 If an employee’s performance cannot be brought up to company standards or if other factors 
such as declining sales cause a reduction in the workforce, a company oft en has no choice 
but to terminate employment. As with other negative employment messages, termination 
is fraught with emotions and legal ramifi cations, so careful planning, complete documenta-
tion, and sensitive writing are essential.   

  Termination messages should always be written with input from the company’s legal 
staff , but here are general writing guidelines to bear in mind:  28   

    ●   Clearly present the reasons for this diffi  cult action, whether it is the employee’s perfor-
mance or a business decision unrelated to specifi c employees.  

   ●   Make sure the reasons are presented in a way that cannot be construed as unfair or 
discriminatory.  

   ●   Follow company policy and any relevant legal guidelines (such as employment con-
tracts) to the letter.  

 By giving employees clear goals 
and regular feedback, you can help 
avoid unpleasant surprises in a 
performance review. 

 Negative evaluations should 
provide careful documentation 
of performance concerns. 

 Carefully word a termination 
message to avoid creating undue ill 
will and grounds for legal action. 
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   ●   Avoid personal attacks or insults of any kind.  
   ●   Ask another manager to review the letter before issuing it. An objective reviewer who 

isn’t directly involved might spot troublesome wording or faulty reasoning.  
   ●   Deliver the termination letter in person if at all possible. Arrange a meeting that will 

ensure privacy and freedom from interruptions.   

 Any termination is clearly a negative outcome for both employer and employee, but 
careful attention to content and tone in the termination message can help the employee 
move on gracefully and minimize the misunderstandings and anger that can lead to expen-
sive lawsuits. To review the tasks involved in this type of message, see “Checklist: Writing 
Negative Employment Messages.” For the latest information on writing negative messages, 
visit  http://real-timeupdates.com/ebc10  and click on  Chapter   9   .   

   A.     Refusing requests for employee references and 
recommendations  
   ●   Don’t feel obligated to write a recommendation letter if 

you don’t feel comfortable doing so.  
  ●   Take a diplomatic approach to minimize hurt feelings.  
  ●   Compliment the reader’s accomplishments.  
  ●   Suggest alternatives, if available.  
  ●   Use the options available to you on social networks, 

such as ignoring a request from someone you don’t 
know or writing a recommendation on a single positive 
attribute.    

  B.    Rejecting job applicants  
   ●   If possible, respond to all applications, even if you use 

only a form message to acknowledge receipt.  
  ●   If you use the direct approach, take care to avoid being 

blunt or cold.  
  ●   If you use the indirect approach, don’t mislead the reader 

in your buff er or delay the bad news for more than a 
sentence or two.  

  ●   Avoid explaining why the applicant was rejected.  
  ●   Suggest alternatives if possible.    

  C.    Giving negative performance reviews  
   ●   Document performance problems throughout the year.  
  ●   Evaluate all employees consistently.  
  ●   Keep job descriptions up to date as employee 

responsibilities change.  
  ●   Maintain an objective and unbiased tone.  
  ●   Use nonjudgmental language.  
  ●   Focus on problem resolution.  
  ●   Make sure negative feedback is documented and shared 

with the employee.  
  ●   Don’t avoid confrontations by withholding negative feedback.  
  ●   Ask the employee for a commitment to improve.    

  D.    Terminating employment  
   ●   State your reasons accurately and make sure they are 

objectively verifi able.  
  ●   Avoid statements that might expose your company to 

a wrongful termination lawsuit.  
  ●   Consult company lawyers to clarify all terms of the 

separation.  
  ●   Deliver the letter in person if at all possible.  
  ●   End the relationship on terms as positive as possible.     

 ✓Checklist   Writing Negative Employment Messages 

  Thanks to your effective 

leadership skills, you didn’t 

take long to move up to a 

management position in 

Chargify’s human resources 

(HR) department. Use what 

you’ve learned about negative 

messages to address these 

communication dilemmas.  

   1.    Another manager stopped 

 by this morning with a 

 request to borrow two of 

 your best employees for 

 a three-week emergency. 

Under normal conditions, you wouldn’t hesitate to help, 

but your team has its own scheduling challenges to 

deal with. Plus, this isn’t the fi rst time this manager has 

run into trouble, and you are confi dent that poor project 

management is the reason. Which of the following is 

the most diplomatic way to state your refusal while 

suggesting that your colleague’s management skills need 

improvement?  

   a.   With the commitments we’ve made on our own projects, 

we won’t be able to bail you out this time.  

  b.   I sympathize with the trouble you’ve gotten yourself into 

again, I really do, but the commitments we’ve made 

on our own projects prevent us from releasing any 

employees for temporary assignments.  

   ON THE JOB: SOLVING COMMUNICATION DILEMMAS AT CHARGIFY     

         Source: © D. Hurst/Alamy. 

http://real-timeupdates.com/ebc10
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  c.   The commitments we’ve made on our own projects 

prevent us from releasing any workers for temporary 

assignments. However, I would be happy to meet with 

you to discuss the techniques I’ve been using to manage 

project workloads.  

  d.   Instead of shifting resources around as usual, why don’t 

we meet to discuss some new strategies for staffing and 

project management?    

   2.    The HR department acts as an internal service provider, 

helping various departments throughout the company with 

hiring, benefi ts, training, and other employment functions. 

An HR rep is assigned to each division, working with 

the managers and employees in that department, but 

reporting to HR managers. As in all other professional 

relationships, personal aspects can enter the relationship. 

Even competent professionals can start to rub each other 

the wrong way at a personal level, which can corrode 

the business relationship over time. Unfortunately, that 

has happened with one of your best staff members. 

Shirley Jackson is widely admired for her HR skills, but 

the general manager of the department where she is 

assigned has asked you to replace her with a new HR 

representative. Although you’d prefer to tell Jackson in 

person, schedule confl icts dictate that you send her an 

email. Which of these buffers would be the best way to 

open the message?  

   a.   Your work for the customer support department 

continues to be first rate, but you never can tell how 

these things are going to work out, can you?  

  b.   If it were up to me, Shirley, I would never deliver 

a message like this, but the customer support 

department has asked me to reevaluate the HR staffing 

assignments.  

  c.   As I’ve expressed on many occasions, thank you once 

again for the top-quality work you’ve done for the 

customer support department over the years.  

  d.   As you know, Shirley, I continually evaluate the 

HR staffing assignments to make sure the various 

departments are satisfied with the quality of our work and 

the overall nature of our relationship with them.    

   3.    Although your project management skills are quite good, 

you do occasionally run into unforeseen circumstances 

that lead to less-than-ideal results. Halfway through the 

installation of a new applicant tracking system, you realized 

that you underestimated the complexity of linking this new 

technology to the company’s information systems. You now 

have the unpleasant task of explaining to your boss that the 

project will be coming in at least 20 percent over budget 

and possibly as high as 30 percent over. Which of the 

following is the best way to begin an email message to 

your boss?  

   a.   I messed up, big time. The applicant tracking project is 

going to come in over budget.  

  b.   The applicant tracking project is going to come in 

at least 20 percent over budget and possibly as much 

as 30 percent over.  

  c.   I recently discovered that linking the applicant tracking 

to our existing IT systems was more complicated than 

anyone realized when we established the budget for 

this project. As a result of the extra work required to 

customize the software, the project is going to run 

20 to 30 percent over budget.  

  d.   I recently discovered that linking the applicant tracking 

system to our existing IT systems was more complicated 

than anyone realized when we established the budget 

for this project. The fact that there is extra work is not 

really my fault, per se, since it would’ve been necessary 

in any case, but as a result of the extra work required to 

customize the software, the project is going to run 20 to 

30 percent over budget.    

   4.    You’ve found it easy to say “yes” to recommendation letter 

requests from former employees who were top performers, 

and you’ve learned to say “no” to people who didn’t 

perform so well. The requests you struggle with are from 

employees in the middle, people who didn’t really excel but 

didn’t really cause any trouble, either. You’ve just received a 

request from an HR specialist who falls smack in the middle 

of the middle. Unfortunately, he’s applying for a job at a fi rm 

that you know places high demands on its employees and 

generally hires the best of the best. He’s a great person, 

and you’d love to help, but in your heart, you know that if 

by some chance he does get the job, he probably won’t 

last. Plus, you don’t want to get a reputation in the industry 

for recommending weak candidates. How do you set the 

stage for the negative news?  

   a.   As your former manager, I’d like to think I can still look 

out for your best interests, and I’m sorry to say, but 

based on what I know about the position you’re applying 

for, this might not be the best career move for you at 

this point.  

  b.   In my view, the responsibility of writing a letter of 

recommendation goes beyond simply assessing a 

person’s skills; it must consider whether the person is 

applying for the right job.  

  c.   One of the most important factors I consider when 

deciding whether to endorse an applicant is whether 

he or she is pursuing an opportunity that offers a high 

probability of success.  

  d.   Writing recommendation letters bears a heavy 

responsibility for the job applicant and the person 

writing the letter. After all, I have my own reputation 

to protect, too.        
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 Assess your understanding of the principles in this chapter by 
reading each learning objective and studying the accompany-
ing exercises. For fi ll-in-the-blank items, write the missing text 
in the blank provided; for multiple-choice items, circle the letter 
of the correct answer. You can check your responses against the 
answer key on page AK-2. 
  Objective 9.1: Apply the three-step writing process to 
 negative messages. 
 1.    Which of the following should be a goal of every negative 

message?  
a.   To convey the bad news clearly  
b.   To gain audience acceptance for the news  
c.   To maintain as much goodwill as possible with the 

audience  
d.   To maintain a good image for your organization  
e.   To reduce or eliminate the need for future correspon-

dence on the matter, if appropriate  
f.   None of the above  
g.   (a), (c), and (d)  
h.   All of the above    

 2.    Which of the following is an eff ective way to maintain the 
“you” attitude when craft ing negative messages?  
a.   Make sure the reader clearly understands that he or she 

is at fault; aft er all, recognizing a mistake is the fi rst step 
toward improvement.  

b.   Make it clear that you don’t enjoy giving out bad news.  
c.   Show respect for the reader by “soft  peddling” the nega-

tive news, implying it without really coming out and say-
ing it directly.  

d.   Show respect for the reader by avoiding negative, ac-
cusatory language and emphasizing positives whenever 
possible.      

  Objective 9.2: Explain how to use the direct approach 
 eff ectively when conveying negative news. 
 3.    When using the direct approach with negative messages, you 

begin with  
a.   A buff er  
b.   An attention-getter  
c.   Th e bad news  
d.   Any of the above    

 4.    An advantage of using the direct approach with negative 
messages is that it  
a.   Saves readers time by helping them reach the main idea 

more quickly  
b.   Eases readers into the message  
c.   Is diplomatic  
d.   Does all of the above      

  Objective 9.3: Explain how to use the indirect approach eff ec-
tively when conveying negative news. 
 5.    When using the indirect approach with negative messages, 

you begin with  
a.   A buff er  
b.   An attention-getter  
c.   Th e bad news  
d.   Any of the above    

 6.    Which of the following is an advantage of using the indirect 
approach with negative messages?  
a.   Most readers prefer the direct approach for such 

messages.  
b.   It makes a shorter message possible.  
c.   It eases the reader into the message.  
d.   It does all of the above.    

 7.    Th e purpose of using the indirect approach is to  
a.   Help the writer avoid the unpleasant task of delivering 

bad news  
b.   Help the reader avoid the unpleasant task of receiving 

bad news  
c.   Soft en the blow of the bad news for the reader  
d.   Reduce the word count in your messages    

8. A/an   ______________   is a neutral, noncontroversial open-
ing statement that establishes common ground with your 
reader.   

 9.    Which of the following is a good possibility to consider for 
use in writing a buff er?  
a.   Look for subtle opportunities to promote your company 

and its products.  
b.   Assure the reader that your company always follows all 

applicable laws and regulations.  
c.   Indicate your understanding of the reader’s situation.  
d.   All of the above are useful approaches.      

  Objective 9.4: Explain the importance of maintaining high 
standards of ethics and etiquette when delivering negative 
messages. 
 10.    Which of the following is an important reason to take par-

ticular care to maintain ethics and etiquette when craft ing 
negative messages?  
a.   In many cases, the communicator needs to adhere to a 

variety of laws and regulations when delivering negative 
messages.  

b.   Good ethical practice demands care and sensitivity in 
the content and delivery of negative messages, as these 
messages can have a profoundly negative eff ect on the 
people who receive them.  

c.   Communicators need to manage their own emotions 
when craft ing and distributing negative messages while 
at the same time considering the emotional needs of 
their audiences.  

d.   All of the above are important reasons to maintain ethics 
and etiquette in negative messages.    

 11.    Which of the following is most characteristic of organiza-
tional cultures that emphasize open communication?  
a.   Managers are willing to listen to bad news from em-

ployees, but they understand if employees don’t want to 
deliver bad news.  

b.   Managers expect employees to alert them to problems so 
that corrective action can be taken.  

c.   Managers reward employees who deliver bad news with 
extra vacation time, extra pay, or both.  

d.   None of the above are true.      

     LEARNING OBJECTIVES CHECKUP 
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  Objective 9.5: Describe successful strategies for sending nega-
tive messages on routine business matters. 
    12.    If you need to reject a solicited proposal from an employee, 

which of the following approaches is best?  
    a.   Use the indirect approach, but avoid explaining exactly 

why the proposal does not meet your needs; it’s up to the 
employee to fi gure that out.  

   b.   Use the direct approach; rejected proposals are a fact of 
life of business.  

   c.   Use the indirect approach, and provide a thoughtful and 
complete explanation of why the proposal does not meet 
your needs.  

   d.   Don’t respond at all; doing so will only create an uncom-
fortable situation for the employee.    

   13.    Which of the following is not a normal goal when sending 
bad-news messages about transactions?  
    a.   Modifying the customer’s expectations  
   b.   Explaining how you plan to resolve the situation  
   c.   Identifying who is responsible for the situation so that the 

customer understands you are serious about correcting 
the error  

   d.   Repair whatever damage might have been done to the 
business relationship      

  Objective 9.6: List the important points to consider when 
conveying negative organizational news. 
    14.    Which of the following best characterizes the nature of crisis 

management planning?  
    a.   Good managers should be able to anticipate the specifi c 

crisis scenarios their companies might encounter and 
therefore should be able to plan for every crisis in a spe-
cifi c way.  

   b.   Faced with everything from terrorism to technological 
disasters, there’s no way for managers to anticipate which 
crisis might hit any given business, so it’s a waste of time 
to plan a response.  

   c.   Although you can’t anticipate the nature and circum-
stance of every possible crisis, you can prepare by decid-
ing how to handle such issues as communication with 
employees and the public.  

   d.   Only negatively focused managers worry about crisis 
planning; positive managers keep their organizations 
moving toward company goals.    

   15.    Continuing advances in communication technology make it  
    a.   Easier to control rumors through Internet fi lters and 

other means  
   b.   More diffi  cult to control rumors  
   c.   Easier to fi nd the people who start rumors  
   d.   Illegal to spread false rumors about public corporations      

  Objective 9.7: Describe successful strategies for sending nega-
tive employment-related messages. 
    16.    Why do many experts recommend using an indirect ap-

proach when rejecting job applicants?  
    a.   Applicants have a deep emotional investment in the 

decision.  
   b.   Laws in most states require an indirect approach.  
   c.   Indirect approaches are easier to write.  
   d.   Indirect approaches are shorter.    

   17.    When explaining why an applicant wasn’t chosen for a posi-
tion, you should  
    a.   Be specifi c without being too personal, such as explain-

ing that the position requires specifi c skills that the ap-
plicant doesn’t yet possess  

   b.   Point out the person’s shortcomings as that’s the honest 
way and the only way the person knows what he or she 
needs to improve  

   c.   Be as vague as possible to avoid hurting the person’s 
feelings  

   d.   Avoid explaining why an applicant wasn’t chosen       
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access study and assessment aids associated 

with this chapter. 
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access the Real-Time Updates  http://real-

timeupdates.com/ebc10 .  
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  CHAPTER OUTLINE 

            Using the Three-Step Writing Process 

for Negatives Messages    

   Step 1: Planning a Negative Message     

   Step 2: Writing a Negative Message     

   Step 3: Completing a Negative Message      

   Using the Direct Approach for Negative 

Messages    

   Opening with a Clear Statement of the Bad News     

   Providing Reasons and Additional Information     

   Closing on a Respectful Note      

   Using the Indirect Approach 

for Negative Messages    

   Opening with a Buffer     

   Providing Reasons and Additional Information     

   Continuing with a Clear Statement of the Bad News     

   Closing on a Respectful Note      

   Maintaining High Standards of Ethics 

and Etiquette     

   Sending Negative Messages on Routine 

Business Matters    

   Making Negative Announcements on Routine 
Business Matters     

   Rejecting Suggestions and Proposals     

   Refusing Routine Requests     

   Handling Bad News About Transactions     

   Refusing Claims and Requests for Adjustment      

   Sending Negative Organizational News    

   Communicating Under Normal Circumstances     

   Communicating in a Crisis      

   Sending Negative Employment 

Messages    

   Refusing Requests for Employee References 
and Recommendation Letters     

   Refusing Social Networking Recommendation 
Requests     

   Rejecting Job Applications     

   Giving Negative Performance Reviews     

   Terminating Employment        

  MyBcommLab 

  KEY TERMS   

  buff er    A neutral, noncontroversial statement 
that establishes common ground with the 
reader in an indirect negative message   

  crisis management plan    Plan that defi nes 
operational procedures to deal with a 
crisis, including communication tasks and 
responsibilities   

  performance review    Employee evaluation 
procedure giving feedback on performance 
and guidance for future eff orts   

  whistleblowing    Eff orts by employees to 
report concerns about unethical or illegal 
behavior    
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  LEARNING OBJECTIVES 

  1    Apply the three-step writing process to negative messages.  [page 255]   

  2    Explain how to use the direct approach effectively when conveying negative news. 
 [page 258]   

  3    Explain how to use the indirect approach effectively when conveying negative news. 
 [page 259]   

  4    Explain the importance of maintaining high standards of ethics and etiquette when 
delivering negative messages.  [page 263]   

  5    Describe successful strategies for sending negative messages on routine business 
matters.  [page 264]   

  6    List the important points to consider when conveying negative organizational news.
 [page 270]   

  7    Describe successful strategies for sending negative employment-related messages. 
 [page 273]    

   ✓Checklist

 Creating Negative Messages 

   A.    Choose the better approach.  
   ●   Consider using the direct approach 

when the audience is aware of the 
possibility of negative news, when the 
reader is not emotionally involved 
in the message, when you know that 
the reader would prefer the bad news 
fi rst, when you know that fi rmness 
is necessary, and when you want to 
discourage a response.  

  ●   Consider using the indirect approach 
when the news is likely to come as a 
shock or surprise, when your audience 
has a high emotional investment in 
the outcome, and when you want to 
maintain a good relationship with the 
audience.    

  B.    For the indirect approach, open with an 
eff ective buff er.  
   ●   Establish common ground with the 

audience.  
  ●   Validate the request, if you are 

responding to a request.  
  ●   Don’t trivialize the reader’s concerns.  
  ●   Don’t mislead the reader into thinking 

the coming news might be positive.    
  C.    Provide reasons and additional 

information.  
   ●   Explain why the news is negative.  

●   Adjust the amount of detail to fi t the 
situation and the audience.  

●   Avoid explanations when the 
reasons are confi dential, excessively 
complicated, or irrelevant to the 
reader.  

●   If appropriate, state how you plan to 
correct or respond to the negative 
news.  

●   Seek the advice of company lawyers 
if you’re unsure what to say.    

  D.    Clearly state the bad news.  
●   State the bad news as positively as 

possible, using tactful wording.  
●   To help protect readers’ feelings, 

deemphasize the bad news by 
minimizing the space devoted to it, 
subordinating it, or embedding it.  

●   If your response might change in the 
future if circumstances change, explain 
the conditions to the reader.  

●   Emphasize what you can or have done 
rather than what you can’t or won’t do.    

  E.    Close on a respectful note.  
●   Express best wishes without being 

falsely positive.  
●   Suggest actions readers might take, if 

appropriate, and provide them with 
necessary information.  

●   Encourage further communication 
only if you’re willing to discuss the 
situation further.          

www.mybcommlab.com
http://real-timeupdates.com/ebc10
http://real-timeupdates.com/ebc10
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  APPLY YOUR KNOWLEDGE 

 To review chapter content related to each question, refer to the 
indicated Learning Objective. 
   1.    Would you choose the direct or indirect approach to an-

nounce that a popular employee benefi t is being eliminated 
for cost reasons? Why?  [LO-1]    

   2.    Is intentionally deemphasizing bad news the same as dis-
torting graphs and charts to deemphasize unfavorable data? 
Why or why not?  [LO-3]    

   3.    Why is whistleblowing a controversial activity?  [LO-4]    
   4.    If a company can’t predict every specifi c calamity that might 

occur, does it still make sense to have a crisis plan? Why or 
why not?  [LO-6]    

   5.    How do social networks make the practices of requesting 
and granting or denying recommendations both easier and 
more diffi  cult?  [LO-7]     

  PRACTICE YOUR SKILLS 

  Messages for Analysis 

 Read the following messages and then (1) analyze the strengths 
and weaknesses of each sentence and (2) revise each message so 
that it follows this chapter’s guidelines. 
  Message 9.A: Sending Negative Organizational News  [LO-6]  

    From: M. Juhasz, Travel & Meeting Services  

  To: [mailing list]  

  Subject: Travel   

  Dear Traveling Executives:  

 We need you to start using some of the budget suggestions 

we are going to issue as a separate memorandum. 

These include using videoconference equipment and web 

conferencing instead of traveling to meetings, staying in 

cheaper hotels, arranging fl ights for cheaper times, and 

fl ying from less-convenient but also less-expensive suburban 

airports. 

 The company needs to cut travel expenses by fifty 

percent, just as we’ve cut costs in all departments of 

Black & Decker. This means you’ll no longer be able to 

stay in fancy hotels and make last-minute, costly changes 

to your travel plans. 

 You’ll also be expected to avoid hotel surcharges for 

phone calls and Internet access. If the hotel you want to 

stay in doesn’t offer free wireless, go somewhere else. 

And never, NEVER return a rental car with an empty tank! 

That causes the rental agency to charge us a premium 

price for the gas they sell when they fill it up upon your 

return. 

 You’ll be expected to make these changes in your travel 

habits immediately. 

  Sincerely,  

 M. Juhasz 

 Travel & Meeting Services   

  Message 9.B: Refusing Requests for Claims 
and Adjustments  [LO-5]  

  I am responding to your letter of about six weeks ago asking 

for an adjustment on your wireless hub, model WM39Z. We 

test all our products before they leave the factory; therefore, 

it could not have been our fault that your hub didn’t work. 

 If you or someone in your offi ce dropped the unit, it might 

have caused the damage. Or the damage could have been 

caused by the shipper if he dropped it. If so, you should 

fi le a claim with the shipper. At any rate, it wasn’t our fault. 

The parts are already covered by warranty. However, we will 

provide labor for the repairs for $50, which is less than our 

cost, since you are a valued customer. 

 We will have a booth at the upcoming trade show there and 

hope to see you or someone from your offi ce. We have many 

new models of hubs, routers, and other computer gear that 

we’re sure you’ll want to see. I’ve enclosed our latest catalog. 

Hope to see you there.   

  Message 9.C: Rejecting Job Applications  [LO-7]  
  I regret to inform you that you were not selected for our 

summer intern program at Equifax. We had over a thousand 

résumés and cover letters to go through and simply could not 

get to them all. We have been asked to notify everyone that 

we have already selected students for the 25 positions based 

on those who applied early and were qualifi ed. 

 We’re sure you will be able to fi nd a suitable position 

for summer work in your fi eld and wish you the best of 

luck. We deeply regret any inconvenience associated with 

our reply.    

  Exercises 

 Active links for all websites in this chapter can be found on 
MyBcommLab; see your User Guide for instructions on access-
ing the content for this chapter. Each activity is labeled accord-
ing to the primary skill or skills you will need to use. To review 
relevant chapter content, you can refer to the indicated Learn-
ing Objective. In some instances, supporting information will be 
found in another chapter, as indicated. 

    1.   Planning: Choosing the Direct or Indirect Approach 
 [LO-1]      Select which approach you would use (direct or in-
direct) for the following negative messages. 
    a.   An email message to your boss, informing her that one 

of your key clients is taking its business to a diff erent 
 accounting fi rm  

   b.   An email message to a customer, informing her that one 
of the books she ordered over the Internet is temporarily 
out of stock  

   c.   An instant message to a customer, explaining that the 
DVD recorder he ordered for his new computer is on 
back order and that, as a consequence, the shipping of 
the entire order will be delayed  

   d.   A blog post to all employees, notifying them that the 
company parking lot will be repaved during the fi rst 
week of June and that the company will provide a shuttle 
service from a remote parking lot during that period  
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   e.   A letter from a travel agent to a customer, stating that 
the airline will not refund her money for the fl ight she 
missed but that her tickets are valid for one year  

   f.   A form letter from a U.S. airline to a customer, explain-
ing that the company cannot extend the expiration date 
of the customer’s frequent fl yer miles even though the 
customer was living overseas for the past three years and 
unable to use the miles during that time  

   g.   A letter from an insurance company to a policyholder, 
denying a claim for reimbursement for a special medi-
cal procedure that is not covered under the terms of the 
customer’s policy  

   h.   A letter from an electronics store, stating that the 
 customer will not be reimbursed for a malfunctioning 
mobile phone that is still under warranty (because the 
terms of the warranty do not cover damages to phones 
that were accidentally dropped from a moving car)  

   i.   An announcement to the repairs department, listing 
parts that are on back order and will be three weeks late    

   2.   Message Strategies: Refusing Routine Requests  [LO-4]      As 
a customer service supervisor for a telephone company, 
you’re in charge of responding to customers’ requests for 
refunds. You’ve just received an email from a customer 
who unwittingly ran up a $500 bill for long-distance calls 
aft er mistakenly confi guring his laptop computer to dial 
an Internet access number that wasn’t a local call. Th e cus-
tomer says it wasn’t his fault because he didn’t realize he 
was dialing a long-distance number. However, you’ve dealt 
with this situation before; you know that the customer’s 
Internet service provider warns its customers to choose 
a local access number because customers are responsible 
for all long-distance charges. Draft  a short buff er (one or 
two sentences) for your email reply, sympathizing with 
the customer’s plight but preparing him for the bad news 
(that company policy specifi cally prohibits refunds in 
such cases).  

   3.   Etiquette: Communicating with Sensitivity and Tact; 
Collaboration: Team Projects  [LO-4]      Working alone, 
 revise the following statements to deemphasize the bad 
news. Th en team up with a classmate and read each other’s 
revisions. Did you both use the same approach in every 
case? Which approach seems to be most eff ective for each of 
the revised statements? 
    a.   Th e airline can’t refund your money. Th e “Conditions” 

section on the back of your ticket states that there are no 
refunds for missed fl ights. Sometimes the airline makes 
exceptions, but only when life and death are involved. 
Of course, your ticket is still valid and can be used on a 
fl ight to the same destination.  

   b.   I’m sorry to tell you, we can’t supply the custom decora-
tions you requested. We called every supplier, and none 
of them can do what you want on such short notice. You 
can, however, get a standard decorative package on the 
same theme in time. I found a supplier that stocks these. 
Of course, it won’t have quite the fl air you originally 
requested.  

   c.   We can’t refund your money for the malfunctioning 
MP3 player. You shouldn’t have immersed the unit in 
water while swimming; the users’ manual clearly states 
that the unit is not designed to be used in adverse 
environments.    

   4.   Communication Ethics  [LO-4]      Th e insurance company 
where you work is planning to raise all premiums for 
health-care coverage. Your boss has asked you to read a 
draft  of her letter to customers announcing the new, higher 
rates. Th e fi rst two paragraphs discuss some exciting medi-
cal advances and the expanded coverage off ered by your 
company. Only in the fi nal paragraph do customers learn 
that they will have to pay more for coverage starting next 
year. What are the ethical implications of this draft ? What 
changes would you suggest?  

   5.   Sending Negative Organizational News  [LO-6]      Public com-
panies occasionally need to issue news releases to announce 
or explain downturns in sales, profi ts, demand, or other busi-
ness factors. Search the web to locate a company that has is-
sued a press release that recently reported lower earnings 
or other bad news and access the news release on that fi rm’s 
website. Alternatively, fi nd the type of press release you’re 
seeking by reviewing press releases at  www.prnewswire
.com  or  www.businesswire.com . How does the headline re-
late to the main message of the release? Is the release organized 
 according to the direct or the indirect approach? What does 
the company do to present the bad news in a favorable light—
and does this eff ort seem sincere and ethical to you?     

  EXPAND YOUR SKILLS 

  Critique the Professionals 

 Locate an example online of a negative-news message from any 
company. Possible examples include announcements of prod-
uct recalls, poor fi nancial results, layoff s, and fi nes or other le-
gal troubles. Analyze the approach the company took; was it the 
most eff ective strategy possible? Did the company apologize, if 
doing so would have been appropriate under the circumstances, 
and does the apology seem sincere? Does the tone of the mes-
sage match the seriousness of the situation? Does the message 
end on a positive note, as appropriate? Using whatever medium 
your instructor requests, write a brief analysis of the message (no 
more than one page), citing specifi c elements from the piece and 
support from the chapter.  

  Sharpening Your Career Skills Online 

 Bovée and Th ill’s Business Communication Web Search, at  http://
businesscommunicationblog.com/websearch , is a unique re-
search tool designed specifi cally for business communication re-
search. Use the Web Search function to fi nd a website, video, PDF 
document, podcast, or PowerPoint presentation that off ers advice 
on writing messages that convey negative information. Write a 
brief email message to your instructor, describing the item that 
you found and summarizing the career skills information you 
learned from it.   

www.prnewswire.com
www.prnewswire.com
www.businesswire.com
http://businesscommunicationblog.com/websearch
http://businesscommunicationblog.com/websearch
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  IMPROVE YOUR GRAMMAR, 
MECHANICS, AND USAGE 

 Th e following exercises help you improve your knowledge of and 
power over English grammar, mechanics, and usage. Turn to the 
“Handbook of Grammar, Mechanics, and Usage” at the end of 
this book and review all of Section 2.6 (Commas). Th en look at 
the following 10 items. Circle the letter of the preferred choice 
in the following groups of sentences. (Answers to these exercises 
appear on page AK-3.) 

   1.          a.    Please send us four cases of fi lters two cases of wing 
nuts and a bale of rags.  

     b.   Please send us four cases of fi lters, two cases of wing 
nuts and a bale of rags.  

     c.   Please send us four cases of fi lters, two cases of wing 
nuts, and a bale of rags.    

   2.          a.   Your analysis, however, does not account for returns.  
     b.   Your analysis however does not account for returns.  
     c.   Your analysis, however does not account for returns.    
   3.          a.   As a matter of fact she has seen the fi gures.  
     b.   As a matter of fact, she has seen the fi gures.    
   4.          a.   Before May 7, 1999, they wouldn’t have minded.  
     b.   Before May 7, 1999 they wouldn’t have minded.    
   5.          a.   Stoneridge Inc. will go public on September 9 2012.  
     b.   Stoneridge, Inc., will go public on September 9, 2012.  
     c.   Stoneridge Inc. will go public on September 9, 2012.    
   6.          a.   “Talk to me” Sandra said “before you change a thing.”  
     b.   “Talk to me,” Sandra said “before you change a thing.”  
     c.   “Talk to me,” Sandra said, “before you change a thing.”    

   7.          a.    Th e fi rm was founded during the long hard recession of 
the mid-1970s.  

     b.   Th e fi rm was founded during the long, hard recession of 
the mid-1970s.  

     c.   Th e fi rm was founded during the long hard, recession of 
the mid-1970s.    

   8.          a.    You can reach me at this address: 717 Darby St., 
 Scottsdale, AZ 85251.  

     b.   You can reach me at this address: 717 Darby St., 
 Scottsdale AZ 85251.  

     c.   You can reach me at this address: 717 Darby St., 
 Scottsdale, AZ, 85251.    

   9.          a.    Transfer the documents from Fargo, North Dakota to 
Boise, Idaho.  

     b.   Transfer the documents from Fargo North Dakota, to 
Boise Idaho.  

     c.   Transfer the documents from Fargo, North Dakota, to 
Boise, Idaho.    

   10.          a.   Sam O’Neill the designated representative is gone today.  
     b.   Sam O’Neill, the designated representative, is gone today.  
     c.   Sam O’Neill, the designated representative is gone today.    

 For additional exercises focusing on commas, visit MyBcommLab. 
Click on  Chapter   9   , click on Additional Exercises to  Improve Your 
Grammar, Mechanics, and Usage, and then click on 14. Fused sen-
tences and comma splices.  

  CASES 

  Negative Messages on Routine 
Business Matters  

  IM SKILLS 

  1. Message Strategies: Refusing Claims and Requests 

for Adjustment: Media Skills: Instant Messaging  [LO-5] , 

 Chapter   7      Your company has learned that selling instructional 
videos presents a diffi  cult business dilemma. For its fi rst fi ve 
years of operation, the company had a generous return policy 
in which customers could return any DVD aft er ten days, even 
if it had been opened. However, as return rates began to climb, 
management began to suspect that some customers were abusing 
the policy by watching DVDs long enough to learn whatever they 
wanted to learn and then returning them and asking for refunds. 
Th e company disliked penalizing the majority of its customer 
base by changing the policy, but returns cost money, and the 
company’s profi ts were taking a bigger and bigger hit every year. 
Starting last year, the company now accepts returns only if the 
product packaging has not been opened.   
  Your task:   Team up with two other students. One of you will 
play the role of a customer who purchased the “Kickboxing 

 Fundamentals” DVD two weeks ago. One of you will play the 
role of a service agent who assists customers with orders and 
returns. 

 Using Facebook’s chat function or any other free IM ser-
vice, role play an exchange in which the customer initiates the 
 conversation and asks for a refund, saying that the program 
doesn’t meet his or her needs. Th e reason off ered is that the tech-
niques shown in the video are quite basic, and he or she is already 
past that skill level. 

 Early in the exchange, the service agent needs to ask whether 
the DVD package has been unsealed. Th e customer replies that it 
has, aft er which the agent will respond that the company can ac-
cept only unopened DVDs for refund or exchange. Th e customer 
can continue to argue that there is no way to truly evaluate a 
DVD without watching the entire program, because every person 
might have a diff erent understanding of what “fundamentals” 
means. However, the company’s policy is fi rm. 

 Make up whatever details you need to complete the  exchange, 
keeping in mind the following points: 

    ●   Th e video title and the product description on the website 
clearly indicate that this kickboxing program is intended for 
beginners.  



 CHAPTER 9    Writing Negative Messages 285

   ●   Th e website clearly states that DVDs can be returned only if 
they are unopened.  

   ●   In addition, the online shopping cart requires customers to 
check a box to indicate that they have read the return policy.  

   ●   Th e agent might suggest to the customer that he or she 
could off er it for sale on Craigslist, sell it to a store that buys 
used movies, or donate it to a library.   
 Th e third member of the team should sit beside either the 

customer or the agent and evaluate the IM exchange, without 
participating. If possible, capture the IM stream for offl  ine 
analysis. Th e evaluator will then give both participants written 
feedback on the content and tone of their messages, off ering sug-
gestions for improvement. Be prepared to discuss the experience 
and the analysis with your class.  

  E-MAIL SKILLS 

  2. Message Strategies: Rejecting Suggestions and Proposals 

 [LO-5]    Walter Joss is one the best employees in your depart-
ment, a smart and hard worker with a keen mind for business. 
His upbeat attitude has helped the entire department get through 
some rough times recently, and on a personal level, his wise 
counsel helped you grow into a leadership role when you were 
promoted to marketing manager several years ago. 

 You generally welcome Joss’s input on the department’s opera-
tions, and you have implemented several of his ideas to improve the 
company’s marketing eff orts. However, the proposal he emailed you 
yesterday was not his best work, to put it mildly. He proposed that 
the company dump the advertising agency it has used for a decade 
and replace it with some new agency you’ve never heard of. Th e 
only reasons he off ered were that the agency “had become unre-
sponsive” and that a “smaller agency could meet our needs better.” 
He failed to address any of the other criteria that are used to select 
advertising agencies, such as costs, creative skills, technical abilities, 
geographic reach, research capabilities, and media experience. 

 Th is is the fi rst you’ve heard any criticism of the agency, and in 
fact, their work was helped your company increase sales every year.   
  Your task:   Draft  an email message to Joss, rejecting his proposal. 
(Note that in a real-life setting, you would want to discuss this 
with Joss in person, rather than through email, but use email for 
the purposes of this exercise.)  

  E-MAIL SKILLS 

  3. Message Strategies: Making Routine Negative Announce-

ments  [LO-5]    You’ve been proud of many things your gardening tool 
company has accomplished as it has grown from just you working in 
your basement shop to a nationally known company that employs 
over 200 people. However, nothing has made you prouder than 
the company’s Helping Our Hometown Grow program, in which 
employees volunteer on company time to help residents in your city 
start their own vegetable gardens, using tools donated by the com-
pany. Nearly 50 employees have participated directly, helping some 
500 families supplement their grocery budgets with home-grown 
produce. Virtually everyone in the company has contributed, though, 
because employees who didn’t volunteer to help in the gardens pitched 
in to cover the work responsibilities of the volunteers. 

 Sadly, ten years aft er you launched the program, you have 
reached the inescapable conclusion that the company can no 

longer aff ord to keep the program going. With consumers around 
the country still struggling with the aft ereff ects of a deep reces-
sion, sales have been dropping for the past three years—even as 
lower cost competitors step up their presence in the market. To 
save the program, you would have to lay off  several employees, 
but your employees come fi rst.   
  Your task:   Write an email to the entire company, announcing 
the cancellation of the program.  

  TELEPHONE SKILLS 

  4. Message Strategies: Making Routine Negative Announce-

ments  [LO-5]    Vail Products of Toledo, Ohio, manufactured a line 
of beds for use in hospitals and other institutions that have a need 
to protect patients who might otherwise fall out of bed and injure 
themselves (including patients with cognitive impairments or pat-
terns of spasms or seizures). Th ese “enclosed bed systems” use a 
netted canopy to keep patients in bed rather than the traditional 
method of using physical restraints such as straps or tranquilizing 
drugs. Th e intent is humane, but the design is fl awed: At least 
30 patients have become trapped in the various parts of the mattress 
and canopy structure, and 8 of them have suff ocated. 

 Working with the U.S. Food and Drug Administration (FDA), 
Vail issued a recall on the beds, as manufacturers oft en do in the 
case of unsafe products. However, the recall is not really a recall. 
Vail will not be replacing or modifying the beds, nor will it accept 
returns. Instead, the company is urging institutions to move pa-
tients to other beds, if possible. Vail has also sent out revised manu-
als and warning labels to be placed on the beds. Th e company also 
announced that it is ceasing production of enclosed beds.   
  Your task:   A fl urry of phone calls from concerned patients, family 
members, and institutional staff  is overwhelming the support staff . 
As a writer in Vail’s corporate communications offi  ce, you’ve been 
asked to draft  a short script to be recorded on the company’s phone 
system. When people call the main number, they’ll hear “Press 1 
for information regarding the recall of Model 500, Model 1000, 
and Model 2000 enclosed beds.” Aft er they press 1, they’ll hear the 
message you’re about to write, explaining that although the action 
is classifi ed as a recall, Vail will not be accepting returned beds, 
nor will it replace any of the aff ected beds. Th e message should 
also assure customers that Vail has already sent revised operating 
manuals and warning labels to every registered owner of the beds 
in question. Th e phone system has limited memory, and you’ve 
been directed to keep the message to 75 words or less.  29    

  EMAIL SKILLS      PORTFOLIO BUILDER 

  5. Message Strategies: Rejecting Suggestions and Pro-

posals; Communication Ethics: Making Ethical Choices 

 [LO-5]    A not-so-secret secret is getting more attention than 
you’d really like aft er an article in  BusinessWeek  gave the world 
an inside look at how much money you and other electron-
ics retailers make from extended warranties (sometimes called 
service contracts). Th e article explained that typically half of the 
warranty price goes to the salesperson as a commission and that 
only 20 percent of the total amount customers pay for warranties 
eventually goes to product repair. 

 You also know why extended warranties are such a profi t-
able business. Many electronics products follow a predictable 
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pattern of failure: a high failure rate early in their lives, then a 
“midlife” period during which failures go way down, and con-
cluding with an “old age” period when failure rates ramp back up 
again (engineers refer to the phenomenon as the  bathtub curve  
because it looks like a bathtub from the side—high at both ends 
and low in the middle). Th e early failures are usually covered by 
manufacturers’ warranties, and the extended warranties you sell 
are designed to cover that middle part of the life span. In other 
words, many extended warranties cover the period of time during 
which consumers are  least  likely to need them and off er no cover-
age when consumers need them  most . (Consumers can actually 
benefi t from extended warranties in a few product categories, 
including laptop computers and plasma televisions. Of course, 
the more sense the warranty makes for the consumer, the less 
fi nancial sense it makes for your company.)  30     
  Your task:   Worried that consumers will stop buying so many 
extended warranties, your boss has directed you to put together 
a sales training program that will help cashiers sell the extended 
warranties even more aggressively. Th e more you ponder this 
challenge, though, the more you’re convinced that your company 
should change its strategy so it doesn’t rely on profi ts from these 
warranties so much. In addition to off ering questionable value to 
the consumer, the warranties risk creating a consumer backlash 
that could lead to lower sales of all your products. You would 
prefer to voice your concerns to your boss in person, but both 
of you are traveling on hectic schedules for the next week. You’ll 
have to write an email instead. Draft  a brief message, explaining 
why you think the sales training specifi cally and the warranties in 
general are both bad ideas.  

  MICROBLOGGING SKILLS 

  6. Message Strategies: Making Routine Negative Announce-

ments  [LO-5]    JetBlue was one of the fi rst companies to in-
corporate the Twitter microblogging service into its customer 
communications, and thousands of fl iers and fans now follow 
the airline’s Twittering staff  members. Messages include an-
nouncements about fare sales (such as limited-time auctions on 
eBay or special on-site sales at shopping malls), celebrations of 
company milestones (such as the opening of the carrier’s new 
terminal at New York’s JFK airport), schedule updates, and even 
personalized responses to people who Twitter with questions or 
complaints about the company.  31     
  Your task:   Write a Tweet alerting JetBlue customers to the pos-
sibility that Hurricane Isaac might disrupt fl ight schedules from 
August 13 through August 15. Tell them that decisions about 
delays and cancellations will be made on a city-by-city basis and 
will be announced on Twitter and the company’s website. Th e 
URL will take 20 characters, so you have 120 characters (includ-
ing spaces) for your message.  

  EMAIL SKILLS 

  7. Message Strategies: Rejecting Suggestions and Propos-

als  [LO-5]    Lee Valley Tools ( www.leevalley.com ) sells high-
quality woodworking tools across Canada through its retail stores 
and around the world through its website and catalogs. While 
weekend hobbyists can pick up a mass-produced hand plane (a 
tool for smoothing wood) for $20 or $30 at the local hardware 

store, serious woodworkers pay fi ve or ten times that much for 
one of Lee Valley’s precision Veritas planes. For the price, they get 
top-quality materials, precision manufacturing, and innovative 
designs that help them do better work in less time. 

 Lee Valley sells both its own Veritas brand tools as well as 
5,000 tools made by other manufacturers. One of those compa-
nies has just emailed you to ask if Lee Valley would like to carry a 
new line of midrange hand planes that would cost more than the 
mass-market, hardware-store models but less than Lee Valley’s 
own Veritas models. Your job is to fi lter requests such as this, 
rejecting those that don’t meet Lee Valley’s criteria and forward-
ing those that do to the product selection committee for further 
analysis. Aft er one quick read of this incoming email message, 
you realize there is no need to send this idea to the committee. 
While these planes are certainly of decent quality, they achieve 
their lower cost through lower-quality steel that won’t hold an 
edge as long and through thinner irons (the element that holds 
the cutting edge) that will be more prone to vibrate during use 
and thus produce a rougher fi nish. Th ese planes have a market, to 
be sure, but they’re not a good fi t for Lee Valley’s top-of-the-line 
product portfolio. Moreover, the planes don’t off er any innova-
tions in terms of ease of use or any other product attribute.  32     
  Your task:   Reply to this email message, explaining that the 
planes appear to be decent tools, but they don’t fi t Lee Valley’s 
strategy of off ering only the best and most innovative tools. 
Support your decision with the three criteria described above. 
Choose the direct or indirect approach carefully, taking into 
consideration your company’s relationship with this other 
company.  

  LETTER WRITING SKILLS     PORTFOLIO BUILDER 

  8. Message Strategies: Negative Announcements on Rou-

tine Matters  [LO-5]    You’re a marketing manager for Stanton, 
one of the premier suppliers of DJ equipment (turntables, ampli-
fi ers, speakers, mixers, and related accessories). Your company’s 
latest creation, the FinalScratch system, has been fl ying off  retail-
ers’ shelves. Both professional and amateur DJs love the way that 
FinalScratch gives them the feel of working with vinyl records by 
letting them control digital music fi les from any analog turntable 
or CD player while giving them access to the endless possibilities 
of digital music technology. (For more information about the 
product, go to  www.stantondj.com .) Sales are strong everywhere 
except in Music99 stores, a retail chain in the Mid-Atlantic re-
gion. You suspect the cause: Th e owners of this chain refused to 
let their salespeople attend the free product training you off ered 
when FinalScratch was introduced, claiming their people were 
smart enough to train themselves. 

 To explore the situation, you head out from Stanton head-
quarters in Hollywood, Florida, on an undercover shopping 
mission. Aft er visiting a few Music99 locations, you’re appalled 
by what you see. Th e salespeople in these stores clearly don’t un-
derstand the FinalScratch concept, so they either give potential 
customers bad information about it or steer them to products 
from your competitors. No wonder sales are so bad at this chain.   
  Your task:   You’re tempted to pull your products out of this 
chain immediately, but you know how diffi  cult and expensive 
it is to recruit new retailers in this market. However, this situa-
tion can’t go on; you’re losing thousands of dollars of potential 

www.leevalley.com
www.stantondj.com
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business every week. Write a letter to Jackson Fletcher, the CEO 
of Music99 (14014 Preston Pike, Dover, DE 19901), express-
ing your disappointment in what you observed and explaining 
that the Music99 sales staff  will need to agree to attend product 
training or else your company’s management team will consider 
terminating the business relationship. You’ve met Mr. Fletcher in 
person once and talked to him on the phone several times, and 
you know him well enough to know that he will not be pleased 
by this ultimatum. Music99 does a good job selling other Stanton 
products—and he’ll probably be furious to learn that you were 
“spying” on his sales staff .  33    

  PODCASTING SKILLS 

  9. Message Strategies: Negative Announcements on 

Routine Matters  [LO-5]    An employee concierge seemed 
like a great idea when you added it as an employee benefi t last 
year. Th e concierge handles a wide variety of personal chores 
for employees, everything from dropping off  dry cleaning to 
ordering event tickets to sending fl owers. Employees love the 
service, and you know that the time they save can be devoted to 
work or family activities. Unfortunately, profi ts are way down, 
and concierge usage is up—up so far that you’ll need to add a 
second concierge to keep up with the demand. As painful as it 
will be for everyone, you decide that the company needs to stop 
off ering the service.   
  Your task:   Script a brief podcast, announcing the decision and 
explaining why it was necessary. Make up any details you need. 
If your instructor asks you to do so, record your podcast and 
submit the fi le.  

  LETTER WRITING SKILLS 

  10. Message Strategies: Negative Announcements on Rou-

tine Matters  [LO-5]    Your company, PolicyPlan Insurance 
Services, is a 120-employee insurance claims processor based 
in Milwaukee. PolicyPlan has engaged Midwest Sparkleen for 
interior and exterior cleaning for the past fi ve years. Midwest 
Sparkleen did exemplary work for the fi rst four years, but aft er a 
change of ownership last year, the level of service has plummeted. 
Offi  ces are no longer cleaned thoroughly, you’ve had to call the 
company at least six times to remind them to take care of spills 
and other messes that they’re supposed to address routinely, and 
they’ve left  toxic cleaning chemicals in a public hallway on several 
occasions. You have spoken with the owner about your concerns 
twice in the past three months, but his assurances that service 
would improve have not resulted in any noticeable improve-
ments. When the evening cleaning crew forgot to lock the lobby 
door last Th ursday—leaving your entire facility vulnerable to 
theft  from midnight until 8 a.m. Friday morning—you decided it 
was time for a change.   
  Your task:   Write a letter to Jason Allred, owner of Midwest Spar-
kleen, 4000 South Howell Avenue, Milwaukee, WI, 53207, telling 
him that PolicyPlan will not be renewing its annual cleaning con-
tract with Midwest Sparkleen when the current contract expires 
at the end of this month. Cite the examples identifi ed above, and 
keep the tone of your letter professional. 

  Negative Organizational News   

  SOCIAL NETWORKING SKILLS 

  11. Message Strategies: Negative Organizational Announce-

ments  [LO-6]    Caught in a perfect storm of online retailing, 
downloadable e-books, low-cost mass merchandisers, a frag-
mented audience with multiple entertainment options, and the 
worst recession in memory, the giant Borders bookstore chain 
was forced to fi le for bankruptcy protection in 2011.   
  Your task:   Download the Borders press release at  http://
real-timeupdates.com/ebc10  (click on Student Assignments, 
and then  Chapter   9   , Page 287, Case 11). Review the information, 
and then write a 100- to 150-word summary of the bankruptcy 
announcement that could be posted on the company’s Facebook 
page.  

  BLOGGING SKILLS 

  12. Message Strategies: Negative Organizational Announce-

ments  [LO-6]    XtremityPlus is known for its outlandish extreme-
sports products, and the Looney Launch is no exception. Fulfi lling 
the dream of every childhood daredevil, the Looney Launch is an 
aluminum and fi berglass contraption that quickly unfolds to cre-
ate the ultimate bicycle jump. Th e product has been selling as fast 
as you can make it, even though it comes plastered with warning 
labels proclaiming that its use is inherently dangerous. 

 As XtremityPlus’s CEO, you were nervous about introducing 
this product, and your fears were just confi rmed: You’ve been 
notifi ed of the fi rst lawsuit by a parent whose child broke several 
bones aft er crash-landing off  a Looney Launch.   
  Your task:   Write a post for your internal blog, explaining that the 
Looney Launch is being removed from the market immediately. 
Tell your employees to expect some negative reactions from en-
thusiastic customers and retailers but explain that (a) the company 
can’t aff ord the risk of additional lawsuits; and (b) even for Xtremi-
tyPlus, the Looney Launch pushes the envelope a bit too far. Th e 
product is simply too dangerous to sell in good conscience.  

  EMAIL SKILLS 

  13. Message Strategies: Negative Organizational Announce-

ments  [LO-6]    Now it’s time to follow up the internal employee 
message about the Looney Launch (see Case 12) with a message 
to the retailers that carry the product.   
  Your task:   Write an email message to retailers, explaining that the 
Looney Launch is being removed from the market and explaining 
why you’ve reached this decision. Apologize for the temporary 
disruption this will cause to their businesses but emphasize that 
it’s the right decision from both legal and social perspectives. 
Th ank them for their continuing eff orts to sell XtremityPlus prod-
ucts and assure them that your company will continue to off er 
exciting and innovative products for extreme-sports enthusiasts.  

  BLOGGING SKILLS 

  14. Message Strategies: Negative Organizational Announce-

ments  [LO-6]    As the U.S. economy continued to sag aft er 
receiving multiple blows from the housing and fi nancial sectors, 
plant closures were a common tragedy across many industries. 

http://real-timeupdates.com/ebc10
http://real-timeupdates.com/ebc10
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Shaw Industries, the world’s largest manufacturer of carpeting, 
was among those suppliers to the housing industry that suff ered 
as fewer houses were built or remodeled.   
  Your task:   Write a brief message for Shaw’s corporate blog, cov-
ering the following points: 
    ●   With more than $5 billion in annual sales, Shaw Industries is 

the world’s number one carpet manufacturer.  
   ●   Shaw’s Milledgeville, Georgia, plant makes yarn used in the 

manufacture of carpeting.  
   ●   Th e continuing struggles in the new-housing market and 

the inability of many current homeowners to aff ord remod-
eling projects have lowered demand for carpet. With less 
demand for carpet, the Milledgeville plant can no longer 
operate at a profi t.  

   ●   Shaw is forced to close the Milledgeville plant and lay off  all 
150 employees at the plant.  

   ●   Th e plant will close in three to four weeks from the current 
date.  

   ●   As openings become available in other Shaw facilities, the 
company hopes to be able to place some of the workers in 
those jobs.  

   ●   Georgia Labor Commissioner Michael Th urmond promised 
to help the aff ected employees. “Th e layoff  at Shaw Industries 
in Milledgeville will create a diffi  cult situation for the workers 
and their families, and I want them to know they’re not alone 
in dealing with this problem. Our staff  will work closely with 
the laid-off  workers, company offi  cials, and local elected offi  -
cials in determining how to best assist the aff ected employees.”  

   ●   Assistance to be provided by the State of Georgia in-
cludes career counseling, unemployment benefi ts, and job 
retraining.  34      

  EMAIL SKILLS 

  15. Message Strategies: Negative Organizational Announce-

ments  [LO-6]    People who live for an adrenaline rush can fi nd a 
way to go fast from Canada’s Bombardier Recreational Products. 
Bombardier is one of the world’s top makers of snowmobiles, per-
sonal watercraft , engines for motorboats, and all-terrain vehicles 
(ATVs)—all designed for fast fun. 

 Because it sends customers hurtling across snow, water, 
or land at high speeds, Bombardier takes safety quite seriously. 
However, problems do arise from time to time, requiring a rapid 
response with clear communication to the company’s customer 
base. Bombardier recently became aware of a potentially hazard-
ous situation with the “race-ready” version of its Can-Am DS 90 X 
ATVs. Th is model is equipped with a safety device called a tether 
engine shutoff  switch, in which a cord is connected to a special 
switch that turns off  the engine in the event of an emergency. On 
the aff ected units, pulling the cord might not shut off  the motor, 
which is particularly dangerous if the rider falls off —the ATV will 
continue on its own until the engine speed returns to idle.   
  Your task:   Write an email message that will be sent to registered 
owners of 2008 and 2009 DS 90 X ATVs that include the poten-
tially faulty switch. Analyze the situation carefully as you choose 
the direct or indirect approach for your message. Explain that the 
tether engine shutoff  switch may not deactivate the engine when 
it is pulled in an emergency situation. To prevent riders from 

relying on a safety feature that might not work properly, Bombar-
dier, in cooperation with transportation safety authorities in the 
United States and Canada, is voluntarily recalling these models 
to have the tether switch removed. Emphasize the serious nature 
of the situation by explaining that if the rider is ejected and the 
engine shutoff  switch does not work properly, the ATV will run 
away on its own, potentially resulting in signifi cant injuries or 
deaths. Owners should stop riding their vehicles immediately 
and make an appointment with an authorized dealer to have the 
switch removed. Th e service will be performed at no charge, and 
customers will receive a $50 credit voucher for future purchases 
of Bombardier accessories. Include the following contact infor-
mation:  www.can-am.brp.com  and 1-888-638-5397.  35    

  BLOGGING SKILLS      PORTFOLIO BUILDER 

  16. Message Strategies: Communicating in a Crisis  [LO-6]

   One of your company’s worst nightmares has just come true. EQ 
Industrial Services (EQIS), based in Wayne, Michigan, operates 
a number of facilities around the country that dispose of, recycle, 
and transport hazardous chemical wastes. Last night, explosions 
and fi res broke out at the company’s Apex, North Carolina, facility, 
forcing the evacuation of 17,000 local residents.   
  Your task:   It’s now Friday, the day aft er the fi re. Write a brief post 
for the company’s blog, covering the following points: 
    ●   A fi re broke out at the Apex facility at approximately 10 p.m. 

Th ursday.  
   ●   No one was in the facility at the time.  
   ●   Because of the diverse nature of the materials stored at the 

plant, the cause of the fi re is not yet known.  
   ●   Rumors that the facility stores extremely dangerous chlorine 

gas and that the fi re was spreading to other nearby busi-
nesses are not true.  

   ●   Special industrial fi refi ghters hired by EQIS have already 
brought the fi re under control.  

   ●   Residents in the immediate area were evacuated as a pre-
caution, and they should be able to return to their homes 
tomorrow, pending permission from local authorities.  

   ●   Several dozen residents were admitted to local hospitals 
with complaints of breathing problems, but most have been 
released already; about a dozen emergency responders were 
treated as well.  

   ●   At this point (Friday aft ernoon), tests conducted by the 
North Carolina State Department of Environment and Nat-
ural Resources “had not detected anything out of the ordi-
nary in the air.”   
 Conclude by thanking the local police and fi re departments 

for their assistance and directing readers to EQIS’s toll-free hot 
line for more information.  36    

  BLOGGING SKILLS 

  17. Message Strategies: Responding to Rumors and Pub-

lic Criticism  [LO-6]    Spreading  FUD —fear, uncertainty, and 
doubt—about other companies is one of the less-honorable ways 
of dealing with competition in the business world. For example, 
someone can start a “whisper campaign” in the marketplace, 
raising fears that a particular company is struggling fi nancially. 

www.can-am.brp.com
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Customers who don’t want to risk future instability in their sup-
ply chains might then shift  their purchasing away from the com-
pany, based on nothing more than the false rumor.   
  Your task:   Find the website of any company that you fi nd inter-
esting and imagine that you are the CEO and that the company 
is the subject of an online rumor about impending bankruptcy. 
Explore the website to get a basic feel for what the company does. 
Making up any information you need, write a post for the compa-
ny’s blog, explaining that the rumors of bankruptcy are false and 
that the company is on solid fi nancial ground and plans to keep 
serving the industry for many years to come. (Be sure to review 
“We’re Under Attack! Responding to Rumors and Criticism in a 
Social Media Environment” on page 272 for tips.)  

  SOCIAL NETWORKING SKILLS 

  18. Message Strategies: Responding to Rumors and Public 

Criticism  [LO-6]    Th e consumer reviews on Yelp ( www.yelp
.com ) can be a promotional boon to any local business—
provided the reviews are positive, of course. Negative reviews, 
fair or not, can aff ect a company’s reputation and drive away 
 potential customers. Fortunately for business owners, sites like 
Yelp give them the means to respond to reviews, whether they 
want to apologize for poor service, off er some form of compensa-
tion, or correct misinformation in a review.   
  Your task:   Search Yelp for a negative review (one or two stars) 
on any business in any city. Find a review that has some substance 
to it, not just a simple, angry rant. Now imagine that you are the 
owner of that business, and write a reply that could be posted via 
the “Add Owner Comment” feature. Use information you can 
fi nd on Yelp about the company and fi ll in any details by using 
your imagination. Remember that your comment will be visible 
to everyone who visits Yelp. (Be sure to review “We’re Under 
Attack! Responding to Rumors and Criticism in a Social Media 
Environment” on page 272 for tips.) 

  Negative Employment Messages   

  SOCIAL NETWORKING SKILLS      EMAIL SKILLS 

  19. Message Strategies: Refusing Requests for Recommen-

dations  [LO-7]    You’re delighted to get a message from an old 
friend and colleague, Heather Lang. You’re delighted right up to 
the moment you read her request that you write a recommen-
dation about her web design and programming skills for your 
LinkedIn profi le. You would do just about anything for Lang—
anything except recommend her web design skills. She is a master 
programmer whose technical wizardry saved more client projects 
than you can count, but when it comes to artistic design, Lang 
simply doesn’t have “it.” From gaudy color schemes to unreadable 
type treatment to confusing layouts, her design sense is as weak 
as her technical acumen is strong.   
  Your task:   First, write a brief email to Lang, explaining that 
you would be most comfortable highlighting her technical skills 
because that is where you believe her true strengths lie. Second, 
write a two-sentence recommendation that you could include 
in your LinkedIn profi le, recommending Lang’s technical skills. 
Make up or research any details you need.  

  MEMO WRITING SKILLS      PORTFOLIO BUILDER 

  20. Message Strategies: Negative Performance Reviews 

 [LO-7]    Elaine Bridgewater, the former professional golfer you 
hired to oversee your golf equipment company’s relationship with 
retailers, knows the business inside and out. As a former tour-
ing pro, she has unmatched credibility. She also has seemingly 
boundless energy, solid technical knowledge, and an engaging 
personal style. Unfortunately, she hasn’t been quite as attentive as 
she needs to be when it comes to communicating with retailers. 
You’ve been getting complaints about voice-mail messages gone 
unanswered for days, confusing emails that require two or three 
rounds of clarifi cation, and reports that are haphazardly thrown 
together. As valuable as Bridgewater’s other skills are, she’s go-
ing to cost the company sales if this goes on much longer. Th e 
retail channel is vital to your company’s survival, and she’s the 
employee most involved in this channel.   
  Your task:   Draft  a brief (one page maximum) informal perfor-
mance appraisal and improvement plan for Bridgewater. Be sure 
to compliment her on the areas in which she excels but don’t shy 
away from highlighting the areas in which she needs to improve, 
too: punctual response to customer messages; clear writing; and 
careful revision, production, and proofreading. Use what you’ve 
learned in this course so far to supply any additional advice about 
the importance of these skills.   
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  Apply the three-step writing process to persuasive 

messages  

    Describe an effective strategy for developing persuasive 

business messages, and identify the three most common 

categories of persuasive business messages  

    Describe an effective strategy for developing marketing 

and sales messages  

    Explain how to modify your approach when writing 

promotional messages for social media  

    Identify steps you can take to avoid ethical lapses 

in marketing and sales messages   

LEARNING OBJECTIVES    After studying this chapter, you will be able to 

       CafeMom uses social media to replicate the in-person experience 

of parents sharing information, advice, and emotional support.   

Source: © Vibe Images/Alamy. 

  Creating a Business by Connecting 

Mothers Everywhere 

 Few roles in life require more information and insight than 

parenting. From prenatal care to early childhood development 

to education to socialization issues, parents are in continuous 

learning mode as their children grow. Parents also need to learn 

about themselves as they grow in their roles, from balancing 

work and home life to nurturing their own relationships. At 

the same time, parenting can be one of the most isolating 

experiences for people, often making it diffi cult for them to 

acquire the information and support they need in order to 

succeed as parents. 

 Two lifelong friends, actor and activist Andrew Shue and 

entrepreneur Michael Sanchez, pondered this age-old challenge 

and saw the web as a solution. The pair co-founded CafeMom, 

an online community and information resource that helps 

mothers fi nd answers, insights, and each other. 

 Information resources and social networks abound on 

the web, and like any other web start-up, CafeMom faced the 

challenge of standing apart from the crowd and growing its 

membership large enough to create a viable business. One 

of the keys to its success is crafting clear, audience-focused 

messages that make a compelling case for joining CafeMom. 

Using straightforward statements such as “CafeMom is an 

online community where thousands of moms come together 

every day to connect with each other” and “Whatever you’re 
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  MyBcommLab        Where you see MyBcommLab in this 

chapter, go to  www.mybcommlab.com  for additional 

activities on the topic being discussed.  
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  •  Access this chapter’s 
simulation entitled Persuasive 
Messages located at 
 www.mybcommlab.com .    

        

 MyBcommLab 

     Using the Three-Step Writing Process 

for Persuasive Messages   

 Professionals such as Michael Sanchez, CEO of CafeMom (profi led in the chapter opener), 
understand that successful businesses rely on persuasive messages in both internal and 
 external communication. Whether you’re trying to convince your boss to open a new of-
fi ce in Europe or to encourage potential customers to try your products, you need to call 
on your abilities of  persuasion —the attempt to change an audience’s attitudes, beliefs, 
or actions.  2   As with every other type of business message, the three-step writing process 
 improves persuasive messages.     

  STEP 1: PLANNING A PERSUASIVE MESSAGE 

 In today’s information-saturated business environment, having a great idea or a great 
product is no longer enough. Every day, untold numbers of good ideas go unnoticed (or 
get misunderstood) and good products go unsold simply because the messages meant to 
promote them aren’t compelling enough to be heard above the competitive noise. Creating 
successful persuasive messages in these challenging situations demands careful attention 
to all four tasks in the planning step, starting with an insightful analysis of your purpose 
and your audience.   

  Analyzing the Situation 

 In defi ning your purpose, make sure you’re clear about what you really hope to achieve. 
Suppose you want to persuade company executives to support a particular research project. 
But what does “support” mean? Do you want them to pat you on the back and wish you 
well? Or do you want them to give you a staff  of fi ve researchers and a $1 million annual 
budget?   

 Th e best persuasive messages are closely connected to your audience’s desires and 
 interests (see  Figure   10.1   ).  3   Consider these important questions: Who is my audience? What 
are my audience members’ needs? What do I want them to do? How might they resist? Are 
there alternative positions I need to examine? What does the decision maker consider to 
be the most important issue? How might the organization’s culture infl uence my strategy?   

 To understand and categorize audience needs, you can refer to specifi c information, 
such as  demographics  (the age, gender, occupation, income, education, and other quan-
tifi able characteristics of the people you’re trying to persuade) and  psychographics  (per-
sonality, attitudes, lifestyle, and other psychological characteristics). When analyzing your 
audiences, take into account their cultural expectations and practices so that you don’t un-
dermine your persuasive message by using an inappropriate appeal or by organizing your 
message in a way that seems unfamiliar or uncomfortable to your readers.     

 If you aim to change someone’s attitudes, beliefs, or actions through a persuasive mes-
sage, it is vital to understand his or her  motivation —the combination of forces that drive 
people to satisfy their needs.  Table   10.1 on page 294    lists some of the needs that psycholo-
gists have identifi ed or suggested as being important in infl uencing human motivation. 
Obviously, the more closely a persuasive message aligns with a recipient’s existing moti-
vation, the more eff ective the message is likely to be. For example, if you try to persuade 
consumers to purchase a product on the basis of its fashion appeal, that message will con-
nect with consumers who are motivated by a desire to be in style, but it probably won’t 
connect with consumers driven by functional or fi nancial concerns.      

going through, chances are another mom has been there 

and can help,” the company communicates the features of its 

various online services and the benefi ts of joining. 

 The persuasive communication effort certainly seems 

to have been successful: CafeMom is now the largest social 

networking community for mothers and continues to expand 

as more mothers join in search of helpful insights and friendly 

support from their peers.  1   

  www.cafemom.com     

 Apply the three-step writing 

process to persuasive messages. 

  1 LEARNING OBJECTIVE 

 Persuasion is the attempt to 
change someone’s attitudes, 
beliefs, or actions. 

 Demographics include 
characteristics such as age, 
gender, occupation, income, 
and education. 

 Eff ective persuasive messages 
are closely aligned with audience 
motivations, those forces that 
drive people to satisfy their needs. 

 Having a great idea or a great 
product is not enough; you need 
to be able to convince others of its 
merits. 

 Psychographics include 
characteristics such as personality, 
attitudes, and lifestyle. 

www.mybcommlab.com
www.cafemom.com
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  Gathering Information 

 Once your situation analysis is complete, you need to gather 
the information necessary to create a compelling persuasive 
message. You’ll learn more about the types of information 
to include in persuasive business messages and marketing 
and sales messages later in this chapter.  Chapter   11    presents 
 advice on how to fi nd the information you need.  

  Selecting the Right Medium 

 Persuasive messages can be found in virtually every com-
munication medium, from instant messages and podcasts 
to radio advertisements and skywriting. In fact, advertising 
agencies employ media specialists whose only jobs are to analyze the media options avail-
able and select the most cost-eff ective combination for each client and each advertising 
campaign (see  Figure   10.2 on page 295   ). 

  In some situations, various members of your audience might prefer diff erent media 
for the same message. Some consumers like to do all their car shopping in person, whereas 
others do most of their car-shopping research online. Some people don’t mind promo-
tional emails for products they’re interested in; others resent every piece of commercial 
email they receive. If you can’t be sure you can reach most or all of your audience through 
a single medium, you need to use two or more, such as following up an email campaign 
with printed letters.     

   Social media (see  Chapter   7   ) provide some exciting options for persuasive messages, 
particularly marketing and sales messages. However, as “Writing Promotional Messages for 
Social Media” on page 309 explains, messages in these media require a unique approach. 

 Another important area of development is combining personal attention with techno-
logical reach and effi  ciency. For example, a customer support agent can carry on multiple 
instant messaging conversations at once, responding to one customer while other cus-
tomers are typing messages. Even perceptions of human interaction created by animated 

The main idea of “choose 
TD Ameritrade” is
echoed from the webpage 
tab, through the introductory 
text, and down to the 
specific details.

The headline and 
introductory paragraph 
address universal 
concerns among 
investors. 

These six supporting 
points—each of which 
reflects a key audience 
need—back up the 
top-level message of 
“A better way to invest.”

An endorsement from 
a well-known source 
boosts the credibility of 
the company’s 
promotional message.

Each of the six 
supporting points is 
presented at three 
levels of detail: (1) the 
short message of the 
button labels at the far 
left, (2) a short 
paragraph with a 
headline that echoes 
audience needs, and 
(3) additional pages 
(accessed via the link) 
with full details.

 Figure 10.1    Appealing to Audience Needs      

  On this expertly written and designed webpage, TD Ameritrade echoes back the concerns that individual 

investors are likely to have when selecting a stockbroker. Notice how well the writing moves the reader 

from the high-level message to six individual supporting points—each of which is a major audience need—

and then on to more detailed information. The clean, focused design is equally effective and works in close 

harmony with the text. The layout guides the reader’s eye from the upper left corner, downward to the six 

key support points, and then across to the right for additional layers of detail.   

Source: Image Courtesy TD Ameritrade IP Company, Inc.

 Persuasion skills for every business 

professional 

 Persuasion is an essential business skill, no matter what career 

path you follow. This video offers great tips for understanding, 

practicing, and applying persuasive skills. Go to  http://real-
timeupdates.com/ebc10  and click on Learn More. If you are 

using MyBcommLab, you can access Real-Time Updates within 

each chapter or under Student Study Tools. 

     REAL-TIME UPDATES 
 Learn More by Watching This Video 

 You may need to use multiple 
media to reach your entire 
audience. 

http://real-timeupdates.com/ebc10
http://real-timeupdates.com/ebc10
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avatars  such as IKEA’s “Anna” ( www.ikea.com ) can create a more sociable experience for 
shoppers, which can make websites more eff ective as a  persuasive medium.  4    

  Organizing Your Information 

 Th e most eff ective main ideas for persuasive messages have one thing in common: Th ey are 
about the receiver, not the sender. For instance, if you’re trying to convince others to join 
you in a business venture, explain how it will help them, not how it will help you. 

 Limiting your scope is vital. If you seem to be wrestling with more than one main idea, 
you haven’t zeroed in on the heart of the matter. If you try to craft  a persuasive message with-
out focusing on the one central problem or opportunity your audience truly cares about, 
chances are you won’t be able to persuade successfully.  5     

  Because the nature of persuasion is to convince people to change their attitudes, beliefs, 
or actions, most persuasive messages use the indirect approach. Th at means you’ll want 

TABLE 10.1    Human Needs That Infl uence Motivation 

 Need  Implications for Communication 

  Basic physiological requirements:  The needs for food, water, 

sleep, oxygen, etc. 

 Everyone has these needs, but the degree of attention an individual gives 

to them often depends on whether the needs are being met; for instance, 

an advertisement for sleeping pills will have greater appeal to someone 

suffering from insomnia than to someone who has no problem sleeping. 

  Safety and security:  The needs for protection from bodily 

harm, to know that loved ones are safe, and for fi nancial security, 

protection of personal identity, career security, and other 

assurances 

 These needs infl uence both consumer and business decisions in a wide 

variety of ways; for instance, advertisements for life insurance often 

encourage parents to think about the fi nancial security of their children 

and other loved ones. 

  Affi liation and belonging:  The needs for companionship, 

acceptance, love, and popularity 

 The need to feel loved, accepted, or popular drives a great deal of human 

behavior, from the desire to be attractive to potential mates to wearing the 

clothing style that a particular social group is likely to approve. 

Power and control:  The need to feel in control of situations 

or to exert authority over others 

 You can see many examples appealing to this need in advertisements: 

 Take control of your life, your fi nances, your future, your career , and so on. 

Many people who lack power want to know how to get it, and people who 

have power often want others to know they have it. 

  Achievement:  The need to feel a sense of accomplishment—

or to be admired by others for accomplishments 

 This need can involve both  knowing  (when people experience a feeling 

of accomplishment) and  showing  (when people are able to show others 

that they’ve achieved success); advertising for luxury consumer products 

frequently appeals to this need. 

  Adventure and distraction:  The need for excitement or relief 

from daily routine 

 People vary widely in their need for adventure; some crave excitement—

even danger—while others value calmness and predictability. Some needs 

for adventure and distraction are met  virtually , such as through horror 

movies, thriller novels, and violent video games. 

  Knowledge, exploration, and understanding:  The need 

to keep learning 

 For some people, learning is usually a means to an end, a way to fulfi ll 

some other need; for others, acquiring new knowledge is the goal. 

  Aesthetic appreciation:  The desire to experience beauty, order, 

and symmetry 

 Although this need may seem “noncommercial” at fi rst glance, advertisers 

appeal to it frequently, from the pleasing shape of a package to the quality 

of the gemstones in a piece of jewelry. 

  Self-actualization:  The need to “be all that one can be,” to reach 

one’s full potential as a human being 

 Psychologists Kurt Goldstein and Abraham Maslow popularized 

self-actualization as the desire to make the most of one’s potential, 

and Maslow identifi ed it as one of the higher-level needs in his classic 

hierarchy; even if people met most or all of their other needs, they would 

still feel the need to self-actualize. An often-quoted example of appealing 

to this need is the U.S. Army’s one-time advertising slogan “Be all you 

can be.” 

  Helping others:  The need to believe that one is making 

a difference in the lives of other people 

 This need is the central motivation in fundraising messages and other 

appeals to charity. 

Sources: Adapted from Saundra K. Ciccarelli and Glenn E. Meyer, Psychology (Upper Saddle River, N.J.: Prentice Hall, 2006), 336–346; Courtland L. Bovée and John 

V. Thill, Business in Action, 5th ed. (Upper Saddle River, N.J.: Prentice Hall, 2011), 213–217; Abraham H. Maslow, “A Theory of Human Motivation,” Psychological Review 

50 (1943): 370–396.

 Limit your scope to include only 
the information needed to help 
your audience take the next 
step toward making a favorable 
decision. 

www.ikea.com
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Search-related
advertising features
also appear in other
tools, depending on
the particular search
engine.

Advertisers pay to have
their ads displayed here
in the “Sponsored sites”
sections, based on the
keywords entered.

These are the organic
(unpaid) search results;
their appearance and
ranking in this list is based
on the search engine’s
algorithm for identifying
the highest-quality websites
that are most relevant to
the keywords entered.

 Figure 10.2   Media Choices: Search Engine Marketing      

  Search engines now play a central role in online promotion, both as search tools and as an advertising 

medium themselves. See “Please Find Us: Building an Audience Through Search Engine Optimization” 

on page 296 for more information.   

Source: Courtesy of Microsoft.

to explain your reasons and build interest before asking for a decision or for action—or 
 perhaps even before revealing your purpose. In contrast, when you have a close relationship 
with your audience and the message is welcome or at least neutral, the direct approach can 
be eff ective.   

  For persuasive business messages, the choice between the direct and indirect  approaches 
is also infl uenced by the extent of your authority, expertise, or power in an organization. For 
instance, if you are a highly regarded technical expert with years of experience, you might 
use the direct approach in a message to top executives. In contrast, if you aren’t well known 
and therefore need to rely more on the strength of your message than the power of your 
reputation, the indirect approach will probably be more successful.      

  STEP 2: WRITING A PERSUASIVE MESSAGE 

 Encourage a positive response to your persuasive messages by (1) using positive and  polite 
language, (2) understanding and respecting cultural diff erences, (3) being sensitive to 
 organizational cultures, and (4) taking steps to establish your credibility.   

  Positive language usually happens naturally with persuasive messages because you’re 
promoting an idea or a product you believe in. However, take care not to inadvertently 
insult your readers by implying that they’ve made poor choices in the past. 

 Be sure to understand cultural expectations as well. For example, a message that seems 
forthright and direct in a low-context culture might seem brash and intrusive in a high-
context culture.   

  Just as social culture aff ects the success of a persuasive message, so too does the culture 
within various organizations. Some organizations handle disagreement and confl ict in an 
indirect, behind-the-scenes way, whereas others accept and even encourage open discus-
sion and sharing of diff ering viewpoints. 

 Finally, when you are trying to persuade a skeptical or hostile audience, credibility 
is  essential. You must convince people that you know what you’re talking about and that 
you’re not trying to mislead them. Use these techniques:     

      ●   Use simple language to avoid suspicions of fantastic claims and emotional manipulation.  
   ●   Provide objective evidence for the claims and promises you make.  
   ●   Identify your sources, especially if your audience already respects those sources.  

 Use the direct approach if your 
audience is ready to hear your 
proposal. 

 For persuasive business messages, 
the choice of approach is 
infl uenced by your position (or 
authority within the organization) 
relative to your audience’s. 

 Make sure your persuasive 
messages consider the culture 
of your audience. 

 Audiences oft en respond 
unfavorably to over-the-top 
language, so keep your writing 
simple and straightforward. 
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   ●   Establish common ground by emphasizing beliefs, attitudes, and background experi-
ences you have in common with the audience.  

   ●   Be objective and present fair and logical arguments.  
   ●   Display your willingness to keep your audience’s best interests at heart.  
   ●   Persuade with logic, evidence, and compelling narratives, rather than trying to coerce 

with high-pressure, “hard sell” tactics.  
   ●   Whenever possible, try to build your credibility before you present a major proposal or 

ask for a major decision. Th at way, audiences don’t have to evaluate both you and your 
message at the same time.  6      

 BUSINESS 
COMMUNICATION 

2.0 

 Have you ever wondered why certain websites and blogs ap-
pear at the top of the list when you use an online search engine? 
Or why a site you might expect to fi nd doesn’t show up at all? 
Such questions are at the heart of one of the most important 
activities in online communication:  search engine optimization  
(SEO). (SEO applies to the  natural  or  organic  search results, 
not the sponsored, paid results you see above, beside, or below 
the main search results listing.) 

 SEO involves three major parties: web users, website own-
ers, and search engine developers such as Google, Yahoo!, and 
Microsoft . Most web users rely heavily on search engines to 
fi nd relevant websites for shopping, research, and other online 
tasks. Website owners rely heavily on search engines to steer 
potential customers and other valuable visitors their way. To 
bring these two parties together while building lots of web traf-
fi c and advertising opportunities for themselves, search engine 
developers constantly fi ne-tune their engines to produce rel-
evant, helpful search results. 

 And that’s where things get interesting. Using sophisticated—
and secret—algorithms, search engines rank search results by 
relevance to the user’s input terms, starting with the most relevant 
results at the top of the list. Web users typically choose sites that 
show up in the fi rst few pages of search results, so site owners 
naturally want to be ranked as high as possible. 

 Given the secrecy and the high stakes, the online search 
business has become something of a cat-and-mouse game in 
which website owners try to fi gure out what they can do to 
improve their rankings, while search engine developers work 
to improve the quality of results—partly by blocking website 
owners’ attempts to “game” the system. For instance, in the 
early days of online searches, some website owners would em-
bed dozens of popular search terms in their websites, even if 
those terms had nothing to do with their site content. Search 
engine developers responded with ways to detect such tactics 
and penalize sites that use them by either lowering the sites’ 
rankings in the search results or leaving them out entirely. 

 SEO has become a complex topic as search engines and 
the web itself have continued to evolve and as motivated web-
site owners have looked for ways to boost their rankings. For 
instance, Google now evaluates more than 100 factors to de-
termine search rankings. Without becoming an expert in SEO, 
however, you can work toward improving rankings for your 

website by focusing on four important areas. First, off er fresh, 
high-quality, audience-oriented content. Content that doesn’t 
appeal to people won’t appeal to search engines, either. Second, 
use relevant keywords judiciously, particularly in important 
areas such as the page title that displays at the top of the browser 
screen. Th ird, don’t try to trick search engines with keyword 
stuffi  ng, sneaky link redirects, or any other shady schemes. 
Fourth, encourage links to your site from other high-quality sites 
with relevant content. According to SEO experts who analyze 
search results, these links from other sites are crucial because 
they tell the search engines that other people fi nd your content 
interesting and useful. Not surprisingly, given the importance of 
links from other sites, the content sharing encouraged by social 
media has had a huge impact on SEO in recent years. 

 You can learn more from Google’s Webmaster Guidelines 
at  www.google.com/support/webmasters  and from Copy-
blogger at  www.copyblogger.com/seo-copywriting . 

  CAREER APPLICATIONS 
   1.    Locate a website for any company that sells products to 

consumers and write a new title for the site’s homepage (the 
title that appears at the top of a web browser). Make the title 
short enough to read quickly while still summarizing what 
the company off ers. Be sure to use one or more keywords 
that online shoppers would likely use when searching for 
the types of products the company sells.   

   2.    Identify three high-quality websites that would be good 
ones to link to the site you chose in Question 1. For instance, 
if you chose a website that sells automotive parts and sup-
plies, one of the three linking sites could be a popular blog 
that deals with automotive repair. Or if the site you chose 
sells golf equipment, you might fi nd a sports website that 
covers the professional golf tours or one that provides in-
formation about golf courses around the world.    

 Sources: Adapted from “Webmaster Guidelines,” Google,  www.google.com ; 

Brian Clark, “How to Create Compelling Content that Ranks Well in Search 

Engines,” Copyblogger, May 2010,  www.copyblogger.com ; P.J. Fusco, “How 

Web 2.0 Affects SEO Strategy,” ClickZ, 23 May 2007,  www.clickz.com ; “Law 

Firm Marketing Now Dependent on Search Engine Optimization,”  Law Offi ce 

Management & Administration Report , June 2006, 1, 10–12;  Pandia Search 

Engine Marketing 101 , Pandia website,  www.pandia.com ; Mike Grehan, “Does 

Textbook SEO Really Work Anymore?” 17 April 2006, Clickz,  www.clickz.com ; 

Shari Thurow, “Web Positioning Metrics and SEO,”  Clickz.com , 24 October 

2005,  www.clickz.com . 

 Please Find Us: Building an Audience 
Through Search Engine Optimization 

 Audiences resist the high-pressure 
tactics of the “hard sell” and tend 
to distrust communicators who 
take this approach. 

www.google.com/support/webmasters
www.copyblogger.com/seo-copywriting
www.google.com
www.copyblogger.com
www.clickz.com
www.pandia.com
www.clickz.com
www.clickz.com
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  STEP 3: COMPLETING A PERSUASIVE MESSAGE 

 Th e pros know from experience that details can make or break a persuasive message, so 
they’re careful not to skimp on this part of the writing process. For instance, advertisers may 
have a dozen or more people review a message before it’s released to the public. 

 When you evaluate your content, try to judge your argument objectively and not 
overestimate your credibility. If possible, ask an experienced colleague who knows your 
audience well to review your draft . Make sure your design elements complement, rather 
than detract from, your persuasive argument. In addition, meticulous proofreading will 
help you identify any mechanical or spelling errors that would weaken your persuasive 
potential. Finally, make sure your distribution methods fi t your audience’s expectations 
and preferences. 

 With the three-step model in mind, you’re ready to begin composing persuasive mes-
sages, starting with  persuasive business messages  (those that try to convince audiences to 
approve new projects, enter into business partnerships, and so on), followed by  marketing 
and sales messages  (those that try to convince audiences to consider and then purchase 
products and services).   

  Developing Persuasive Business Messages 

 Persuasive business messages comprise a broad and diverse category, with audiences 
that range from a single person in your own department to government agencies, inves-
tors, business partners, community leaders, and other external groups. Your success as 
a businessperson is closely tied to your ability to convince others to accept new ideas, 
change old habits, or act on your recommendations. As you move into positions of 
greater responsibility in your career, your persuasive messages could start to infl uence 
multimillion-dollar investments and the careers of hundreds or thousands of employees. 
Obviously, you need to match the increase in your persuasive skills with the care and 
thoroughness of your analysis and planning so that the ideas you convince others to adopt 
are sound.     

  STRATEGIES FOR PERSUASIVE BUSINESS MESSAGES 

 Even if you have the power to compel others to do what you want them to do, persuad-
ing them is more eff ective than forcing them. People who are forced into accepting a 
decision or plan are less motivated to support it and more likely to react negatively than 
if they’re persuaded.  7   Within the context of the three-step process, eff ective persuasion 
involves four essential strategies: framing your arguments, balancing emotional and logi-
cal  appeals,  reinforcing your position, and anticipating objections. (Note that all these 
concepts in this section apply as well to marketing and sales messages, covered later in 
the chapter.) 

  Framing Your Arguments 

 As noted earlier, most persuasive messages use the indirect approach. Experts in persuasive 
communication have developed a number of indirect models for such messages. One of the 
best known is the  AIDA model , which organizes messages into four phases:         

 ● Attention.     Your fi rst objective is to engage your readers or listeners in a way that 
encourages them to want to hear about your main idea. Write a brief and compelling 
sentence, without making extravagant claims or irrelevant points. Look for some com-
mon ground on which to build your case (see  Figure   10.3  on the next page  ). And while 
you want to be positive and confi dent, make sure you don’t start out with a  hard sell —a 
pushy, aggressive opening. Doing so oft en puts audiences on guard and on the defensive.  

 ● Interest.     Emphasize the relevance of your message to your audience. Continuing the 
theme you started with, paint a more detailed picture of the problem you propose to 
solve with the solution you’re off ering (whether it’s a new idea, a new process, a new 
product, or whatever).  

 Describe an effective strategy for 

developing persuasive business 

messages, and identify the three 

most common categories of 

persuasive business messages. 

  2 LEARNING OBJECTIVE 

 No matter where your career 
leads, your success will depend 
on your ability to craft  eff ective 
persuasive messages. 

 Using the AIDA model is an 
eff ective way to organize most 
persuasive messages: 
   •   Attention  
  •   Interest  
  •   Desire  
  •   Action   
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A

I

D

A

Plan Write Complete1 2 3

Analyze the Situation
Verify that the purpose is to 
solve an ongoing problem, so 
the audience will be receptive.

Gather Information
Determine audience needs and
obtain the necessary information 
on recycling problem areas.

Select the Right Medium
Verify that an email message 
is appropriate for this
communication.

Organize the Information
Limit the scope to the main 
idea, which is to propose a 
recycling solution; use the 
indirect approach to lay out 
the extent of the problem.

Adapt to Your Audience
Adjust the level of formality 
based on the degree of
familiarity with the audience;
maintain a positive relationship 
by using the “you” attitude,
politeness, positive emphasis,
and bias-free language.

Compose the Message
Use a conversational but
professional style and keep 
the message brief, clear, and 
as helpful as possible.

Revise the Message
Evaluate content and review
readability to make sure the
information is clear and complete
without being overwhelming.

Produce the Message
Emphasize a clean, professional
appearance.

Proofread the Message
Review for errors in layout,
spelling, and mechanics.

Distribute the Message
Verify that the right file is
attached and then deliver the
message.

The opening catches 
the reader’s 
attention with a blunt 
statement of a major 
problem.

The concisely 
presented list Increases 
the recipient’s desire or 
willingness to take 
action by outlining a 
solution.

The close motivates the 
reader one last time 
with a specific 
cost-savings figure, 
then requests a specific 
action.

The second paragraph 
builds interest in a 
potential solution to the 
problem by emphasizing 
how bad the problem is 
and highlighting an 
associated problem.

 Figure 10.3   Persuasive Message Using the AIDA Model      

  Randy Thumwolt uses the AIDA model in a message about a program that would 

reduce Host Marriott’s annual plastics costs and address consumer complaints 

about the company’s recycling record. Note how Thumwolt “sells the problem” 

before attempting to sell the solution. Few people are interested in hearing about 

solutions to problems they don’t know about or don’t believe exist.   

 Apply  Figure   10.3   ’s key concepts by revising a new 
document. Go to  Chapter   10    in  www.mybcommlab.com  
and select Document Makeovers. 

 MyBcommLab 

www.mybcommlab.com
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   ●   Desire.     Help audience members embrace your idea by explaining how the change 
will benefi t them, either personally or professionally. Reduce resistance by identify-
ing and answering in advance any questions the audience might have. If your idea 
is complex, you might need to explain how you would implement it. Back up your 
claims in order to increase audience willingness to take the action you suggest in the 
next section.  

   ●   Action.     Suggest the action you want readers to take and phrase it in a way that empha-
sizes the benefi ts to them or to the organization they represent. Make the action as easy 
as possible to take, including off ering to assist, if appropriate. Be sure to provide all the 
information the audience needs to take the action, including deadlines and contact 
details.   

 Th e AIDA model is tailor-made for using the indirect approach, allowing you to save 
your main idea for the action phase. However, you can also use AIDA for the direct ap-
proach, in which case you use your main idea as an attention-getter, build interest with your 
argument, create desire with your evidence, and reemphasize your main idea in the action 
phase with the specifi c action you want your audience to take.   

  When your AIDA message uses the indirect approach and is delivered by memo or 
email, keep in mind that your subject line usually catches your reader’s eye fi rst. Your 
challenge is to make it interesting and relevant enough to capture reader attention without 
revealing your main idea. If you put your request in the subject line, you might just get a 
quick no before you’ve had a chance to present your arguments: 

 Th e AIDA model and similar 
plans are ideal for the indirect 
approach. 

 Instead of This  Write This 

 Request for development budget to add 
automated IM response system 

 Reducing the cost of customer support 
inquiries 

 With either the direct or indirect approach, AIDA and similar models do have limita-
tions. First, AIDA is a unidirectional method that essentially talks  at  audiences, not  with  them. 
Second, AIDA is built around a single event, such as asking an audience for a decision, rather 
than on building a mutually benefi cial, long-term relationship.  8   AIDA is still a valuable tool 
for the right purposes, but as you’ll read later in the chapter, a conversational approach is 
more compatible with today’s social media.     

  Balancing Emotional and Logical Appeals 

 Imagine you’re sitting at a control panel with one knob labeled “logic” and another labeled 
“emotion.” As you prepare your persuasive message, you carefully adjust each knob, tuning 
the message for maximum impact. Too little emotion, and your audience might not care 
enough to respond. Too much emotion, and your audience might think you are ignoring 
tough business questions or even being irrational. 

 Generally speaking, persuasive business messages rely more heavily on logical appeals 
than on emotional appeals because the main idea is usually to save money, increase quality, or 
improve some other practical, measurable aspect of business. To fi nd the optimum balance, 
consider four factors: (1) the actions you hope to motivate, (2) your readers’ expectations, 
(3) the degree of resistance you need to overcome, and (4) how 
far you feel empowered to go in order to sell your point of view.  9   

  Emotional Appeals     As its name implies, an  emotional 
 appeal  calls on audience feelings and sympathies rather than 
facts, fi gures, and rational arguments. For instance, you can 
make use of the emotions surrounding certain words. Th e 
word  freedom  evokes strong feelings, as do words such as  suc-
cess ,  prestige ,  compassion ,  security , and  comfort . Such words 
can help put your audience members in a positive frame of 
mind and help them accept your message. However, emo-
tional appeals in business messages aren’t usually eff ective by 

 Th e AIDA approach has 
limitations: 
   •   It essentially talks  at  audiences, 

not  with  them  
  •   It focuses on one-time events, 

not long-term relationships   

 Emotional appeals attempt to 
connect with the reader’s feelings 
or sympathies. 

 Choose the most effective emotional appeal 

 Understand the different types of emotional appeals and select the 

most effective appeal for any marketing or sales message. Go to 

 http://real-timeupdates.com/ebc10  and click on Learn More. If 

you are using MyBcommLab, you can access Real-Time Updates 

within each chapter or under Student Study Tools. 

 REAL-TIME UPDATES     
 Learn More by Watching This 
PowerPoint Presentation 

http://real-timeupdates.com/ebc10
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themselves because the audience wants proof that you can solve a business problem. Even 
if your audience members reach a conclusion based primarily on emotions, they’ll look to 
you to provide logical support as well.        

  Logical Appeals     A  logical appeal  calls on reasoning and evidence. Th e basic approach 
with a logical appeal is to make a claim based on a rational argument, supported by solid 
 evidence. When appealing to your audience’s logic, you might use three types of reasoning:   

     ●   Analogy.     With analogy, you reason from specifi c evidence to specifi c evidence, in 
eff ect “borrowing” from something familiar to explain something unfamiliar. For 
instance, to convince management to add chat room capability to the company’s 
groupware system, you could explain that it is like a neighborhood community center, 
only online.  

   ●   Induction.     With inductive reasoning, you work from specifi c evidence to a general 
conclusion. To convince your team to change to a new manufacturing process, for 
example, you could point out that every company that has adopted it has increased 
profi ts, so it must be a smart idea.  

   ●   Deduction.     With deductive reasoning, you work from a generalization to a specifi c 
conclusion. To persuade your boss to hire additional customer support staff , you might 
point to industry surveys that show how crucial customer satisfaction is to corporate 
profi ts.   

 Every method of reasoning is vulnerable to misuse, both intentional and unintentional, 
so verify your rational arguments carefully. For example, in the case of the manufactur-
ing process, are there any other factors that aff ect the integrity of your reasoning? What 
if that process works well only for small companies with few products, and your fi rm is a 
multinational behemoth with 10,000 products? To guard against faulty logic, follow these 
guidelines:  10       

      ●   Avoid hasty generalizations.     Make sure you have plenty of evidence before drawing 
conclusions.  

   ●   Avoid circular reasoning.      Circular reasoning  is a logical fallacy in which you try to 
support your claim by restating it in diff erent words. Th e statement “We know tem-
porary workers cannot handle this task because temps are unqualifi ed for it” doesn’t 
prove anything because the claim and the supporting evidence are essentially identical. 
It doesn’t prove  why  the temps are unqualifi ed.  

   ●   Avoid attacking an opponent.     If your persuasive appeal involves countering a com-
petitive appeal made by someone else, make sure you attack the argument your oppo-
nent is making, not his or her character or qualifi cations.  

   ●   Avoid oversimplifying a complex issue.     Make sure you present all the factors and 
don’t reduce a wide range of choices to a simple “either/or” scenario if that isn’t the case.  

   ●   Avoid mistaken assumptions of cause and eff ect.     If you can’t isolate the impact of a 
specifi c factor, you can’t assume it’s the cause of whatever eff ect you’re discussing. Th e 
weather improves in spring, and people start playing baseball in spring. Does good 
weather cause baseball? No. Th ere is a  correlation  between the two—meaning the data 
associated with them tend to rise and fall at the same time, but there is no  causation —
no proof that one causes the other. Th e complexity of many business situations makes 
cause and eff ect a particular challenge. You lowered prices, and sales went up. Were 
lower prices the cause of the increased sales? Perhaps, but the increase in sales might 
have been caused by a better advertising campaign, a competitor’s delivery problems, 
or some other factor.  

   ●   Avoid faulty analogies.     Be sure that the two objects or situations being compared are 
similar enough for the analogy to hold. For instance, explaining that an Internet fi re-
wall is like a prison wall is a poor analogy, because a fi rewall keeps things out, whereas 
a prison wall keeps things in.  

   ●   Avoid illogical support.     Make sure the connection between your claim and your sup-
port is truly logical and not based on a leap of faith, a missing premise, or irrelevant 
evidence.     

 Logical appeals are based on 
the reader’s notions of reason; 
these appeals can use analogy, 
induction, or deduction. 

 Logical fl aws include hasty 
generalizations, circular 
reasoning, attacks on opponents, 
oversimplifi cations, false 
assumptions of cause and eff ect, 
faulty analogies, and illogical 
support. 
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 Choose your words carefully 
and use abstractions to enhance 
emotional content. 

 Even powerful persuasive 
messages can encounter resistance 
from the audience. 

 Present all sides of an issue when 
you expect to encounter strong 
resistance. 

  Reinforcing Your Position 

 Aft er you’ve worked out the basic elements of your  argument, 
step back and look for ways to bolster the strength of your 
 position. Are all your claims supported by believable evi-
dence? Would a quotation from a recognized expert help 
make your case?   

  Next, examine your language. Can you fi nd more pow-
erful words to convey your message? For example, if your 
company is in serious fi nancial trouble, talking about  fi ght-
ing for survival  is a more powerful emotional appeal than talking about  ensuring  continued 
operations . As with any other powerful tool, though, use vivid language and abstractions 
carefully and honestly. 

 In addition to examining individual word choices, consider using metaphors and 
other fi gures of speech. If you want to describe a quality-control system as being designed 
to detect every possible product fl aw, you might call it a “spider web” to imply that it 
catches everything that comes its way. Similarly, anecdotes (brief stories) can help your 
audience grasp the meaning and importance of your arguments. Instead of just listing 
the number of times the old laptop computers in your department have failed, you could 
describe how you lost a sale when your computer broke down during a critical sales 
presentation. 

 Beyond specifi c words and phrases, look for other factors that can reinforce your posi-
tion. When you’re asking for something, your audience members will fi nd it easier to grant 
your request if they stand to benefi t from it as well.  

  Anticipating Objections 

 Even the most compelling ideas and proposals can be expected to encounter some initial 
resistance. Th e best way to deal with audience resistance is to anticipate as many objections 
as you can and address them in your message before your audience can even bring them 
up. For instance, if you know that your proposal to switch to lower-cost materials will raise 
concerns about product quality, address this issue head-on in your message. If you wait un-
til people raise the concern aft er reading your message, they may gravitate toward another 
fi rm before you have a chance to address their concerns. By bringing up such potential 
problems right away, you also demonstrate a broad appreciation of the  issue and imply 
confi dence in your message.  11   Th is anticipation is particularly important in written mes-
sages, when you don’t have the opportunity to detect and respond to objections on the spot.   

  To uncover potential audience objections, try to poke holes in your own theories and 
ideas before your audience does. Th en fi nd solutions to the problems you’ve uncovered. 
If possible, ask your audience members for their thoughts on the subject before you put 
together your argument; people are more likely to support solutions they help create. 

 Keep three things in mind when anticipating objections. First, you don’t always have 
to explicitly discuss a potential objection. You could simply mention that the lower-cost 
materials have been tested and approved by the quality-control department. Second, if you 
expect a hostile audience, one biased against your plan from the beginning, present all sides 
of the story. As you cover each option, explain the pros and cons. You’ll gain additional 
credibility if you present these options before presenting your recommendation or deci-
sion.  12   Th ird, successful persuasion is oft en a process of give-and-take, particularly in the 
case of persuasive business messages, where you don’t always get everything you asked for 
in terms of budgets, investments, and other commitments. Be open to compromise.   

  To review the steps involved in developing persuasive messages, refer to “Checklist: 
Developing Persuasive Messages.”      

  COMMON EXAMPLES OF PERSUASIVE BUSINESS MESSAGES 

 Th roughout your career, you’ll have numerous opportunities to write persuasive messages 
within your organization, such as reports suggesting more effi  cient operating procedures 
or memos requesting money for new equipment. Similarly, you may produce a variety of 
persuasive messages for people outside the organization, such as websites shaping public 

 Make sure your logic stands on solid ground 

 Get sound advice on using logical appeals correctly and effectively. 

Go to  http://real-timeupdates.com/ebc10  and click on Learn 

More. If you are using MyBcommLab, you can access Real-Time 

Updates within each chapter or under Student Study Tools. 

     REAL-TIME UPDATES 
 Learn More by Reading This Article 

http://real-timeupdates.com/ebc10
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 If a routine claim or request did 
not meet your needs, you may need 
to craft  a more persuasive message 
to explain why you deserve a more 
satisfactory response. 

opinions or letters requesting adjustments that go beyond a supplier’s contractual obli-
gations. In addition, some of the routine requests you studied in  Chapter   8    can become 
persuasive messages if you want a nonroutine result or believe that you haven’t received 
fair treatment. Most of these messages can be divided into persuasive requests for action, 
persuasive presentations of ideas, and persuasive claims and requests for adjustment. 

  Persuasive Requests for Action 

 Th e bulk of your persuasive business messages will involve requests for action. In some 
cases, your request will be anticipated or will require minimal eff ort on the recipient’s part, 
so the direct approach is fi ne. In others, you’ll need to introduce your intention indirectly. 
Open with an attention-getting device and show readers that you know something about 
their concerns, such as maintaining customer satisfaction. Use the interest and desire 
 sections of your message to demonstrate that you have good reasons for making such a 
request and to cover what you know about the situation: the facts and fi gures, the benefi ts 
of helping, and any history or experience that will enhance your appeal. Your goals are 
(1) to gain credibility and (2) to make your readers believe that helping you will indeed help 
solve a signifi cant problem. When you’ve demonstrated that your message is relevant to 
your readers, you can close with a request for some specifi c action or decision.     

  Persuasive Presentations of Ideas 

 You may encounter situations in which you simply want to change attitudes or beliefs about 
a particular topic, without asking the audience to decide or do anything—at least not yet. 
Th e goal of your fi rst message might be nothing more than convincing your audience to 
reexamine long-held opinions or admit the possibility of new ways of thinking.   

  For instance, the World Wide Web Consortium (a global association that defi nes many 
of the guidelines and technologies behind the World Wide Web) has launched a campaign 
called the Web Accessibility Initiative. Although the consortium’s ultimate goal is making 
websites more accessible to people who have disabilities or age-related limitations, a key 
interim goal is simply making website developers more aware of the need. As part of this ef-
fort, the consortium has developed a variety of presentations and documents that highlight 
the problems many web visitors face.  13       

  Persuasive Claims and Requests for Adjustments 

 Most claims and requests for adjustment are  routine  messages and use the direct approach 
discussed in   Chapter   8   . However, consumers and professionals sometimes  encounter 

 Most persuasive business messages 
involve a request for action. 

 Sometimes the objective of 
persuasive messages is simply 
to encourage people to consider 
a new idea. 

   A.    Get your reader’s attention.  
   ●   Open with an audience benefi t, a stimulating question, 

a problem, or an unexpected statement.  
  ●   Establish common ground by mentioning a point on 

which you and your audience agree.  
  ●   Show that you understand the audience’s concerns.    

  B.    Build your reader’s interest.  
   ●   Expand and support your opening claim or promise.  
  ●   Emphasize the relevance of your message to your 

audience.    
  C.    Increase your reader’s desire.  

   ●   Make audience members want to change by explaining 
how the change will benefi t them.  

  ●   Back up your claims with relevant evidence.    
  D.    Motivate your reader to take action.  

   ●   Suggest the action you want readers to take.  
  ●   Stress the positive results of the action.  
  ●   Make the desired action clear and easy.    

  E.    Balance emotional and logical appeals.  
   ●   Use emotional appeals to help the audience accept your 

message.  
  ●   Use logical appeals when presenting facts and evidence 

for complex ideas or recommendations.  
  ●   Avoid faulty logic.    

  F.    Reinforce your position.  
   ●   Provide additional evidence of the benefi ts of your 

proposal and your own credibility in off ering it.  
  ●   Use abstractions, metaphors, and other fi gures of speech 

to bring facts and fi gures to life.    
  G.    Anticipate objections.  

   ●   Anticipate and answer potential objections.  
  ●   Present the pros and cons of all options if you anticipate 

a hostile reaction.     

 ✓Checklist   Developing Persuasive Messages 
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situations in which they believe they haven’t 
received a fair deal by following normal proce-
dures. Th ese situations require a more persua-
sive message.   

  Th e key ingredients of a good persuasive 
claim are a complete and specifi c review of the 
facts and a confi dent and positive tone. Keep 
in mind that you have the right to be satis-
fi ed with every transaction. Begin  persuasive 
claims by outlining the problem and continue 
by  reviewing what has been done about it so far, 
if anything. Th e recipient might be juggling nu-
merous claims and other demands on his or her 
attention, so be clear, calm, and complete when 
presenting your case. Be specifi c about how you 
would like to see the situation resolved. 

 Next, give your reader a good reason for 
granting your claim. Show how the individual 
or organization is  responsible for the problem 
and appeal to your reader’s sense of fair play, 
goodwill, or moral responsibility.  Explain how 
you feel about the problem but don’t get car-
ried away, don’t complain too much, and don’t 
make threats. People generally respond most  favorably to requests that are both calm and 
reasonable. Close on a positive note that refl ects how a successful resolution of the  situation 
will repair or maintain a mutually  benefi cial working relationship.    

  Developing Marketing and Sales Messages 

 Marketing and sales messages use the same basic techniques as other persuasive messages, 
with the added emphasis of encouraging someone to participate in a commercial transac-
tion. Although the terms  marketing message  and  sales message  are oft en used interchange-
ably, they are slightly diff erent:  Marketing messages  usher potential buyers through the 
purchasing process without asking them to make an immediate decision (see  Figure   10.4    
on the next page).  Sales messages  take over at that point, encouraging potential buyers 
to make a purchase decision then and there. Marketing messages focus on such tasks as 
introducing new brands to the public, providing competitive comparisons, encouraging 
customers to visit websites for more information, and reminding buyers that a particular 
product or service is available. In contrast, a sales message makes a specifi c request for 
people to place an order for a particular product or service. (Th e text of marketing and sales 
messages is usually referred to as “copy,” by the way.)     

     Most marketing and sales messages, particularly in larger companies, are created and 
delivered by professionals with specifi c training in marketing, advertising, sales, or public 
relations. However, as a manager, you may be called on to review the work of these special-
ists or even to write such messages in smaller companies, and having a good understanding 
of how these messages work will help you be a more eff ective manager. Th e essential steps 
to address include assessing customer needs; analyzing your competition; determining key 
selling points and benefi ts; anticipating purchase objections; applying the AIDA model or 
a similar organizational plan; adapting your writing to social media, as needed; and main-
taining high standards of ethics, legal compliance, and etiquette. 

  ASSESSING AUDIENCE NEEDS 

 Successful marketing and sales messages start with an understanding of audience needs. 
For some products and services, this assessment is a fairly simple matter. For instance, 
customers compare only a few basic attributes when purchasing paper, including its size, 

       The ability to persuade others to accept and support your ideas is an essential career skill.   

Source: © Image Source/SuperStock. 

 Marketing and sales messages use 
many of the same techniques as 
persuasive business messages. 

 Describe an effective strategy for 

developing marketing and sales 

messages. 

  3 LEARNING OBJECTIVE 

 Understanding the purchase 
decision from the buyer’s 
perspective is a vital step in 
framing an eff ective marketing 
or sales message. 
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The page margin 
promotes a sale on 
wedding gowns but 
does so in a subtle way 
that doesn’t hinder a 
reader’s appreciation of 
the information offered 
in the article.

The list of recent posts 
helps readers find other 
marketing messages 
that may address their 
needs.

Also provided are links to
product selections
(organized by designer
name).

The site offers handy 
links to earlier and 
later blog posts, 
making it easy for 
readers to browse.

Embedded links 
provide additional 
information about 
wedding dress 
designers, content that 
many readers will find 
helpful as well.

 Figure 10.4   Marketing Versus Sales Messages      

  This article on the Bridepower blog functions as a marketing message, rather than 

a sales message. It provides information that is potentially useful for many brides 

and indirectly promotes products offered elsewhere on the website, but it doesn’t 

encourage shoppers to make a decision right away.   

Source: Used with permission of Bridepower

 Apply  Figure   10.4   ’s key concepts by revising a new 
document. Go to  Chapter   10    in  www.mybcommlab.com  
and select Document Makeovers. 

 MyBcommLab 

weight, brightness, color, and fi nish. In contrast, they might consider dozens of features 
when shopping for real estate, cars, professional services, and other complex purchases. In 
addition, customer needs oft en extend beyond the basic product or service. For  example, 
clothes do far more than simply keep you warm. What you wear can also make a statement 
about who you are, which social groups you want to be associated with (or not), and how 
you view your relationships with the people around you.   

  Begin by assessing audience needs, interests, and emotional concerns—just as you 
would for any other business message. Try to form a mental image of the typical buyer 
for the product you want to sell. Ask yourself what your audience members might want to 
know about this product. How can your product help them? Are they driven by price, or is 
quality more important to them?  

  ANALYZING YOUR COMPETITION 

 Marketing and sales messages nearly always compete with messages from other  companies 
trying to reach the same audience. When Nike plans a marketing campaign to introduce a 
new shoe model to current customers, the company knows that its audience has also been 
exposed to messages from New Balance, Reebok, and numerous other shoe  companies. In 
crowded markets, writers sometimes have to search for words and phrases that other com-
panies aren’t already using. Th ey might also want to avoid themes, writing styles, or creative 
approaches that are too similar to those of  competitors’ messages.     

 Most marketing and sales 
messages have to compete for 
the audience’s attention. 

www.mybcommlab.com
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  DETERMINING KEY SELLING POINTS AND BENEFITS 

 With some insight into audience needs and existing messages from the competition, you’re 
ready to decide which aspects of your product or service to highlight. For all but the sim-
plest products and services, you want to prioritize the items you plan to discuss. You also 
want to distinguish between the features of the product or service and the benefi ts that those 
features off er the customers. As  Table   10.2    shows,  selling points  are the most attractive 
features of a product or service, whereas  benefi ts  are the particular advantages that read-
ers will realize from those features. Put another way, selling points focus on the product or 
service, whereas benefi ts focus on the user.   

   For example, CafeMom doesn’t stress the online networking feature of its services; 
rather, it stresses the opportunity to connect with other moms who have similar concerns 
and interests—which is the benefi t enabled by the networking feature. A common approach 
to communicating features and benefi ts is to show them in a list or a table, identifying each 
feature and describing the benefi ts it off ers.  

  ANTICIPATING PURCHASE OBJECTIONS 

 As with persuasive business messages, marketing and sales messages oft en encounter objec-
tions; once again, the best way to handle them is to identify them up front and try to address 
as many as you can. Objections can include perceptions of high price, low quality, incom-
patibility, or unacceptable risk. Consumers might worry that a car won’t be safe enough 
for a family, that a jacket will make them look unattractive, or that a hair salon will botch a 
haircut. Business buyers might worry about disrupting operations or failing to realize the 
fi nancial returns on a purchase.   

  Price can be a particularly tricky issue in any message. Whether you highlight or down-
play the price of your product, prepare your readers for it. Words such as  luxurious  and 
economical  provide clues about how your price compares with that of competitors. Such 
words help your readers accept your price when you fi nally state it. 

 If price is a major selling point, give it a position of prominence, such as in the headline 
or as the last item in a paragraph. If price is not a major selling point, you can handle it in 
several ways: You can leave the price out altogether or deemphasize it by putting the fi gure 
in the middle of a paragraph that comes well aft er you’ve presented the benefi ts and selling 
points. Here’s an example:   

 Selling points focus on the 
product; benefi ts focus on the 
user. 

TABLE 10.2     Features Versus Benefi ts  

 Product or Service Feature  Customer Benefi t 

 Carrier’s Hybrid Heat dual-fuel system combines our 

Infi nity 19 fuel pump with our Infi nity 96 furnace.  14   

 Carrier’s Hybrid Heat dual-fuel system provides the 

optimum balance of comfort and energy effi ciency. 

 Our marketing communication audit accurately 

measures the impact of your advertising and public 

relations efforts. 

 Find out whether your message is reaching the 

target audience and whether you’re spending your 

marketing budget in the best possible manner. 

 The spools in our fl y-fi shing reels are machined 

from solid blocks of aircraft-grade aluminum. 

 Go fi shing with confi dence: These lightweight reels 

will stand up to the toughest conditions. 

 Anticipating objections is crucial 
to eff ective marketing and sales 
messages. 

Only 100 prints of this exclusive, limited-edition 

lithograph will be created. On June 15, they will 

be made available to the general public, but you 

can reserve one now for only $350, the special 

advance reservation price. Simply rush the 

enclosed reservation card back today so that 

your order is in before the June 15 publication 

date.

Emphasizes the rarity of the edition to 
signal value and thus prepares the reader 
for the big-ticket price that follows

Embeds the price in the middle of a 
sentence and ties it in with a reminder of 
the exclusivity of the offer
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  Whenever price is likely to cause an objection, look for ways to increase the perceived 
value of the purchase and decrease the perceived cost. For example, to help blunt the 
impact of the price of a home gym, you might say that it costs less than a year’s worth of 
health club dues—plus, customers save on transportation costs by exercising at home. Of 
course, any attempts to minimize perceptions of price or other potential negatives must 
be ethical.  

  APPLYING AIDA OR A SIMILAR MODEL 

 Most marketing and sales messages are prepared according to the AIDA model or some 
variation of it. (But compare this approach with how  conversation marketing  messages 
are prepared in “Writing Promotional Messages for Social Media” on page 309.) A typical 
AIDA-organized message begins with an attention-getting introduction, generates interest 
by describing some of the product’s or service’s unique features, increases desire by high-
lighting the benefi ts that are most appealing to the audience, and closes by suggesting the 
action the sender would like the audience members to take. 

  Getting Attention 

 You can use a wide range of techniques to attract your audience’s attention:   

     ●   Your product’s strongest feature or benefi t.     “Game on. And on. And on” (promoting 
the game-playing aspects of Apple’s iPod Touch).  15    

   ●   A piece of genuine news.     “HealthGrades Reveals America’s Best Hospitals.”  16    
   ●   A point of common ground with the audience.     “Tough on Dirt, Gentle on the Earth” 

(promoting the environmentally friendly aspects of Biokleen cleaning products).  17    
   ●   A personal appeal to the reader’s emotions or values.     “Up to 35 mpg. Unlimited Fun” 

(promoting the fuel effi  ciency and sporty driving characteristics of the Ford Focus).  18    
   ●   Th e promise of insider information.     “France may seem familiar, but nearly everything—

from paying taxes to having a baby—is done quite diff erently. Get the practical answers to 
nearly 300 questions about making a life in France.”  19    

   ●   Th e promise of savings.     “Summer Clearance: Nearly 10,000 Books, Savings up to 90%.”  20    
   ●   A sample or demonstration of the product.     “Th ese videos can provide more detail on 

Mint’s unique and award-winning approach to personal fi nancial management.”  21    
   ●   A solution to a problem.     “Fees to check a bag can add $50 to the cost of a round trip. 

So the FlightWise Carry-On Backpack is designed to fi t in all carry-on storage spaces, 
even underseat, saving you money with every fl ight.”  22     

 Of course, words aren’t the only attention-getting device at your disposal. Strong, 
evocative images are common attention-getters. With online messages, you have even more 
options, including audio, animation, and video. Even more so than in persuasive business 
messages, it’s important to carefully balance emotion and logic in marketing and sales mes-
sages (see  Figure   10.5   ).   

  Building Interest 

 Use the interest section of your message to build on the intrigue you created with your 
opening. Th is section should also off er support for any claims or promises you made in the 
opening. For instance, aft er opening with the headline, “Game on. And on. And on,” the 
Apple iPod Touch web presentation continues with the following:  23     

   Get Your Game on with Friends Across the Room or Across the Globe 

 Games for iPod Touch are made to take advantage of its built-in technologies such as 

the accelerometer, Multi-Touch, Wi-Fi, and Bluetooth wireless technology. The result 

is truly immersive gameplay—whether you’re playing alone or with others in multiplayer 

mode. And with an App Store that offers thousands of games ready to download and 

play, the fun of iPod Touch never ends.  

 You can use a variety of attention-
getting devices in marketing and 
sales messages. 

 To build interest, expand on and 
support the promises in your 
attention-getting opening. 
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 Notice how this paragraph highlights key game-related features of the iPod Touch and 
the key benefi t (“truly immersive gameplay”) that those features enable. Th e paragraph 
also addresses a potential objection that some readers might have, which is the number of 
games available for the device. At this point, anyone interested in portable gaming devices 
is probably intrigued enough to keep reading, and the website continues with deeper levels 
of information on each of the key features.  

  Increasing Desire 

 To build desire for a product, a service, or an idea, continue to expand on and explain how ac-
cepting it will benefi t the recipient. Th ink carefully about the sequence of support points and use 
plenty of subheadings, hyperlinks, and other devices to help people quickly fi nd the information 
they need. For example, aft er reading this much about the iPod touch, some users might want 
to know more about specifi c technical points such as the accelerometer, the speed and quality 
of the graphics, or soft ware apps available. Th e iPod touch product page continues with detailed 
discussions of various product features and benefi ts, and it also off ers numerous links to pages 
with other kinds of support information. Th e ability to provide fl exible access to information is 
just one of the reasons the web is such a powerful medium for marketing and sales. As the TD 
Ameritrade webpage in  Figure   10.1    shows, the ability to provide fl exible access to information 
is just one of the reasons the web is such a powerful medium for marketing and sales.   

  Th roughout the body of your message, remember to keep the focus on the audience, 
not on your company or your product. When you talk about product features, remember to 
stress the benefi ts and talk in terms that make sense to users. For instance, rather than going 
into a technical description of what an accelerometer is, the webpage off ers several examples 
of what it does, such as how in racing games it turns the iPod into a virtual  steering wheel.  23   

 As you work to build reader interest, be careful not to get so enthusiastic that you 
lose credibility. If Apple said that the video viewing experience on the iPod touch was as 

 Add details and audience benefi ts 
to increase desire for the product 
or service. 

 Avoid being so enthusiastic 
that you lose credibility. 

The red-orange color of the 
tea, enhanced with the 
glow of backlighting 
through the translucent 
liquid, speaks of warmth 
and comfort.

Complementary colors 
suggest freshness and 
elegance, adding to the 
emotional appeal.

The text uses the 
storytelling technique to 
explain the creation of 
Bigelow’s signature 
Constant Comment tea 
flavor and does so in a way 
that highlights the 
emotional appeal of 
drinking tea.

Without using any 
images of people, the 
solitary teacup (left), 
the multiple glasses of 
iced tea (center), and 
the brunch setting 
suggested by the tea 
and food (right) convey 
both the pleasures of 
a quiet time alone as 
well as the pleasures 
of sharing tea with 
friends and family.

 Figure 10.5   Emotional and Logical Appeals      

  Bigelow Tea uses an effective combination of visual and textual messages in this emotional appeal.   

Source: Used with permission of R.C. Bigelow, Inc.
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“satisfying as watching a full-size TV,” most people would scoff  at the notion of comparing 
a 3.5-inch display with a full-size television.   

  To increase desire, as well as boost your credibility, provide support for your claims. Cre-
ative writers fi nd many ways to provide support, including testimonials from satisfi ed users, 
articles written by industry experts, competitive comparisons, product samples and free dem-
onstrations, independent test results, and movies or computer animations that show a product 
in action. YouTube and other video hosting sites in particular have been a boon to marketers 
because they off er an easy, inexpensive way to demonstrate products. You can also highlight 
guarantees that demonstrate your faith in your product and your willingness to back it up.  

  Motivating Action 

 Aft er you have raised interest and built up the reader’s desire for your product or service, you’re 
ready to ask your audience to take action. Whether you want people to pick up the phone to 
place an order or visit your website to download a free demo version of your soft ware, try to 
persuade them to do it right away with an eff ective  call to action . You might off er a discount 
to the fi rst 1,000 people who order, put a deadline on the off er, or simply remind shoppers that 
the sooner they order, the sooner they’ll be able to enjoy the product’s benefi ts (see  Figure   10.6   ). 
Even potential buyers who want the product can get distracted or forget to respond, so encour-
aging immediate action is important. Make the response action as simple and as risk-free as 
possible. If the process is confusing or time-consuming, you’ll lose potential customers.        

 Aft er you’ve generated suffi  cient 
interest and desire, you’re ready 
to persuade readers to take the 
preferred action. 

The site offers to
help trainers build
their businesses.

The general public is encouraged to
sign up for regular email updates.

The primary visual 
encourages trainers 
to become ACE-
certified and to enroll 
in continuing 
education courses.

The call to action helps 
trainers find courses 
that will expand their 
knowledge and skills.

Training courses offer to 
help trainers build their 
businesses.

 Figure 10.6   The Call to Action in a Persuasive Message      

  Notice how many calls to action are built into the homepage of the American Council on Exercise’s website. 

ACE is a not-for-profi t organization committed to encouraging physical fi tness through safe and effective 

exercise. In pursuit of that goal, it offers certifi cation and training for people who want to become personal 

trainers, and it helps consumers fi nd certifi ed trainers.   

Source: Courtesy of the American Council on Exercise® (ACE®) www.acefi tness.org.

www.acefitness.org
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  Writing Promotional Messages for Social Media 

 Th e AIDA model and similar approaches have been successful with marketing and sales 
messages for decades, but communicating with customers in the social media land-
scape requires a diff erent approach. As earlier chapters emphasize, potential buyers in a 
 social media environment are no longer willing to be passive recipients in a structured, 
one-way information delivery process or to rely solely on promotional messages from 
 marketers. In addition, they tend to trust each other more than they trust advertisers 
and many  shoppers rely on social media to learn about products before making purchase 
decisions.  24       

 Th is notion of interactive participation is the driving force behind  conversation 
 marketing , in which companies initiate and facilitate conversations in a networked com-
munity of customers, journalists, bloggers, and other interested parties. Th e term  social 
commerce  encompasses any aspect of buying and selling products and services or support-
ing customers through the use of social media. 

 Given this shift  from unidirectional talks to multidirectional conversations, marketing 
and sales professionals must adapt their approach to planning, writing, and completing 
persuasive messages. Follow these guidelines:  25     

 ● Facilitate community building.     Make sure customers and other audiences can con-
nect with your company and each other. Accomplishing this goal can be as simple as 
activating the commenting feature on a blog, or it may involve having a more elaborate 
social commerce system.  

 ● Listen at least as much as you talk.     Listening is just as essential for online conversa-
tions as it is for in-person conversations. Of course, trying to stay on top of a social 
media universe composed of millions of potential voices is no easy task. A variety of 
automated tools can help, from free alerts on search engines to sophisticated linguistic 
monitoring systems.  

 ● Initiate and respond to conversations within the community.     Th rough content on 
your website, blog postings, social network profi les and messages, newsletters, and 
other tools, make sure you provide the information customers need in order to evalu-
ate your products and services. Use an objective, conversational style; people in social 
networks want useful information, not “advertising speak.”  

 ● Provide information that people want.     Whether through industry-insider news, in-
depth technical guides to using your products, video tutorials, or brief answers to ques-
tions posted on community Q&A sites, fi ll the information gaps about your company 
and its products. Th is strategy of  content marketing  helps you build trusted relation-
ships with potential buyers by repeatedly demonstrating that you understand and care 
about meeting their needs.  26    

 ● Identify and support your champions.     In marketing,  champions  are enthusiastic 
fans of your company and its products. Champions are so enthusiastic that they 
help spread your message (through their blogs, for instance), defend you against 
 detractors, and help other customers use your products. As Michael Zeisser of 
Liberty  Interactive put it, “We concluded that we could succeed only by being 
genuinely  useful to the  individuals who initiate or sustain virtual word-of-mouth 
conversations.”  27    

 ● Be authentic; be transparent; be real.     Trying to fool the public through fake blogs 
and other tactics is not only unethical (and possibly illegal) but almost guaran-
teed to eventually backfi re in a world where people have unprecedented access to 
 information. Similarly, trying to tack social media onto a consumer-hostile business 
is likely to fail as soon as stakeholders see through the superfi cial attempt to “be so-
cial.” In contrast,  social media audiences respond positively to companies that are 
open and  conversational about themselves, their products, and subjects of shared 
interest.  

 ● Don’t rely on the news media to distribute your message.     In traditional public 
 relations eff orts, marketers have to persuade the news media to distribute their 
 messages to consumers and other audiences by producing news stories. Th ese media 

 Explain how to modify your 

approach when writing 

promotional messages for 

social media. 

  4 LEARNING OBJECTIVE 

 Social commerce involves the use 
of social media in buying, selling, 
and customer support. 

 Promoting products and services 
through social media requires a 
more conversational approach. 
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are still important, but you can also speak directly to these audiences through blogs and 
other electronic tools.  

 ● Integrate conventional marketing and sales strategies at the right time and in the 
right places.     AIDA and similar approaches are still valid for specifi c communication 
tasks, such as conventional advertising and the product promotion pages on your 
website.   

 For the latest information on using social media for persuasive communication, visit 
http://real-timeupdates.com/ebc10  and click on  Chapter   10   .  

  Maintaining High Standards of Ethics, 

Legal Compliance, and Etiquette 

 Th e word  persuasion  has negative connotations for some people, especially in a market-
ing or sales context. Th ey associate persuasion with dishonest and unethical practices 
that lead unsuspecting audiences into accepting unworthy ideas or buying unneeded 
products.   

  However, eff ective businesspeople view persuasion as a positive force, aligning their 
own interests with what is best for their audiences. Th ey infl uence audience members by 
providing information and aiding understanding, which allows audiences the freedom to 
choose.  28   To maintain the highest standards of business ethics, always demonstrate the 
“you” attitude by showing honest concern for your audience’s needs and interests. 

 As marketing and selling grow increasingly complex, so do the legal ramifi cations 
of marketing and sales messages. In the United States, the Federal Trade Commission 
( www.ft c.gov ) has the authority to impose penalties (ranging from cease-and-desist 
orders to multimillion-dollar fi nes) against advertisers who violate federal standards for 
truthful advertising. Other federal agencies have authority over advertising in specifi c 
industries, such as transportation and fi nancial services. Individual states have addi-
tional laws that apply. Th e legal aspects of promotional communication can be quite 
complex, varying from state to state and from country to country, and most companies 
require marketing and salespeople to get clearance from company lawyers before send-
ing messages.   

  Moreover, communicators must stay on top of changing regulations, such as the lat-
est laws governing unsolicited bulk email (“spam”), disclosure requirements for bloggers 
who review products, privacy, and data security. Two of the latest ethical concerns that 
could produce new legislation are  behavioral targeting , which tracks the online behavior 
of website visitors and serves up ads based on what they appear to be interested in, and 
 remarketing , in which behaviorally targeted ads follow users even as they move on to other 
websites.  29   

 For all marketing and sales eff orts, pay close attention to the following legal 
considerations:  30         

     ●   Marketing and sales messages must be truthful and nondeceptive.     Th e FTC consid-
ers messages to be deceptive if they include statements that are likely to mislead reason-
able customers and the statements are an important part of the purchasing decision. 
Failing to include important information is also considered deceptive. Th e FTC also 
looks at  implied claims —claims you don’t explicitly make but that can be inferred from 
what you do or don’t say.  

 ● You must back up your claims with evidence.     According to the FTC, off ering a 
money-back guarantee or providing letters from satisfi ed customers is not enough; you 
must still be able to support claims for your product with objective evidence such as a 
survey or scientifi c study (see  Figure   10.7   ). If you claim that your food product lowers 
cholesterol, you must have scientifi c evidence to support that claim.  

 Marketing and sales messages are 
covered by a wide range of laws 
and regulations. 

 Identify steps you can take to 

avoid ethical lapses in marketing 

and sales messages. 

  5 LEARNING OBJECTIVE 

http://real-timeupdates.com/ebc10
www.ftc.gov
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   ●   “Bait and switch” advertising is illegal.     Trying to attract buyers by advertising a 
product that you don’t intend to sell—and then trying to sell them another (and usually 
more expensive) product—is illegal.  

   ●   Marketing messages and websites aimed at children are subject to special rules.  
   For example, online marketers must obtain consent from parents before collecting 
 personal information about children under age 13.  

   ●   Marketing and sales messages are considered binding contracts in many states.     If 
you imply or make an off er and then can’t fulfi ll your end of the bargain, you can be 
sued for breach of contract.  

   ●   In most cases, you can’t use a person’s name, photograph, or other identity with-
out permission.     Doing so is considered an invasion of privacy. You can use images 
of people considered to be public fi gures as long as you don’t unfairly imply that they 
endorse your message.   

 Meeting your ethical and legal obligations will go a long way toward maintaining good 
communication etiquette as well. However, you may still face etiquette decisions within 
ethical and legal boundaries. For instance, you can produce a marketing campaign that 
complies with all applicable laws and yet is off ensive or insulting to your audience. Taking 
an audience-centered approach, involving respect for your readers and their values, should 
help you avoid any such etiquette missteps.   

  Technology also gives communicators new ways to demonstrate sensitivity to user 
needs. For, example automated RSS newsfeeds from blogs and updates sent from 
 company pages on Facebook can alert customers to information in which they’ve 
 expressed an  interest.  Opt-in  email newsletters, sent only to those people who have 
 specifi cally requested information, are another technology that shows the “you” attitude 
at work.   

Photographic evidence 
shows the product's 
effectiveness in 
individual cases.

Statistical results 
provide more general 
proof of the product's 
effectiveness.

 Figure 10.7   Backing Up Promotional Claims with Solid Evidence      

  Merck, the company that makes the hair-loss treatment Propecia, takes care to back up its product claims 

with solid evidence, out of respect for its audience and to ensure compliance with regulations regarding 

marketing and sales messages. The series of photos available through the “Evidence of Regrowth” link 

provides additional visual confi rmation of the product’s benefi ts.   

Source: Reproduced with permission of Merck Sharp & Dohme Corp., subsidiary of Merck & Co., Inc. All rights reserved. 

PROPECIA® is a registered trademark of Merck Sharp & Dohme Corp.

 Maintaining high ethical 
standards is a key aspect of good 
communication etiquette. 

 Communication technologies 
such as RSS, opt-in email, and 
Facebook page updates can help 
you be sensitive to audience needs. 



  You’re the vice president 

of member services at 

CafeMom, reporting to CEO 

Michael Sanchez. In addition 

to developing new online 

services, a key part of your 

job responsibility is crafting 

messages that describe the 

new services and persuade members to try them. Use what you’ve 

learned in this chapter and in your own experiences as a consumer 

(and as a parent, if applicable) to address these challenges.  

    1.    You asked one of your staffers to write a benefi t statement 

to communicate the advantages of the Groups section of 

the CafeMom website, which lets members fi nd and join any 

of the thousands of existing groups or create new groups 

focused on just about any topic imaginable. She emails 

the following sentence: “We’ve worked hard to defi ne and 

create a powerful online group capability; you can search far 

and wide on the Web, but you won’t fi nd anything as great 

as what we’ve created.” You then write back, explaining 

why it’s important to make marketing messages about the 

 customer , not about the  company . Which of these versions 

best illustrates this vital aspect of the “you” attitude? (You 

can learn more about the Groups feature at the CafeMom 

website,  www.cafemom.com/groups .)  

   a.   Group members at CafeMom support one another and 

share their knowledge, experience, and opinions on a wide 

variety of subjects, from pregnancy to schooling to religion.  

  b.   Get support, information, and thought-provoking 

opinions from CafeMom groups.  

  c.   Join a ClubMom group (or start your own) to get support, 

information, and thought-provoking opinions from other 

moms on a wide variety of subjects, from pregnancy to 

schooling to religion.  

  d.   Social networking has rapidly become a popular way for 

web surfers to get insights, information, and thought-

provoking opinions, and the CafeMom groups will help 

you, too.    

   2.    A common challenge in marketing communication is distilling 

a long list of features to a single compelling message that can 

serve as the product’s “headline.” Review the follow ing list of 

features and benefi ts (extracted from various communications 

presented by CafeMom and its business partners): 

   •   The experiences of thousands of moms are now 

aggregated in a single place online.  

  •   Connect with moms like you; search for moms by personal 

and family challenges, interests, age of kids, or location.  

  •   Get and give support; find support and swap advice with 

other moms on a wide range of topics that matter most 

to you.  

  •   Post questions online and get input from mothers who’ve 

been there before.  

  •   Joining CafeMom is absolutely free.  

  •   Setting up your own personal profile is fast and easy.  

  •   Join groups who share your likes and concerns.  

  •   Write as much or as little as you want to share in your 

personal profile.  

  •   You have complete control over the privacy of your 

information.   

 Which of these statements is the best single-sentence 

encapsulation of the wide range of benefi ts that CafeMom 

offers? Obviously, a single sentence can’t communicate 

every point listed; think more about an initial, high-level 

message that will entice people to keep reading.  

   a.   Connecting and collecting; caring and sharing: The online 

community at CafeMom lets you network with other 

moms and find information you can use to help make 

motherhood successful and satisfying.  

  b.   The online community at CafeMom lets you connect with 

other moms and find valuable information to help make 

motherhood successful and satisfying.  

  c.   CafeMom offers moms everywhere a unique online 

experience.  

  d.   CafeMom offers the best moms everywhere an absolutely 

unique online experience, with unparalleled access to 

valuable knowledge and rewarding camaraderie.    

   3.    Membership in CafeMom is free, so price isn’t a potential 

purchase objection. However, CafeMom does collect a fair 

amount of information from its members, including information 

about members themselves, their families, and their product 

purchase and usage habits. Which of the following statements 

would you put on the website to encourage anyone who is 

concerned about privacy and data security to read CafeMom’s 

privacy policy? You can read the policy by clicking on “Privacy 

Policy” at the bottom of the CafeMom homepage. (Assume 

that the statement will contain the necessary hyperlink to take 

visitors to the privacy policy page on the website.)  

   a.   See why you never have to worry about data security or 

personal privacy on CafeMom.  

  b.   Learn more about how we protect the information we 

collect in order to continue making CafeMom a great web 

destination.  

  c.   We implement SSL for credit card transactions and other 

sensitive transactions.  

  d.   Like most websites, we collect only the information 

necessary to provide the valuable services we offer on 

this website.    

   4.    Which of the following is the most effective call to action to 

encourage interested moms to sign up for free CafeMom 

membership?  

   a.   Sign up for your free Join CafeMom membership today 

and get knowledge and camaraderie you can’t get 

anywhere else.  

  b.   Visit  cafemom.com  today and learn about the many 

benefits of free membership.  

  c.   Every mom belongs in CafeMom; won’t you please join 

today?  

  d.   CafeMom will change your life in ways you could never 

have imagined, and it’s free!       

   ON THE JOB: SOLVING COMMUNICATION DILEMMAS AT CAFEMOM     

         Source: © Vibe Images/Alamy. 
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 Assess your understanding of the principles in this chapter by 
reading each learning objective and studying the accompany-
ing exercises. For fi ll-in-the-blank items, write the missing text 
in the blank provided; for multiple-choice items, circle the letter 
of the correct answer. You can check your responses against the 
answer key on page AK-2. 
  Objective 10.1: Apply the three-step writing process 
to persuasive messages. 
 1.    Which of the following is an accurate general statement 

about good ideas in the business world?  
a.   Newer employees are not expected to contribute fresh 

ideas.  
b.   Many good ideas pass unnoticed or are misunderstood 

because they are communicated poorly.  
c.   Business leaders always jump on new ideas, even if they 

are poorly presented.  
d.   Good ideas speak for themselves and don’t need to be 

“communicated” in today’s social media environment.    
 2.    Why is the indirect approach oft en used in persuasive 

messages?  
a.   It is more courteous and therefore gives the writer the 

opportunity to build up goodwill before slipping in the 
sales pitch.  

b.   It takes less time.  
c.   It is the traditional way to do persuasive messages and 

therefore expected.  
d.   It lets the writer build audience interest and desire be-

fore asking for action or commitment.    
 3.    Which of the following is not a good way to establish cred-

ibility with your audience?  
a.   Support your argument with clear reasoning and objec-

tive evidence.  
b.   Identify your sources.  
c.   Establish common ground with your readers.  
d.   Present only your side of the argument to avoid remind-

ing the audience of alternatives.      
  Objective 10.2: Describe an eff ective strategy for developing 
persuasive business messages, and identify the three most 
common categories of persuasive business messages. 
 4.    Th e fi rst phase in the AIDA model is to  

a.   Do your research  
b.   Gain the audience’s attention  
c.   Analyze the audience  
d.   Call for action    

 5.    Th e body of a message that follows the AIDA model  
a.   Captures the audience’s attention  
b.   Contains the buff er  
c.   Generates interest and heightens desire  
d.   Calls for action    

 6.    Which of the following is a good way to build desire using 
the AIDA approach?  
a.   Explain how the proposed change will help your 

audience.  
b.   Reduce resistance by addressing objections the audience 

might have.  

c.   Explain complex ideas or products in more detail.  
d.   Do all of the above.    

 7.    Th e fi nal phase of the AIDA method  
a.   Provides in-depth information to help generate interest  
b.   Reduces resistance by increasing the audience’s desire  
c.   Calls for action  
d.   Captures the audience’s attention    

8.   An argument that is based on human feelings is known as a/
an   ______________   appeal.   

9.   An argument that is based on facts and reason is known as 
a/an   ______________   appeal.   

 10.    Th e best approach to using emotional appeals is usually to  
a.   Use them by themselves  
b.   Use them in conjunction with logical appeals  
c.   Use them only when the audience is particularly hostile  
d.   Avoid them in all business messages      

  Objective 10.3: Describe an eff ective strategy for developing 
marketing and sales messages. 
 11.    Why is it important to anticipate objections when planning 

and writing persuasive messages?  
a.   You are legally required to anticipate audience objec-

tions in all marketing messages.  
b.   By anticipating potential objections, you have the op-

portunity to address them in a persuasive manner before 
the audience settles on a fi rm no answer.  

c.   By anticipating potential objections, you have the op-
portunity to explain to audience members why they are 
viewing the situation incorrectly.  

d.   By anticipating potential objections, you can explain to 
the audience all the negative consequences of accepting 
your message.    

 12.    Prioritizing which features and benefi ts to write about is  
a.   A waste of time because people don’t read in sequential 

order  
b.   Important because doing so lets you start with low-

priority issues and work your way up to high-priority 
issues  

c.   Important because it helps you focus your message on 
items and issues that the audience cares about the 
most  

d.   Important because it helps ensure that you remember 
to talk about every single feature and benefi t, no matter 
how inconsequential    

 13.    How do marketing messages and sales messages diff er?  
a.   Sales messages use oral media exclusively.  
b.   Sales messages are “hard sell,” whereas marketing mes-

sages are “soft  sell.”  
c.   Marketing messages move audiences toward a purchase 

decision without actually asking them to make a deci-
sion; sales messages ask them to make a decision then 
and there.  

d.   Th e vast majority of marketing messages are still legal, 
but most traditional sales messages have been outlawed 
in both the United States and the European Union.    

     LEARNING OBJECTIVES CHECKUP 
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   14.    What is the relationship between features and benefi ts?  
    a.   Th ey are diff erent words for the same idea.  
   b.   Features are aspects of an idea or product; benefi ts are the 

advantages that readers will realize from those features.  
   c.   Features tell people how to use a product; benefi ts tell 

them how a product diff ers from the competition.  
   d.   Features are the primary advantages of a product; ben-

efi ts are the secondary advantages.      
  Objective 10.4: Explain how to modify your approach when 
writing promotional messages for social media. 
    15.    Which of the following is the best defi nition of social 

commerce?  
    a.   It encompasses any aspect of buying and selling prod-

ucts and services or supporting customers through the 
use of social media.  

   b.   It is another term for group buying or committee buying 
within corporations.  

   c.   It encompasses all of the communication traffi  c on a 
given social network.  

   d.   It refers to the communication aspects of marketing and 
selling, as distinct from the transactional and fi nancial 
aspects.    

   16.    Which of the following is not a good guideline for using 
social media in sales and marketing?  
    a.   Rely on the conventional news media to distribute your 

messages; frequent outages and too much “chatter” 
make social networks unreliable.  

   b.   Identify and support your  champions , those people who 
are enthusiastic fans of your company and its products.  

   c.   Initiate and respond to conversations within the 
community.  

   d.   Integrate conventional marketing and sales strategies at 
the right time and in the right places.      

  Objective 10.5: Identify steps you can take to avoid ethical 
lapses in marketing and sales messages. 
    17.    Which of the following steps should you take to make sure 

your persuasive messages are ethical?  
    a.   Align your interest with your audience’s interests.  
   b.   Choose words that off er multiple interpretations.  
   c.   Limit the amount of information you provide to avoid 

overloading the audience and thereby confusing your 
readers.  

   d.   Do all of the above.    
   18.    If it adheres to all applicable federal laws, a marketing or 

sales message  
    a.   Is certain to be both legal and ethical  
   b.   Could still violate some state laws  
   c.   Could still be unethical  
   d.   Both b and c       



 Log on to  www.mybcommlab.com  to 

access study and assessment aids 

associated with this chapter. 

 If you are not using MyBcommLab, you 

can access the Real-Time Updates  http://

real-timeupdates.com/ebc10 .  

  Quick Learning Guide 

LEARNING OBJECTIVES 

1   Apply the three-step writing process to persuasive messages.  [page 292]   

2   Describe an effective strategy for developing persuasive business messages, and identify 
the three most common categories of persuasive business messages.  [page 297]   

3   Describe an effective strategy for developing marketing and sales messages.  [page 303]   

4   Explain how to modify your approach when writing promotional messages for social 
media.  [page 309]   

5   Identify steps you can take to avoid ethical lapses in marketing and sales messages. 
 [page 310]      CHAPTER OUTLINE 

            Using the Three-Step Writing Process 

for Persuasive Messages    

   Step 1: Planning a Persuasive Message     

   Step 2: Writing a Persuasive Message     

   Step 3: Completing a Persuasive Message      

   Developing Persuasive Business 

Messages    

   Strategies for Persuasive Business Messages     

   Common Examples of Persuasive Business 
Messages      

   Developing Marketing and Sales 

Messages    

   Assessing Audience Needs     

   Analyzing Your Competition     

   Determining Key Selling Points and Benefi ts     

   Anticipating Purchase Objections     

   Applying AIDA or a Similar Model      

   Writing Promotional Messages 

for Social Media     

   Maintaining High Standards of Ethics, 

Legal Compliance, and Etiquette       
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  KEY TERMS   

AIDA model    Message sequence that 
involves attention, interest, desire, and 
action   

benefi ts    Th e particular advantages that 
readers will realize from a product’s selling 
points   

  conversation marketing    Approach in 
which companies initiate and facilitate 
conversations in a networked community 
of customers, journalists, bloggers, and 
other interested parties   

  demographics    Quantifiable 
characteristics of a population, 
including age, gender, occupation, 
income, and education   

  emotional appeal    Persuasive approach that 
calls on audience feelings and sympathies 
rather than facts, fi gures, and rational 
arguments   

  logical appeal    Persuasive approach that 
calls on reasoning and evidence   

marketing messages    Promotional messages 
that usher potential buyers through the 
purchasing process without asking them 
to make an immediate decision   

motivation    Th e combination of forces that 
drive people to satisfy their needs   

persuasion    Th e attempt to change an 
audience’s attitudes, beliefs, or actions   

psychographics    Psychological 
characteristics of an audience, including 
personality, attitudes, and lifestyle   

sales messages    In contrast to marketing 
messages, sales messages encourage 
potential buyers to make a purchase 
decision then and there   

selling points    Th e most attractive features 
of a product or service   

social commerce    Encompasses any aspect of 
buying and selling products and services 
or supporting customers through the use 
of social media    

✓Checklist

 Developing Persuasive Messages 

   A.   Get your reader’s attention. 
●   Open with an audience benefi t, a 

stimulating question, a problem, or an 
unexpected statement.  

●   Establish common ground by 
mentioning a point on which you and 
your audience agree.  

●   Show that you understand the 
audience’s concerns.    

  B.    Build your reader’s interest.  
●   Expand and support your opening 

claim or promise.  
●   Emphasize the relevance of your 

message to your audience.    

  C.    Increase your reader’s desire.  
●   Make audience members want to 

change by explaining how the change 
will benefi t them.  

●   Back up your claims with relevant 
evidence.    

  D.    Motivate your reader to take action.  
●   Suggest the action you want readers 

to take.  
●   Stress the positive results of the action.  
●   Make the desired action clear and easy.    

  E.    Balance emotional and logical appeals.  
●   Use emotional appeals to help the 

audience accept your message.  
●   Use logical appeals when presenting 

facts and evidence for complex ideas 
or recommendations.  

●   Avoid faulty logic.    

  F.    Reinforce your position.  
●   Provide additional evidence of the 

benefi ts of your proposal and your 
own credibility in off ering it.  

●   Use abstractions, metaphors, and 
other fi gures of speech to bring facts 
and fi gures to life.    

  G.    Anticipate objections.  
●   Anticipate and answer potential 

objections.  
●   Present the pros and cons of all 

options if you anticipate a hostile 
reaction.          

www.mybcommlab.com
http://real-timeupdates.com/ebc10
http://real-timeupdates.com/ebc10
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  APPLY YOUR KNOWLEDGE 

 To review chapter content related to each question, refer to the 
indicated Learning Objective. 
   1.    Why is it essential to consider your readers’ motivations 

before writing a persuasive message?  [LO-1]    
   2.    Why is it important to present both sides of an argument 

when writing a persuasive message to a potentially hostile 
audience?  [LO-2]    

   3.    Are emotional appeals ethical? Why or why not?  [LO-2]    
   4.    What is likely to happen if a promotional message starts 

 immediately with a call to action? Why?  [LO-3]    
   5.    Why do the AIDA model and similar approaches need to 

be modifi ed when writing persuasive messages in social 
media?  [LO-4]     

  PRACTICE YOUR SKILLS 

  Messages for Analysis 

 For Message 10.A and Message 10.B, read the following docu-
ments and then (1) analyze the strengths and weaknesses of 
each sentence and (2) revise each document so that it follows 
this chapter’s guidelines. 

  Message 10.A: Message Strategies: Persuasive Claims 
and Requests for Adjustment  [LO-2]  

   Dear TechStar Computing:  

 I’m writing to you because of my disappointment with my 

new multimedia PC display. The display part works all right, 

but the audio volume is also set too high and the volume 

knob doesn’t turn it down. It’s driving us crazy. The volume 

knob doesn’t seem to be connected to anything but simply 

spins around. I can’t believe you would put out a product 

like this without testing it fi rst. 

 I depend on my computer to run my small business and want 

to know what you are going to do about it. This reminds me 

of every time I buy electronic equipment from what seems like 

any company. Something is always wrong. I thought quality 

was supposed to be important, but I guess not. 

 Anyway, I need this fi xed right away. Please tell me what you 

want me to do.   

  Message 10.B: Message Strategies: Sales Messages  [LO-3]  
  We know how awful dining hall food can be, and that’s why 

we’ve developed the “Mealaweek Club.” Once a week, we’ll 

deliver food to your dormitory or apartment. Our meals taste 

great. We have pizza, buffalo wings, hamburgers and curly 

fries, veggie roll-ups, and more! 

 When you sign up for just six months, we will ask what day 

you want your delivery. We’ll ask you to fi ll out your selection 

of meals. And the rest is up to us. At “Mealaweek,” we deliver! 

And payment is easy. We accept MasterCard and Visa or a 

personal check. It will save money especially when compared 

with eating out. 

 Just fi ll out the enclosed card and indicate your method of 

payment. As soon as we approve your credit or check, we’ll 

begin delivery. Tell all your friends about Mealaweek. We’re 

the best idea since sliced bread!   

  Message 10.C: Media Skills: Podcasting  [LO-2]  
 To access this message, visit  http://real-timeupdates.com/ebc10 , 
click on “Student Assignments,” and select  Chapter   10   , page 316, 
Message 10.C. Download and listen to this podcast. Identify at 
least three ways in which the podcast could be more persuasive 
and draft  a brief email message that you could send to the pod-
caster with your suggestions for improvement.   

  Exercises 

 Active links for all websites in this chapter can be found on 
MyBcommLab; see your User Guide for instructions on access-
ing the content for this chapter. Each activity is labeled accord-
ing to the primary skill or skills you will need to use. To review 
relevant chapter content, you can refer to the indicated Learn-
ing Objective. In some instances, supporting information will be 
found in another chapter, as indicated. 

    1.   Choosing a Message Strategy:  [LO-1] ,  Chapters   8   –   9     
   Now that you’ve explored routine, positive, negative, and 
 persuasive messages, review the following message scenarios 
and identify which of the four message strategies would be 
most appropriate for the situation. Off er a brief justifi cation for 
each choice. (Depending on the particular circumstances, a 
scenario might lend itself to more than one type of message; 
just be sure to off er compelling reasons for your choices.) 
    a.   An unsolicited message to your department manager, 

explaining why you believe that the company’s ex-
periment with self-managed work teams has not been 
successful  

   b.   An unsolicited message to your department manager, 
explaining why you believe that the company’s experi-
ment with self-managed work teams has not been suc-
cessful and suggesting that one of the more experienced 
employees (such as yourself) should be promoted to 
supervisor  

   c.   A message to a long-time industrial customer, explain-
ing that a glitch in your accounting system resulted in 
the customer being overcharged on its last fi ve orders, 
apologizing for the problem, and assuring the cus-
tomer that you will refund the overcharged amount 
immediately  

   d.   A news release announcing that your company plans 
to invite back 50 employees who were laid off  earlier in 
the year    

   2.   Message Strategies: Persuasive Business Messages; Col-
laboration: Team Projects  [LO-2]      With another student, 
analyze the persuasive email message to Eleanor Tran at 
Host Marriott ( Figure   10.3   ) by answering the following 
questions: 
    a.   What techniques are used to capture the reader’s 

attention?  

http://real-timeupdates.com/ebc10
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   b.   Does the writer use the direct or indirect organizational 
approach? Why?  

   c.   Is the subject line eff ective? Why or why not?  
   d.   Does the writer use an emotional or a logical appeal? 

Why?  
   e.   What reader benefi ts are included?  
   f.   How does the writer establish credibility?  
   g.   What tools does the writer use to reinforce 

his position?    
   3.   Message Strategies: Persuasive Business Messages, Mar-

keting and Sales Messages: Media Skills: Email  [LO-2], 
[LO-3]      Compose eff ective subject lines for the following 
persuasive email messages: 
    a.   A recommendation was sent by email to your branch 

manager to install wireless networking throughout the 
facility. Th e primary reason is that management has en-
couraged more teamwork, but teams oft en congregate in 
meeting rooms, the cafeteria, and other places that lack 
network access—without which they can’t do much of 
the work they are expected to do.  

   b.   A message to area residents, soliciting customers for 
your new business, “Meals à la Car,” a carryout dining 
service that delivers from most of the local restaurants. 
All local restaurant menus are on the Internet. Mom and 
Dad can dine on egg rolls and chow mein while the kids 
munch on pepperoni pizza.  

   c.   An email message to the company president, asking that 
employees be allowed to carry over their unused vacation 
days to the following year. Apparently, many employees 
canceled their fourth-quarter vacation plans to work 
on the installation of a new company computer system. 
Under their current contract, vacation days not used by 
December 31 can’t be carried over to the following year.    

   4.   Communication Ethics: Making Ethical Choices  [LO-2], 
[LO-5]      Your boss has asked you to post a message on the 
company’s internal blog, urging everyone in your depart-
ment to donate money to the company’s favorite  charity, 
an organization that operates a summer camp for children 
with physical challenges. You wind up writing a lengthy 
posting, packed with facts and heartwarming  anecdotes 
about the camp and the children’s experiences. When you 
must work that hard to persuade your  audience to take an 
action such as donating money to a charity, aren’t you be-
ing manipulative and unethical? Explain.  

   5.   Message Strategies: Marketing and Sales Messages (Cus-
tomer Benefi ts) [LO-3]      Determine whether the following 
sentences focus on features or benefi ts; rewrite as necessary 
to focus all the sentences on benefi ts. 
    a.   All-Cook skillets are coated with a durable, patented 

nonstick surface.  
   b.   You can call anyone and talk as long as you like on Sat-

urdays and Sundays with our new FamilyTalk wireless 
plan.  

   c.   With 8-millisecond response time, the Samsung 
 LN-S4095D 40-inch LCD TV delivers fast video action 
that is smooth and crisp.  31      

   6.   Message Strategies: Marketing and Sales Messages 
 [LO-3]      Th e daily mail oft en brings a selection of sales 
messages. Find a direct-mail package from your mailbox 
that includes a sales letter. Th en answer the following 
questions to help analyze and learn from the approach 
used by the communication professionals who prepare 
these glossy sales messages. Your instructor might also ask 
you to share the package and your observations in a class 
discussion. 
    a.   Who is the intended audience?  
   b.   What are some of the demographic and psychographic 

characteristics of the intended audience?  
   c.   What is the purpose of the direct-mail package? Has it 

been designed to solicit a phone-call response, make a 
mail-order sale, obtain a charitable contribution, or do 
something else?  

   d.   What technique was used to encourage you to open the 
envelope?  

   e.   Did the letter writer follow the AIDA model or some-
thing similar? If not, explain the letter’s organization.  

   f.   What emotional appeals and logical arguments does the 
letter use?  

   g.   What selling points and consumer benefi ts does the let-
ter off er?  

   h.   Did the letter and the rest of the package provide con-
vincing support for the claims made in the letter? If not, 
what is lacking?       

  EXPAND YOUR SKILLS 

  Critique the Professionals 

 Visit the Facebook pages of six companies in several indus-
tries. How do the companies make use of their Wall? Do any 
of the companies use Wall posts to promote their products? 
Compare the material on the Info tabs. Which company has 
the most compelling information here? How about the use of 
custom tabs; which company does the best job of using this 
Facebook feature? Using whatever medium your instructor 
requests, write a brief analysis of the message (no more than 
one page), citing specifi c elements from the piece and support 
from the chapter.  

  Sharpening Your Career Skills Online 

 Bovée and Th ill’s Business Communication Web Search, at  http://
businesscommunicationblog.com/websearch , is a unique re-
search tool designed specifi cally for business communication 
 research. Use the Web Search function to fi nd a website, video, 
PDF document, podcast, or PowerPoint presentation that off ers 
advice on writing persuasive messages (either persuasive busi-
ness messages or marketing and sales messages). Write a brief 
email message to your instructor, describing the item that you 
found and summarizing the career skills information you learned 
from it.   

http://businesscommunicationblog.com/websearch
http://businesscommunicationblog.com/websearch
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   6.          a.     Send a copy to: Nan Kent, CEO, Bob Bache, president, 
and Dan Brown, CFO.  

   b.   Send a copy to Nan Kent, CEO; Bob Bache, president; 
and Dan Brown, CFO.  

   c.   Send a copy to Nan Kent CEO; Bob Bache president; 
and Dan Brown CFO.    

   7.          a.     You shipped three items on June 7; however, we received 
only one of them.  

   b.   You shipped three items on June 7, however; we  received 
only one of them.  

   c.   You shipped three items on June 7; however we received 
only one of them.    

   8.          a.     Workers wanted an immediate wage increase: they 
hadn’t had a raise in 10 years.  

   b.   Workers wanted an immediate wage increase; because 
they hadn’t had a raise in 10 years.  

   c.   Workers wanted an immediate wage increase; they 
hadn’t had a raise in 10 years.    

   9.          a.     His writing skills are excellent however; he needs to 
polish his management style.  

   b.   His writing skills are excellent; however, he needs to pol-
ish his management style.  

   c.   His writing skills are excellent: however he needs to pol-
ish his management style.    

   10.          a.     We want to address three issues; effi  ciency; profi tability; 
and market penetration.  

   b.   We want to address three issues; effi  ciency, profi tability, 
and market penetration.  

   c.   We want to address three issues: effi  ciency, profi tability, 
and market penetration.    

 For additional exercises focusing on semicolons and colons, visit 
MyBcommLab. Click on  Chapter   10   , click on Additional Exer-
cises to Improve Your Grammar, Mechanics, and Usage, and click 
on 16. Punctuation A.  

  IMPROVE YOUR GRAMMAR, 
MECHANICS, AND USAGE 

 Th e following exercises help you improve your knowledge of 
and power over English grammar, mechanics, and usage. Turn 
to the “Handbook of Grammar, Mechanics, and Usage” at the 
end of this book and review all of Sections 2.4 (Semicolons) and 
2.5 (Colons). Th en look at the following 10 items. Circle the let-
ter of the preferred choice in the following groups of sentences. 
(Answers to these exercises appear on page AK-4.) 

   1.          a.    Th is letter looks good; that one doesn’t.  
   b.   Th is letter looks good: that one doesn’t.    
   2.          a.     I want to make one thing clear: None of you will be 

promoted without teamwork.  
   b.   I want to make one thing clear; none of you will be 

 promoted without teamwork.  
   c.   I want to make one thing clear: None of you will be pro-

moted; without teamwork.    
   3.          a.     Th e Zurich airport has been snowed in, therefore I can’t 

attend the meeting.  
   b.   Th e Zurich airport has been snowed in, therefore, I can’t 

attend the meeting.  
   c.   Th e Zurich airport has been snowed in; therefore, I can’t 

attend the meeting.    
   4.          a.    His motivation was obvious: to get Meg fi red.  
   b.   His motivation was obvious; to get Meg fi red.    
   5.          a.     Only two fi rms have responded to our survey; J. J. Perkins 

and Tucker & Tucker.  
   b.   Only two fi rms have responded to our survey: J. J. Perkins 

and Tucker & Tucker.    

  CASES 

 Persuasive Business Messages       Your task:   You come up with the brilliant plan to demonstrate 
Twitter’s usefulness using Twitter itself. First, fi nd three execu-
tives from three companies who are on Twitter (choose any com-
panies and executives you fi nd interesting). Second, study their 
tweets to get a feel for the type of information they share. Th ird, if 
you don’t already have a Twitter account set up for this class, set 
one up for the purposes of this exercise (you can deactivate later). 
Fourth, write four tweets to demonstrate the value of executive 
microblogging: one that summarizes the value of having a com-
pany CEO use Twitter and three support tweets, each one summa-
rizing how your three real-life executive role models use Twitter.  

  BLOGGING SKILLS      TEAM SKILLS 

  2. Message Strategies: Persuasive Business Messages 

 [LO-3]    As a strong advocate for the use of social media in 

 Learn how to set up a Twitter account and begin tweeting. 

Visit  http://real-timeupdates.com/ebc10 , click on Student 

Assignments and then click on Twitter Screencast. 

   MICROBLOGGING SKILLS 

  1. Message Strategies: Persuasive Business Messages 

 [LO-3]    You’ve been trying for months to convince your boss, 
company CEO Will Florence, to start using Twitter. You’ve 
told him that top executives in numerous industries now use 
 Twitter as a way to connect with customers and other stake-
holders  without going through the fi lters and barriers of formal 
 corporate communications, but he doesn’t see the value.   

http://real-timeupdates.com/ebc10
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business, you are pleased by how quickly people in your company 
have taken up blogging, wiki writing, and other new-media activi-
ties. You are considerably less excited by the style and quality of 
what you see in the writing of your colleagues. Many seem to have 
interpreted “authentic and conversational” to mean “anything 
goes.” Several of the Twitter users in the company seem to have 
abandoned any pretense of grammar and spelling. A few manag-
ers have dragged internal disagreements about company strategy 
out into public view, arguing with each other through comments 
on various industry-related forums. Production demonstration 
videos have been posted to the company’s YouTube channel 
virtually unedited, making the whole fi rm look unpolished and 
unprofessional. Th e company CEO has written some blog posts 
that bash competitors with coarse and even crude language. 

 You pushed long and hard for greater use of these tools, so 
you feel a sense of responsibility for this situation. In addition, 
you are viewed by many in the company as the resident expert 
on social media, so you have some “expertise authority” on this 
issue. On the other hand, you are only a fi rst-level manager, with 
three levels of managers above you, so while you have some “po-
sition authority” as well, you can hardly dictate best practices to 
the managers above you.   
  Your task:   Working with two other students, write a post for 
the company’s internal blog (which is not viewable outside the 
company), outlining your concerns about these communication 
practices. Use the examples mentioned above, and make up any 
additional details you need. Emphasize that while social media 
communication is oft en less formal and more fl exible than tradi-
tional business communication, it shouldn’t be unprofessional. 
You are thinking of proposing a social media training program 
for everyone in the company, but for this message you just want 
to bring attention to the problem.  

  LETTER WRITING SKILLS 

  3. Message Strategies: Persuasive Business Messages 

 [LO-3]    Th e coff ee shop across the street from your tiny apart-
ment is your haven-away-from-home—great beverages, healthy 
snacks, an atmosphere that is convivial but not so lively that you 
can’t focus on your homework, and free wireless. It lacks only 
one thing: some way to print out your homework and other fi les 
when you need hardcopy. Your college’s libraries and computer 
labs provide printers, but you live three miles from campus, and 
it’s a long walk or an inconvenient bus ride.   
  Your task:   Write a letter to the owner of the coff ee shop, en-
couraging her to set up a printing service to complement the free 
wireless access. Propose that the service run at break-even prices, 
just enough to pay for paper, ink cartridges, and the cost of the 
printer itself. Th e benefi t to the shop would be enticing patrons 
to spend more time—and therefore more of their coff ee and tea 
money—in the shop. You might also mention that you had to 
take the bus to campus in order to print this letter, so you bought 
your aft ernoon latte somewhere else.  

  EMAIL SKILLS      PORTFOLIO BUILDER 

  4. Message Strategies: Persuasive Business Messages  [LO-2] 

   As someone who came of age in the “post email” world of blogs, 
wikis, social networks, and other Web 2.0 technologies, you were 

rather disappointed to fi nd your new employer solidly stuck in 
the age of email. You use email, of course, but it is only one of the 
tools in your communication toolbox. From your college years, 
you have hands-on experience with a wide range of social media 
tools, having used them to collaborate on school projects, to 
become involved in your local community, to learn more about 
various industries and professions, and to research potential 
employers during your job search. (In fact, without social media, 
you might never have heard about your current employer in 
the fi rst place.) Moreover, your use of social media on the job 
has already paid several important dividends, including fi nding 
potential sales contacts at several large companies, connecting 
with peers in other companies to share ideas for working more 
effi  ciently, and learning about some upcoming legislative matters 
in your state that could profoundly hamper your company’s cur-
rent way of doing business. 

 You hoped that by setting an example through your own 
use of social media at work, your new colleagues and company 
management would quickly adopt these tools as well. However, 
just the opposite has happened. Waiting in your email in-box 
this morning was a message from the CEO, announcing that 
the company is now cutting off  access to social networking 
websites and banning the use of any social media at work. Th e 
message says that using company time and company computers 
for socializing is highly inappropriate and might be considered 
grounds for dismissal in the future if the problem gets out of 
hand.   
  Your task:   You are stunned by the message. You fi ght the urge 
to fi re off  a hotly worded reply to straighten out the CEO’s 
misperceptions. Instead, you wisely decide to send a message to 
your immediate superior fi rst, explaining why you believe the 
new policy should be reversed. Using your boss’s favorite me-
dium (email, of course!), write a persuasive message, explaining 
why Facebook, Google[plus], LinkedIn, Twitter, and other so-
cial networking technologies are valid—and valuable—business 
tools. Bolster your argument with examples from other compa-
nies and advice from communication experts.  

  IM SKILLS 

  5. Message Strategies: Requests for Action  [LO-2]    At IBM, 
you’re one of the coordinators for the annual Employee Chari-
table Contributions Campaign. Since 1978, the company has 
helped employees contribute to more than 2,000 health and 
human service agencies. Th ese groups may off er child care; 
treat substance abuse; provide health services; or fi ght illiteracy, 
homelessness, and hunger. Some off er disaster relief or care for 
the elderly. All deserve support. Th ey’re carefully screened by 
IBM, one of the largest corporate contributors of cash, equip-
ment, and people to nonprofi t organizations and educational 
institutions in the United States and around the world. As your 
literature states, the program “has engaged our employees more 
fully in the important mission of corporate citizenship.” 

 During the winter holidays, you target agencies that cater to 
the needs of displaced families, women, and children. It’s not dif-
fi cult to raise enthusiasm. Th e prospect of helping children enjoy 
the holidays—children who otherwise might have nothing—
usually awakens the spirit of your most distracted workers. But 
some of them wait until the last minute and then forget. 
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 Th ey have until December 16 to come forth with cash con-
tributions. To make it in time for holiday deliveries, they can also 
bring in toys, food, and blankets through Tuesday, December 20. 
Th ey shouldn’t have any trouble fi nding the collection bins; they’re 
everywhere, marked with bright red banners. But some will want 
to call you with questions or (you hope) to make credit card con-
tributions: 800-658-3899, ext. 3342.   
  Your task:   It’s December 14. Write a 75- to 100-word instant 
message, encouraging last-minute holiday gift s.  32    

  MEMO WRITING SKILLS 

  6. Message Strategies: Requests for Action  [LO-2]    Th is 
morning as you drove to your job as food services manager at the 
Pechanga Casino Entertainment Center in Temecula, California, 
you were concerned to hear on the radio that the local Red Cross 
chapter put out a call for blood because national supplies have 
fallen dangerously low. During highly publicized disasters, people 
are emotional and eager to help out by donating blood. But in 
calmer times, only 5 percent of eligible donors think of giving 
blood. You’re one of those few. 

 Not many people realize that donated blood lasts only 
72  hours. Consequently, the mainstay of emergency blood 
 supplies must be replenished in an ongoing eff ort. No one is 
more skilled, dedicated, or effi  cient in handling blood than the 
American Red Cross, which is responsible for half the nation’s 
supply of blood and blood products. 

 Donated blood helps victims of accidents and disease, as 
well as surgery patients. Just yesterday you were reading about a 
girl named Melissa, who was diagnosed with multiple congenital 
heart defects and underwent her fi rst open-heart surgery at 1 
week old. Now 5, she’s used well over 50 units of donated blood, 
and she wouldn’t be alive without them. In a thank-you letter, 
her mother lauded the many strangers who had “given a piece of 
themselves” to save her precious daughter—and countless oth-
ers. You also learned that a donor’s pint of blood can benefi t up 
to four other people. 

 Today, you’re going to do more than just roll up your 
own sleeve. You know the local Red Cross chapter takes its 
blood donation equipment to corporations, restaurants, beauty 
salons—any place willing to host public blood drives. What if 
you could convince the board of directors to support a blood 
drive at the casino? Th e slot machines and gaming tables are 
usually full, hundreds of employees are on hand, and people 
who’ve never visited before might come down to donate blood. 
Th e positive publicity will boost Pechanga’s community image, 
too. With materials from the Red Cross, you’re confi dent you 
can organize Pechanga’s hosting eff ort and handle the promo-
tion. (Last year, you headed the casino’s successful Toys for 
Tots drive.) 

 To give blood, one must be healthy, be at least 17 years old 
(with no upper age limit), and weigh at least 110 pounds. Donors 
can give every 56 days. You’ll be urging Pechanga donors to eat 
well, drink water, and be thoroughly rested before donating.  33     
  Your task:   Write a memo persuading the Pechanga board of 
directors to host a public Red Cross blood drive. You can learn 
more about what’s involved in hosting a blood drive at  www
.redcrossblood.org  (click on Hosting a Blood Drive). Ask the 
board to provide water, orange juice, and snacks for donors. 

You’ll organize food service workers to handle the distribution, 
but you’ll need the board’s approval to let your team volunteer 
during work hours. Use a combination of logical and emotional 
appeals.  

  EMAIL SKILLS      PORTFOLIO BUILDER 

  7. Message Strategies: Requests for Action  [LO-2]    Your new 
company, WorldConnect Language Services, started well and 
is going strong. However, to expand beyond your Memphis, 
Tennessee, home market, you need a one-time infusion of cash 
to open branch offi  ces in other cities around the Southeast. At 
the Entrepreneur’s Lunch Forum you attended yesterday, you 
learned about several  angels , as they are called in the investment 
community—private individuals who invest money in small 
companies in exchange for a share of ownership. One such angel, 
Melinda Sparks, told the audience that she is looking for invest-
ment opportunities outside of high technology, where angels 
oft en invest their money. She also indicated that she looks for en-
trepreneurs who know their industries and markets well, who are 
passionate about the value they bring to the marketplace, who 
are committed to growing their businesses, and who have a solid 
plan for how they will spend an investor’s money. Fortunately, 
you meet all of her criteria.   
  Your task:   Draft  an email message to Sparks, introducing 
yourself and your business and asking for a meeting at which 
you can present your business plan in more detail. Explain 
that your Memphis offi  ce was booked to capacity within two 
months of opening, thanks to the growing number of inter-
national business professionals looking for translators and 
interpreters. You’ve researched the entire Southeast region and 
identifi ed at least 10 other cities that could support a language 
services offi  ce such as yours. Making up whatever other infor-
mation you need, draft  a four-paragraph message following the 
AIDA model, ending with a request for a meeting within the 
next four weeks.  

  BLOGGING SKILLS      PORTFOLIO BUILDER 

  8. Message Strategies: Persuasive Presentation of Ideas 

 [LO-2]    Like most other companies today, your fi rm makes 
extensive use of the web for internal and external communi-
cation. However, aft er reading about the Web Accessibility 
 Initiative (WAI), you’ve become concerned that your com-
pany’s various websites haven’t been designed to accom-
modate people with disabilities or age-related limitations. 
Fortunately, as one of the company’s top managers, you have 
a perfect  forum for letting everyone in the company know how 
important accessible web design is: Your internal blog is read 
by the vast majority of employees and managers throughout 
the company.   
  Your task:   Visit the WAI website, at  www.w3.org/WAI , and 
read the two articles “Introduction to Web Accessibility” (look in 
the “Introducing Accessibility” section) and “Developing a Web 
Accessibility Business Case for Your Organization” (in the “Man-
aging Accessibility” section). Using the information you learn 
in these articles, write a post for your blog that emphasizes how 
important it is for your company’s websites to be made more ac-
cessible. You don’t have direct authority over the company’s web 

www.redcrossblood.org
www.redcrossblood.org
www.w3.org/WAI
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developers, so it would be inappropriate for you to request them 
to take any specifi c action. Your goal is simply to raise awareness 
and encourage everyone to consider the needs of the company’s 
online audiences. Don’t worry about the technical aspects of 
web accessibility; focus instead on the benefi ts of improving 
accessibility.  34    

  EMAIL SKILLS 

  9. Message Strategies: Persuasive Claims and Requests 

for Adjustment  [LO-2]    You thought it was strange that no one 
called you on your new mobile phone, even though you had 
given your family members, friends, and boss your new number. 
Two weeks aft er getting the new phone and agreeing to a $49 
monthly fee, you called the service provider, InstantCall, just 
to see if everything was working. Sure enough, the technician 
discovered that your incoming calls were being routed to an 
inactive number. You’re glad she found the problem, but then 
it took the company nearly two more weeks to fi x it. When you 
called to complain about paying for service you didn’t receive, 
the customer service agent suggests you send an email to Judy 
Hinkley at the company’s regional business offi  ce to request an 
adjustment.   
  Your task:   Decide how much of an adjustment you think you 
deserve under the circumstances and then send an email message 
to Hinkley to request the adjustment to your account. Write a 
summary of events in chronological order, supplying exact dates 
for maximum eff ectiveness. Make up any information you need, 
such as problems that the malfunctioning service caused at home 
or at work.  

  Marketing and Sales Messages: 
Conventional Media  

  LETTER WRITING SKILLS     PORTFOLIO BUILDER 

  10. Message Strategies: Marketing and Sales Messages 

 [LO-4]    Like all other states, Kentucky works hard to attract busi-
nesses that are considering expanding into the state or relocating 
entirely from another state. Th e Kentucky Cabinet for Economic 
Development is responsible for reaching out to these companies 
and overseeing the many incentive programs the state off ers to 
new and established businesses.   
  Your task:   As the communication director of the Kentucky 
Cabinet for Economic Development, you play the lead role in 
reaching out to companies that want to expand or relocate to 
Kentucky. Visit  www.thinkkentucky.com  and download the 
 Kentucky Facts  brochure (look under the “Why Kentucky” 
link). Identify the major benefi ts the state uses to promote 
Kentucky as a great place to locate a business. Summarize 
these reasons in a one-page form letter that will be sent to 
business executives throughout the country. Be sure to intro-
duce  yourself and your purpose in the letter, and close with a 
compelling call to action (have them reach you by telephone 
at 800-626-2930 or by email at  econdev@ky.gov ). As you plan 
your letter, try to imagine yourself as the CEO of a company 
and consider what a complex choice it would be to move to 
another state.  35    

  LETTER WRITING SKILLS     PORTFOLIO BUILDER 

  11. Message Strategies: Marketing and Sales Messages 

 [LO-3]    Water polo is an active sport that provides great opportu-
nities for exercise and for learning the collaborative skills involved 
in teamwork. You can learn more at  www.usawaterpolo.org .   
  Your task:   Write a one-page letter to parents of 10- to 14-year-
old boys and girls, promoting the health and socialization 
benefi ts of water polo and encouraging them to introduce their 
children to the sport through a local club. Tell them they can 
learn more about the sport and fi nd a club in their area by visit-
ing the USA Water Polo website.  

  WEB WRITING SKILLS 

  12. Message Strategies: Marketing and Sales Messages 

 [LO-3]    Natalie Sisson bills herself as the “Suitcase Entrepreneur,” 
and she’s living proof that one can live an adventurous life and 
build a thriving business—she has been traveling the world since 
she left  her native New Zealand in 2006. She off ers business and 
social media coaching, and she recently compiled her social 
media advice in a PDF e-book,  Th e Entrepreneur’s Social Media 
Workout .   
  Your task:   Sisson has been off ering her social media e-book for 
free to anyone who subscribes to her email newsletter. However, 
as the assistant she recently hired, you convinced her the book 
was valuable enough on its own to warrant a small purchase 
price. She decided to give it a try and set the price at $10.00, with 
one catch: you need to write the website copy to promote the 
e-book. 

 First, visit  http://real-timeupdates.com/ebc10 , click on 
 Student Assignments and then  Chapter   10   , Page 321, Case 12
to download the e-book. Th en visit Sisson’s website at  http://
womanzworld.com  to learn more about her business experiences. 
Now write webpage copy (at least 200 words but no more than 
400) to promote the e-book and encourage people to place an 
order.  

  EMAIL SKILLS 

  13. Message Strategies: Marketing and Sales Messages 

 [LO-3]    The oud (rhymes with “mood”) is a popular musi-
cal instrument in many cultures from northern Africa to 
southwest Asia, enjoying the same status in these countries 
as the guitar enjoys in Europe and the Americas. The oud, 
which dates back to the seventh century, was also the ances-
tor of the European-style lute that had its heyday during the 
Renaissance. 

 Many guitar players are familiar with the lute, but probably 
fewer with the oud. As the marketing director for Your World 
Instruments ( www.yourworldinstruments.com ) you’d like to 
encourage guitar players to consider the oud. Some might want 
to just explore another musical heritage. Others might want to 
expand their sonic palettes, so to speak, giving their music a 
broader range of sounds.   
  Your task:   Write a brief email message that encourages gui-
tar players to try something new. Or something old, more 
precisely. Th e people to whom you will be writing have heard 
from the company before, many are past customers, and all 
have opted-in to the email list. Th e call to action is encouraging 

www.thinkkentucky.com
www.usawaterpolo.org
http://real-timeupdates.com/ebc10
http://womanzworld.com
http://womanzworld.com
www.yourworldinstruments.com
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these musicians to click through to the website to watch videos 
of expert oud players and to learn more about these storied 
instruments.  36    

  WEB WRITING SKILLS      TEAM SKILLS 
PORTFOLIO BUILDER 

  14. Message Strategies: Marketing and Sales Messages 

 [LO-3]    You never intended to become an inventor, but you saw 
a way to make something work more easily, so you set to work. 
You developed a model, found a way to mass-produce it, and set 
up a small manufacturing studio in your home. You know that 
other people are going to benefi t from your invention. Now all 
you need to do is reach that market.   
  Your task:   Team up with other students assigned by your 
instructor and imagine a useful product that you might have 
invented—perhaps something related to a hobby or sporting 
activity. List the features and benefi ts of your imaginary product, 
and describe how it helps customers. Th en write the copy for a 
webpage that would introduce and promote this product, using 
what you’ve learned in this chapter and making up details as 
you need them. As your instructor indicates, submit the copy 
as a word processor fi le or as a webpage using basic HTML 
formatting.  

  PODCASTING SKILLS 

  15. Message Strategies: Marketing and Sales Messages 

 [LO-3]    Your new podcast channel, School2Biz, off ers advice to 
business students making the transition from college to career. 
You provide information on everything from preparing résu-
més to interviewing to fi nding a place in the business world and 
building a successful career. As you expand your audience, you’d 
eventually like to turn School2Biz into a profi table operation 
(perhaps by selling advertising time during your podcasts). For 
now, you’re simply off ering free advice.   
  Your task:   You’ve chosen Podcast Bunker ( www.podcastbunker
.com ) the fi rst website on which to promote School2Biz. Th is site 
lets podcasters promote their feeds with brief text listings, such 
as this description of Toolmonger Tool Talk: “Chuck and Sean 
from the web’s fi rst tool blog,  Toolmonger.com , keep you up-to-
date on the newest hand and power tools, and answer your home 
improvement, automotive, and tool-related questions.” 

 As your instructor directs, either write a 50-word descrip-
tion of your new podcast that can be posted on Podcast Bunker 
or record a 30-second podcast describing the new service. Make 
up any information you need to describe School2Biz. Be sure to 
mention who you are and why the information you present is 
worth listening to.  37    

  WEB WRITING SKILLS      PORTFOLIO BUILDER 

  16. Message Strategies: Marketing and Sales Messages 

 [LO-3]    Aft er a shaky start as the technology matured and adver-
tisers tried to fi gure out this new medium, online advertising has 
fi nally become a signifi cant force in both consumer and business 
marketing. Companies in a wide variety of industries are shift ing 
some of the ad budgets from traditional media such as TV and 
magazines to the increasing selection of advertising possibilities 
online—and more than a few companies now advertise almost 

exclusively online. Th at’s fi ne for companies that sell advertising 
time and space online, but your job involves selling advertising 
in print magazines that are worried about losing market share to 
online publishers. 

 Online advertising has two major advantages that you can’t 
really compete with: interactivity and the ability to precisely tar-
get individual audience members. On the other hand, you have 
several advantages going for you, including the ability to produce 
high-color photography, the physical presence of print (such 
as when a magazine sits on a table in a doctor’s waiting room), 
portability, guaranteed circulation numbers, and close reader 
relationships that go back years or decades.   
  Your task:   You work as an advertising sales specialist for the 
Time Inc. division of Time Warner, which publishes more than 
100 magazines around the world. Write a brief persuasive mes-
sage about the benefi ts of magazine advertising; the statement 
will be posted on the individual websites of Time Inc.’s numer-
ous magazines, so you can’t narrow in on any single publication. 
Also, Time Inc. coordinates its print publications with an exten-
sive online presence (including thousands of paid online ads), so 
you can’t bash online advertising, either.  38    

  Marketing and Sales Messages: 
Social Media  

  BLOGGING SKILLS 

  17. Message Strategies: Marketing and Sales Messages; 

Media Skills: Blogging  [LO-4] ,  Chapter   7      Other than pos-
sibly wrinkling their noses at that faint smell that waft s out of 
the plastic bags when they bring clothes home from the dry 
cleaner, many consumers probably don’t pay much attention 
to the process that goes on behind the scenes at their neighbor-
hood cleaner. However, traditional dry cleaning is a chemi-
cally intense process—so much so that these facilities require 
special environmental permits and monitoring by government 
agencies. 

 At Kansas City’s Hangers Cleaners, the process is diff erent—
much diff erent. Th e company’s innovative machines use safe 
liquid carbon dioxide (CO 2 ) and specially developed detergents 
to clean clothes. Th e process requires no heat (making it easier 
on clothes) and has no need for the toxic, combustible perchlo-
roethylene used in conventional dry cleaning (making it safer for 
employees and the environment). Customers can tell the diff er-
ence, too. As one put it, “Since I started using Hangers, my clothes 
are soft er, cleaner and they don’t have that chemical smell.”   
  Your task:   Because many consumers aren’t familiar with tradi-
tional dry cleaning, they don’t immediately grasp why Hangers’s 
method is better for clothes, employees, and the environment. 
Write a post for the company blog, explaining why Hangers is 
diff erent. Limit yourself to 400 words. You can learn more about 
the company and its unique process at  www.hangerskc.com .  39    

  SOCIAL NETWORKING SKILLS 

  18. Message Strategies: Marketing and Sales Messages; 

Media Skills: Social Networking  [LO-4],  Chapter   7       Curves 
is a fi tness center franchise that caters to women who may not 

www.podcastbunker.com
www.podcastbunker.com
www.hangerskc.com
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feel at home in traditional gyms. With its customer-focused and 
research-based approach, Curves has become a signifi cant force 
in the fi tness industry and one of the most successful franchise 
operations in history.  40     
  Your task:   Read the Overview and History sections at  www
.curves.com/about-curves . Imagine that you are adapting this 
material for the Info tab on the company’s Facebook page. Write 
a “Company Overview” (95–100 words) and a “Mission” state-
ment (45–50 words).  

  SOCIAL NETWORKING SKILLS
TEAMWORK SKILLS 

  19. Message Strategies: Marketing and Sales Messages; 

Media Skills: Social Networking  [LO-4] ,  Chapter   7      You chose 
your college or university based on certain expectations, and 
you’ve been enrolled long enough now to have some idea about 
whether those expectations have been met. In other words, you 
are something of an expert about the “consumer benefi ts” your 
school can off er prospective students.   
  Your task:   In a team of four students, interview six other stu-
dents who are not taking this business communication course. 
Try to get a broad demographic and psychographic sample, 
including students in a variety of majors and programs. Ask 
these students (1) why they chose this college or university and 
(2) whether the experience has met their expectations so far. 
To ensure the privacy of your respondents, do not record their 
names with their answers. Each member of the team should then 
answer these same two questions, so that you have responses 
from a total of ten students. 

 Aft er compiling the responses (you might use Google Docs 
or a similar collaboration tool so that everyone on the team has 
easy access to the information), analyze them as a team to look for 
any recurring “benefi t themes.” Is it the quality of the education? 
Research opportunities? Location? Th e camaraderie of school 
sporting events? Th e chance to meet and study with fascinating 
students from a variety of backgrounds? Identify two or three 
strong benefi ts that your college or university can promise—and 
deliver—to prospective students. 

 Now nominate one member of the team to draft  a short 
marketing message that could be posted on the Notes tab of 
your school’s Facebook page. Th e message should include a 
catchy title that makes it clear the message is a student’s per-
spective on why this is a great place to get a college education. 
When the draft  is ready, the other members of the team should 
review it individually. Finally, meet as a team to complete the 
message.  

  MICROBLOGGING SKILLS 

  20. Message Strategies: Marketing and Sales Messages; 

Media Skills: Microblogging  [LO-4] ,  Chapter   7      Eff ective mi-
croblogging messages emphasize clarity and conciseness—and 
so do eff ective sales messages.   
  Your task:   Find the website of any product that can be ordered 
online (any product you fi nd interesting and that is appropri-
ate to use for a class assignment). Adapt the information on the 
website, using your own words, and write four tweets to promote 
the product. Th e fi rst should get your audience’s attention (with 

an intriguing benefi t claim, for example), the second should 
build audience interest by providing some support for the claim 
you made in the fi rst message, the third should increase readers’ 
desire to have the product by layering on one or two more buyer 
benefi ts, and the fourth should motivate readers to take action 
to place an order. Your fi rst three tweets can be up to 140 char-
acters, but the fourth should be limited to 120 to accommodate 
a URL (you don’t need to include the URL in your message, 
however). 

 If your class is set up with private Twitter accounts, use your 
private account to send your messages. Otherwise, email your 
four messages to your instructor or post them on your class blog, 
as your instructor directs.   
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R
 eports and presentations offer important opportunities 

to demonstrate your value to the organization. 

Depending on the project, you might analyze complex 

problems, educate audiences, address opportunities in the 

marketplace, win contracts, or even launch an entire company 

with the help of a compelling business plan. Adapt what 

you’ve learned so far to the particular challenges 

of long-format messages, including some 

special touches that can make formal 

reports stand out from the crowd. Learn 

how to plan effective presentations, 

overcome the anxieties that every 

speaker feels, and respond to questions 

from the audience. Discover some tips 

and techniques for succeeding with the 

Twitter-enabled  backchannel  and with 

online presentations. Finally, complement 

your talk with compelling visual materials 

and learn how to create presentation slides 

that engage and excite your audience.  
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