
MIT Sloan Communication Program     Teaching Note                JoAnne Yates 

Active Listening and Reflective Responses 
One of the basic building blocks of communication--and one of the most difficult skills 
to learn and practice--is effective listening. We all spend much of our time hearing 
other people speak, but not necessarily listening to what they are really saying. 
Instead, for example, we daydream, start formulating responses before hearing the 
whole point, and interrupt to make a tangential comment. Meanwhile, we have failed to 
understand the speaker's real point and the thoughts or feelings underlying that point. 

As a consultant or manager, you will be called on to listen in many different contexts 
. and for many purposes. You will need to gather data about a problem in order to help 

solve it. You will need to listen to a subordinate's career problems in order to help hm 
develop. You will need to understand the point of view of another person in order to 
carry on effective negotiations for somethng you want from her. You will need to 
interview candidates for positions in your group. Before you can communicate 
effectively as managers you need to learn some useful approaches and techniques for 
effective  listening. This  teachng note describes active listening, a comprehensive 
approach to the task of listening It also describes reflective responses, a particular 
responding technique that is based upon Western concepts of the role of feelings in 
interpersonal relationships. Reflective  responses can be especially useful in certain 
types of listening situations. 

Active Listening 
Active listening is a term often used to describe a general approach to listening that 
helps you gain more information, improve your understanding of other points of view, 
and work cooperatively with superiors, subordinates, and peers. This approach 
requires not just that you learn and remember more of what the other party has said, but 
also that you communicate your interest and involvement to that party, as well. Active 
listening requires effective use of verbal and nonverbal communication, as well as 
mental and emotional discipline. 

An active listener: 

Looks and sounds interested in the speaker. By conveying your interest, 
you can encourage the speaker to communicate more extensively and to clarify 
and expand on thoughts and feelings. Communicate your interest by 
maintaining good eye contact. (In American culture and many Western 
cultures, this means looking into the other person's eyes much, though not all, 
of the time. Too much eye contact may make the speaker feel self-conscious, 
but too little will make him feel  ignored). Maintain a body position and facial 
expression that indicate attentiveness, not boredom. Nod encouragingly to 
show understanding and interest. Avoid drawing, playing with your pen, or 
 other distracting behaviors. (Conversely,  try not to be distracted by the 
speaker's mannerisms.) Use vocalizations such as "uh-huh" and "yes" to 
encourage him to continue. 

Adopts the speaker's point of view. You will understand and remember 
the speaker's points most effectively if you try to see things from her point of 
view, at least initially. Try to listen, not to interrupt, finish sentences, or rush 
the speaker. Most of all, try to suppress your initial reactions and to hear and 
understand the speaker's perspective. Try to listen and respond from the 
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speaker's frame of reference, not your own. Listen for her feelings, not just her 
words. Try  to  empathize with her position. Depending on the context and 
purpose of your communication, you may later shft  modes into a discussion in 
which  you also present your own point of view, but to be a good active listener, 
you shouldn't do  that until you thoroughly understand the speaker's point of 
view. 

Clarifies the speaker's thoughts and feelings. You will listen better if 
you are not talking too much yourself. When you are in active listening mode, 
limit your talking to things that  will contribute to getting the fullest informational 
and emotional content from the speaker. Avoid inserting your own marginally 
related experiences and minimize interruptions. When the speaker pauses, ask 
open-ended questions (e.g., "How do you feel about X?" "Tell me about X." 
"What concerns you about X?") rather than questions that can be answered in a 
single word or phrase ("Are you satisfied with X?" "Is X on schedule?'). Use 
reflective response techniques (described in more detail below) to check the 
accuracy of your understanding of the speaker's ideas and especial1y  feelings 
(e.g., "So you are frustrated at your inability to progress on X?"). 

You may adapt active listening techniques to different types of listening, with your role 
ranging from minimal intervention to more active solicitation and even into giving 
advice, depending on your needs. 

Reflective Responses 
Reflection, or reflective response technique, borrowed from certain types of counseling 
techniques,  is designed to elicit as full a sense as possible of the speaker's thoughts and 
especially feelings. It is a way of helping someone explore her own personal 
meanings. This technique involves reflecting back to the speaker what you believe she 
has said in order to verify (or clarify) your understanding and to encourage the speaker 
to continue elaborating on her point of view.* An active listener is already using 
aspects of this technique, but reflection requires taking even greater care in the 
following areas: 

Reflect the speaker's thoughts and feelings. Restate what you believe 
the speaker has said to check for the accuracy of your understanding (e.g., "So 
you couldn't finish the assignment on time." "Then you think the time allotted 
was inadequate?"). Even more importantly, reflect back the speaker's feelings 
as you have heard or inferred them (e.g., "You seem to feel anxious because 
you couldn't finish the assignment on time."). This interpretation of feelings is, 
of course, more tricky in that it often requires you to read between the lines, to 
infer feelings underlying what has been said (e.g., "You seem angry about the 
reorganization," rather than "So the department was reorganized."). Thus you 
may want to use wording or voice tone make your inferences into questions, 
rather than statements (e.g., "So you feel anxious because you couldn't finish 
the assignment on time?" "Do you feel anxious because you couldn't finish the 
assignment on time?"). 

Respond rather than lead the conversation. Let the speaker's thoughts' 
and feelings be your guide in the conversation. Don't guide the conversation by 
asking questions or interjecting ideas or suggestions that take the speaker into 

*This description of the technique is based on Chapters 9 and 10 of Interpersonal Behavior: 
Communication and Understanding in Relationships, by Anthony G. Athos and John J. Gabarro 
(Prentice Hall). 
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new areas of interest to you (e.g., "Have you thought about X?" "Maybe you 
should ask about Y ."). Instead, respond to and reflect back what he actually 
said or what you sense is implied by what he said (e.g., "So you feel trapped 
by this project?"). Try to stay within the  speaker's frame of reference, rather 
than asking questions or making suggestions that come from your own frame of 
reference. Even asking "Why?" may distract the speaker from one line of 
thoughts or feelings into defending and justifying feelings or actions. 

Respond to feelings, rather than content. As suggested earlier, feelings 
are generally a better indication of personal meanings than content is. Thus you 
will help the speaker's self-exploration more by responding to her feelings 
(e.g., "So you resent Susan's frequent absences?") than to the content (e.g., 
"How often was Susan out of the office?") There is a corollary to this 
guideline: You can get at a person's feelings better by responding to the more 
personal  aspects  of what she says. Whenever possible, choose the specific, 
personal points (e.g., "So your subordinate, John, tends to challenge you in 
front of others.") rather than the abstract generalizations (e.g., "So the firm's 
hierarchy is weak ") to respond to and reflect back at the speaker. This 
encourages her to explore those personal feelings more thoroughly and to make 
clear her own assumptions. 

Reflective vs. Directive Responses 
Obviously, this reflective  technique  is not always appropriate to the circumstances  and 
to your needs or purposes. At times you may want to be more directive and less 
refective in your interactions. You may want to argue, advise, or confront. Thus once 
you have learned to use the reflective mode of listening, you need to consider when to 
use it, when to shift  from that mode to a more directive mode, and when not to be 
reflective at all. Here are some reasons and times for using this reflective technique: 

When you need or want to understand the other person's feelings more 
completely 
When you sense that the other person has not yet revealed his thoughts and 
feelings about the situation 
When you sense that the other person is not sure of his true feelings 

Thus active listening with reflective responses is often the first stage of an interaction. 
Then, once you feel you really understand the person's perspective, you can switch to a 
more directive or confrontational or persuasive stance. Here, you can lead as well as 
respond and speak from your own frame of reference as well as the other person's. 

Conclusion 
Listening is a critical communication skill for managers and consultants, as well as for 
all of us in our personal lives. Advising someone well on a career, personal, or 
organizational issue requires that you understand that person's point of view. You 
can't negotiate effectively until you understand what the other person wants. Effective 
persuasion depends on a clear understanding of the other person's perspective. In  all 
of these situations, active listening, often beginning with reflective responses, is crucial 
to achieving your ultimate communication objectives. 

Active listening is a skill that, like other communication skills, must be developed. It 
does not come naturally to most of us. Practicing active listening and particularly 
reflective responses can feel artificial when these skills are isolated from a real 
communication need. Still, only by practicing can you develop these skills and then 
integrate them with your other communication skills. 
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Sloan Communication Program___________________________            Teaching Note
 

 CLEAR AND CONCISE WRITING 
 

You should: 
 
1. Identify characters. 
 
 Sentences should be about someone or something.  Characters can be concepts, 
 theories, institutions, etc., as long as your readers can identify a “who” in the  
 sentence. 
 
 NOT: Decisions in regard to the launch of the new product rests with 
 senior management. 
 
 BUT: Senior management must decide whether or not to launch a new product. 
 
2. Use verbs to name actions. 
 
 Actions can be physical movements, mental processes, feelings, relationships 
 as long as the sentence tells a story about someone doing something. 
 
 NOT: Our lack of knowledge about the condition in the factory precluded a  
 determination of committee action effectiveness in fund allocation to those areas 
 in greatest need of assistance. 
 
 BUT: Because we knew nothing about the condition of the factory, we 
 couldn’t determine how effectively the committee had allocated funds to areas 
 that most needed assistance. 
 
3. Structure your prose according to readers’ expectations. 

 
A. Have subjects followed by their verbs as soon as possible. 
B. Every unit of discourse (e.g., phrase, clause, sentence, paragraph) should 

serve a single function or make a single point. 
C. Use the “topic position” (i.e., at the beginning of the sentence) to give the 

reader perspective, linkage, and context. 
D. Place in the “stress position” (i.e., material that arrives at the end of the 

sentence) new information you want the reader to emphasize. 
E. In general, provide context before asking the reader to process any new 

material.* 
 
 
 
• Adapted from:  George D. Gopen and Judith A. Swan, “The Science of Scientific Writing,” American 

Scientist, Volume 78, pp.550-558. 
 
You should try to avoid: 
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1. Nominalizations 
 
 Nominalizations are verbs that have been turned into nouns.  For example: 
 
   discover  into  discovery 
   move   into  movement 
   fail   into   failure 
 
 NOT: A review was done of the records of the personnel department. 
 BUT: We reviewed the personnel department records 
 
2. Stacked Nouns 
 
 Stacked nouns occur when two or more nouns are used in a row unnecessarily 
  
 NOT: Based on an extensive training needs assessment review. 
 
 BUT: After we extensively reviewed our training needs . . . . 
 
3. Passive Voice 
 
 In the passive voice, the subject expresses the goal of the action.  Use the passive  
 voice if the subject is unknown, or if you want to de-emphasize the subject. 
 
  EXAMPLE: I made a mistake. 
    A mistake was made by me. 
    A mistake was made. 
 
4. Redundancies 
 
 Redundancies come in all shapes and sizes. 
 
 Often words are doubled in English. 
  EXAMPLE: full and complete; true and accurate 
 
 Sometimes modifiers can be redundant. 
  EXAMPLE: personal beliefs; terrible tragedy 
 
 Or categories can be redundant: 
  EXAMPLE: We decided to make the office walls blue in color. 

 
 
 
 
 
5. Negative Constructions 
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 The affirmative usually states things more directly and concisely. 
 
 NOT: Don’t write in the negative. 
 BUT: Write in the affirmative. 
 
6. Misplaced Modifiers 
 
 Misplaced modifiers are “misplaced” because they literally have no place in the 
 sentence.  Watch out for words and phrases such as:  kind of, really, basically, 
 actually, generally, for all intents and purposes. 
 
7. Needless Words 
 
 Remember Strunk and White’s famous dictum:  Make every word tell. 
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Sloan Communication Program 	    Teaching Note 

Conceptual Parallelism 

Visually, a list implies to a reader that its items are comparable.  To make your verbal 
and visual messages match, construct lists so that the items are conceptually and 
grammatically parallel.  In other words, the items should be discrete or non-overlapping, 
and they should all have the same relationship to the title of the list.  The list in the 
following passage, for example, is conceptually parallel: 

Closed-used groups will be charged for usage of the system on an annual basis. 
This fee will depend on three factors: 

•	 How much the group’s members access the system 
•	 How much the group’s external database is accessed by other users 
•	 How much the group uses INET’s consulting services. 

The following list, however, is not conceptually parallel. 

These are the results of our investigation: 

•	 All the steps of the process of production were observed. 
•	 The incoming material control showed that 10% of the raw 

material received is defective; it is recommended to have less than 
2% defective in raw material. 

•	 The incoming raw material was kept separated at Receiving. 
•	 Sampling techniques ascertained that some suppliers were 

furnishing bad lots with more than 20% defective components. 

The first and third items of this list describe how the investigation was carried out, while 
the second and fourth items present the investigation’s results.  The second item also 
presents the standard against which one result should be evaluated. Thus the items relate 
differently to the subheading that precedes them. 

The following list also violates conceptual parallelism. 

This is an important study for several reasons: 

a) The drought is over so far as rainfall is concerned, but groundwater  
levels in the NE, SE, and Western regions are still well below normal, 
according to the DEQE. 

b) Water superintendents in these regions are begging for help before the 
next drought in persuading their industrial users that water 
conservation is cost effective. 

c) The proposed study can serve as a persuasive tool by demonstrating 
saving in a cross section of industries, and will be most effective while 
the memory of the last drought is still fresh. 
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Every item in this list is not a reason why this study is important.  Instead, the items form 
an interlocking logical chain that culminates in the final item.  Thus the list format is 
misleading, and the argument would be better presented in paragraph form. 

Are these lists grammatically and conceptually parallel? 

Example 1 

In its study, the task force discovered that excessive breakage occurs when packers fail 
to: 

• Use styrofoam between each layer of test tubes 
• Pad the tubes adequately 
• Seal the cartons securely 
• Meet standards because of inadequate training 

Example 2 

The report made several recommendations for increasing production at the satellite 
facilities: 

• Create a more expertly trained workforce 
• An early retirement policy should be put into effect 
• Implementation of an improved information delivery system 
• Further studies will be done to gauge worker satisfaction 

Example 3 

We should discontinue working with our supplier: 

• He is late with shipments 
• We must shut down the assembly line while waiting for needed parts 
• Delays cause missed deadlines 
• The cost to the company is in hundreds of thousands of dollars 
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Sloan Communication Program___________________________            Teaching Note
 

CONSTRUCTING A LOGICAL ARGUMENT 
 
 
The purpose of most business writing is to recommend some course of action ("we 
should open a branch office in Duluth"; "management should institute a policy of 
reimbursing employees for overtime"; "we should purchase laptops for the marketing 
department").  As a person making the recommendation, it is your job to back it up with a 
well-constructed, well-supported argument.  As a person making a decision about 
whether or not to follow a recommendation, it is your job to determine whether or not the 
argument is logical.  
 
Rational arguments are built upon evidence that leads to a conclusion through an 
accepted pattern of reasoning.  (These patterns are sometimes called "warrants.")  The 
validity of the argument should be tested by evaluating both the data cited and the 
reasoning process used to connect the evidence to the conclusion. 
 
 
Keys to a Convincing Argument 
 
Arguments are weakened when their authors obscure the main point of the argument, 
neglect to include crucial evidence, oversimplify or complicate the issue, or don't 
anticipate counter arguments.  To make your arguments as convincing as possible, 
include the following: 
 
 

A clear and delimited statement of the subject.  Make sure the audience 
understands exactly what you are arguing for or against, or what you are 
recommending.  Don't confuse the issue by trying to argue for two or more things 
within the same communication.  (If you are trying to convince your superior to 
allow you to hire additional staff, it is probably not the time to argue for 
additional equipment as well.) 

 
A definition of all terms used in the argument.  This includes both words that 
may be unfamiliar to the audience as well as those at high levels of abstraction.  
("In order for the plan to be successful, we will need the cooperation of every 
staff member."  What constitutes "success"?  How are staff members being asked 
to "cooperate"?) 

 
 Adequate evidence.  See below. 
   
 A clear and logical reasoning pattern.  See below. 
 

 Answers to contradictory arguments and evidence.  Any argument contains 
contradictory points of view.  In most cases, it is better to recognize the opposing 
evidence and/or arguments and refute them.  If you cannot refute a point, concede 
it rather than ignore it. 
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Evidence 
 
The evidence you use to support your argument should be reliable:  that is, it should be 
accurate, relevant, representative and sufficient. 
  
Be careful to distinguish a fact, something that is verifiable; from an inference, a 
conclusion based on available evidence; from an opinion, a belief not based upon 
absolute certainty or knowledge, but which nonetheless seems valid to the individual.  
 
 FACT:  George is driving a Mercedes 250SL. 
 
 INFERENCE:  George is doing well financially. 
 [In reality, George could have borrowed the Mercedes, 
 be taking it for a test drive or stolen it.] 
 
 OPINION:  George is a great guy because he is  
 driving a Mercedes. 
 
Three commonly used sources of evidence in business writing are: statistics; examples 
(i.e., specific instances of the general point being made); and the testimonies of experts.    
 
 
Patterns of Reasoning 
 
Facts alone rarely, if ever, convince.  In order to make a persuasive argument, facts need 
to be related to one another in a logical manner.  A logical statement is a conclusion 
based on reasoning.  Logical statements depend on inferences drawn from facts, but are 
not necessarily facts themselves.  If the conclusion (or recommendation) is to be valid, 
the reasoning pattern must follow certain commonly accepted rules.  
 
In Western thought, there are two basic reasoning patterns, inductive and deductive: 
  

Inductive reasoning: In inductive reasoning, individual cases or examples lead to 
a general conclusion.  Inductive reasoning is used both to generalize from 
observations and to identify the cause of a set of phenomenon. 

 
Suppose, for example, that after taking a training seminar with "Write Well, 
International," participants reduce the amount of time it takes them to write 
memos. That observation might lead you to hypothesize that taking a "Write 
Well" seminar increases writing efficiency.  One example of this would not 
necessarily validate the conclusion, but if the same phenomenon occurred four, 
five or a dozen times, the conclusion would be strengthened.  Inductive reasoning, 
then, only leads to the probability of a conclusion.  Every possible instance would 
have to be examined if the conclusion were to be judged valid beyond any doubt.  
Obviously, the larger the sample, the more confident the writer/speaker can be 
that the conclusion is correct.  
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Deductive reasoning:  Deductive reasoning moves from the general principle to 
the specific case. For example, you could draw the following conclusion by 
reasoning deductively: 

 
  Major Premise:  Staff members who have participated in   

the “Write Well, International" seminar write more efficiently. 
 

      Minor Premise:  Sam Jones is a seminar participant.  
 
Conclusion: Sam Jones will write more efficiently.   

 
Together, the above three sentences constitute a syllogism, the classic pattern used in 
deductive reasoning.  Deductive reasoning leads to the inevitability of a conclusion, 
assuming that the major premise and the minor premise are true.  However, using 
deductive reasoning can be tricky since in reality we can examine only a few instances in 
any given situation, and, therefore, it is usually difficult to make a generalization that 
applies to all cases.  
 
Ways to Evaluate an Argument 
 
In evaluating an argument, you need to test both the data and the warrants. 
 
When looking at the data, ask:  What is the source?  Is this a fact, or an inference or 
opinion masquerading as a fact?  Is the evidence accurate?  Is it current?  Is it relevant to 
the argument at hand?  Have the statistics been evaluated properly? Is the authority cited 
really an authority on the subject?  Is the evidence biased in anyway?  Is there enough of 
it? 
 
The following questions should be asked in order to test the reasoning process: 
 
 Inductive:  Are enough examples cited to produce a valid conclusion?  Are the 

instances typical?  Are negative instances accounted for?  If you are attempting to 
identify the cause of a phenomenon through the use of inductive reasoning, ask if 
the data alone is sufficient to bring about the effect, or if some other 
circumstances or events are the cause. 

 
 Deductive:  Are the major and minor premises true?  Is the conclusion based on 

the premises?     
 
Common Reasoning Fallacies 
 
If you examine many arguments closely, you will often find that their authors have used 
techniques which make those arguments shaky and thus their conclusions weak.  The 
following are some examples of the errors in reasoning that can produce faulty 
arguments: 
 

Evading the issue occurs when the real argument is ignored, and something that 
is irrelevant to the main argument is attacked instead. 
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An ad hominem argument attacks the person making the argument rather than the 
issues involved. 

 
A non sequitur results when the evidence does not justify the conclusion. 

 
A circular argument occurs when a debatable point is advanced as true.  (This is 
also called begging the question.) 

 
A false dilemma sets up the premise that there are only two alternatives when, in 
fact, several may exist. 

 
 The error of post hoc, ergo propter hoc ("after this, therefore, because of this”) 
occurs when the case is made that one thing causes something else when, in 
reality, the fact that one thing followed another is simply a coincidence. 

 
A hasty generalization results when too little evidence is offered or the evidence 
is not representative. 

 
A false analogy is produced when things are alike in some ways but are 
dissimilar in more fundamental ways, making a valid comparison impossible.  
(Note: the use of analogy, in which two different things are compared, can be a 
useful tool in argumentation.  As implied above, however, you need to be careful 
that the dissimilarities between the two things being compared don't negate the 
validity of the comparison.)  

 
Emotional Appeals 
 
Emotional appeals can be a powerful means of persuasion.  If you study examples of 
propaganda, for instance, you will see that propagandists make liberal use of emotional 
appeals.  Common techniques used by communicators who want their audience to 
respond emotionally rather than critically include:  making a connection to an authority 
figure (notice how American politicians love to refer to Thomas Jefferson, Franklin 
Roosevelt or John F. Kennedy); calling for people to support an idea or course of action 
because everyone else is doing it (called "band-wagoning"); or using stereotypes 
(especially if one group of people are labeled as the source of common trouble). 
 
Issues that you deal with may have an emotional side to them, and it might be quite 
proper to identify that emotional component.  ("The west wing of the factory should not 
be razed because it housed the earliest experiments in widget production, and thus is an 
important part of our company history.")  But you have a responsibility to combine 
emotional appeals with concrete pieces of data that are woven together in a logical, 
rational manner.  This will create the strongest argument possible, and one which will be 
able to withstand an equally well-reasoned critique.        
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Sloan Communication Program                         Teaching Note 
Difficult Conversations 

 
 
Exercises to help you practice difficult conversations 
 

A)  Reread the Dashman case from Mr. Larson’s perspective. Suppose he really 
wanted to help Ms. Post. Or suppose that his continued employment hinges upon 
her success, and the positive relationship between them.  What might he have 
done differently? Might have prepared a “background” memo she could have read 
prior to committing to her decision.  Might he have talked to her about his 
willingness to help her in any way, particularly in terms of “company culture.” 
Might he have offered to introduce her around a bit?  In general, he might have 
done more to convince her he would be part of the team, and inform her in ways 
that were helpful and NOT challenging  
 
B)  Reread the Sacramento case from Hausman’s point of view, with the 
assumption that the protagonist is the son of the president of the company.  What 
might Hausman have done to forestall the problem now on his hands??  Might 
have gone over his assignment with the protagonist, making sure he understood 
the new expectations? Might have talked with him about his experience with 
Compton, and use that opportunity to highlight differences in managerial style?  
In general, might he have spent more time preventing a flap from happening, 
thereby saving the HUGE amount of time that will be spent explaining himself to 
the president? 

 
Guidelines for Managing Difficult Conversations 
 
These situations are difficult because they involve a direct threat to the person’s career.  
The same type of threat is involved in, for example, seeking a raise or a promotion, 
resolving a conflict with another employee, or arguing against a company strategy or 
policy. “Going along” is sometimes good advice, but not always; there are times when 
you can and must stand your ground.  Different situations will require different 
approaches, but there are some general rules to keep in mind. 
 
1. BE STRATEGIC—Who is your audience?  When is the best time to talk to this 

person?  What is his/her attitude toward you?  What is the best way to frame your 
argument for this audience?  Who are you?  What do you want to achieve?  What is 
the context in which this request is being made?  Example:   If the company is 
reporting a loss for the quarter, budgets are being slashed, and your performance is 
way below last year’s, there is no strategy other than dumb luck that will work in 
getting you a raise.  But that might be a good time to bring up the cost-savings ideas 
that got no attention last year. 
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2. PICK YOUR GROUND—Never let yourself be pushed into a confrontation.  Taking 
on an issue demands a strategy, and a good strategy involves a good time and a good 
place.  Picking your ground also means only going to the wall for things that really 
matter.  Remember the saying “Act in haste, repent at leisure”?  It’s true. 

 
3. KEEP IT PRIVATE—Never have it out with a superior in public; you will not win.  

No matter how right you are, your superior will be thinking about how he/she looks in 
front of the other employees rather than about what you are saying.  Keeping it 
private also means not trying to use others as leverage.  Saying, “The other managers 
agree with me on this” sounds good to you, but sounds like mutiny to your superior.  
The better plan is to talk with the other managers about the issue to get an idea of 
where they stand, and then volunteer to “find out” what they think if your superior 
demands that you do so. 

 
   
4. MAKE IT PART OF SOMETHING GOOD—It’s not your brilliance or someone 

else’s stupidity you want to talk about; rather, it’s how you implement the company’s 
plan, follow the CEO’s lead, build teamwork, meet the demands of the marketplace, 
answer the needs of the customer, etc.  Example: “I’m sorry Doug sees it that way.  
From my standpoint, I am just doing everything I can to make last year’s record 
performance by my group even better this year.” 

 
5. BE ANTI-CONFRONTATIONAL—By this we mean AVOID confrontation by 

practicing good communication.  It takes time, but it works.  And it doesn’t take 
anywhere near as much time, effort, worry and stress as confrontation does. If you 
deserve a pay increase or a promotion, and you don’t get one, maybe nobody knows 
the reasons you deserve it.  If you have disputes with another employee, maybe it’s in 
your interest to resolve them together rather than have a superior come in and do it.  
Note that in the two cases we read, it is the ANTICIPATION of a problem that leads 
to some possible solutions; waiting for the problem to arrive means it IS a problem. 

 
 
6. BE A TEAM PLAYER—You did everything right, you got the chance to deliver 

your well-thought-out message and…nothing.  Still no sale.  OK, accept the decision, 
thank the person for his/her time, and SEEK ADVICE. If it’s salary or promotion, ask 
what you would have had to do to qualify.  If it’s a dispute, ask the person how he/she 
would have handled it.   

 
These situations are always challenging, but they always hold within them some kind of 
opportunity.  Go into such situations as few times as possible, but get something out of 
every one.  Remember, these are stressful for your audience as well.  If you are 
successful in getting what you sought, make sure you also have the resources/ 
authorization or whatever else you need to get it done BEFORE you leave.  You really 
don’t want to go back for at least a little while!  If you don’t get what you want, seek 
advice on how to get it the next time.  Remember, this lets you “make it part of 
something good”—the boss’s sound advice! Finally, be aware that right after the boss 
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says “No” to one of your requests, he/she may be looking to say yes to something else, 
particularly if it’s small relative to what you originally asked for.  WWII bombers always 
had secondary targets in case they couldn’t get the primary ones, and so should you.  No 
raise?-- How about an early salary review?  No changes in the marketing plan?—How 
about including you in the early planning stages next time? 
 
In the end, though, nothing works as well as NOT having to get into confrontations.  
With the right strategy, you can succeed, but there are always risks. Using good 
communication skills allows you to anticipate many confrontations, and defuse them 
before they can develop into real threats. 
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M I T  S l o a n  C o u r s e w a r e  

Using Figures in Text and as Attachments 
J o A n n e  Y a t e  s  

When you have figures to present in a written document, you must decide where to present them (within the text itself or 
as attachments) and what form (table, graph, diagram) to use.  Your decision should be based on your readers’ needs 
and preferences, as well as on your purposes. 

Where to Present Figures 

Today’s word processing software makes it easier to present displays in the text itself than it used to be.  You should 
distinguish, however, between those that ought to be in the text and those that fit better as attachments.  Normally, figures 
that are important to understanding the main flow of the document and need to be seen by all readers should be placed in 
the text, rather than at the end.  Those that provide additional details that some, but not all, of the audience will want to 
see should typically be added to the end as attachments.  Whether figures are in the body of the document or attached, 
you should refer to them in the text, telling the readers where to find the figure and what its point is (see reading on the 
use of exhibits).  

Often, a longer report or proposal will have one or more appendices to provide back-up materials such as tables, text, 
examples of survey questionnaires, and calculations.  Each coherent set of materials forms a separate appendix usually 
designated by a letter of the alphabet.  The body of the report should include at least one reference to each designated 
appendix. 

What Format to Use 

When your figures are intended to convey data, you will need to decide what form they should take, based on your 
readers’ needs and interests, as well as on your purposes. Basically, a graph is better for conveying the general 
significance of data, while a table provides more exact data. 

Graphs: If your audience is busy and wants or needs the general significance of the data without the exact details, 
use a graph or chart rather than a table.  Graphs are much better than tables at revealing general trends, 
relationships, and proportions.  They also have much greater impact.  The significance of a well-designed graph 
should be immediately clear, while the significance of a table is determined only by examination.  In addition, 

© JoAnne Yates, rev. 2004 
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M I T  S l o a n  C o u r s e w a r e  U s i n g  F i g u r e s  

research shows that people tend to remember the meaning of data presented in graphs longer than that of data 
presented in tabular form. 

Based on the data in Figure 1’s table, the bar graph in Figure 2 shows at a glance the trends in one company’s 
dividends per share.  For many stockholders this general trend is enough.  If you want the impact of a graph but your 
audience is likely to want the exact figures as well, you can provide both by adding the figures to the graph, as 
Figure 3 does with the earnings per share data. 

Note the simplicity of these graphs.  In using graphs, be careful not to clutter or distort them with what Edward R. 
Tufte calls “chartjunk.”1  Such decorative efforts distract the audience from, or manipulate their reactions to, your 
data. 

Tables: If your readers are familiar with the general significance of the data but want or need the exact figures, use 
tables. The tabular data shown in Figure 1 takes more time to absorb and has relatively low initial impact, but it is 
exact. Some specific types of audiences (e.g., engineers, financial analysts) prefer tables to graphs for many 
purposes. In addition, some quantitatively oriented individuals distrust graphs in general and prefer to deal only with 
figures. If your audience is likely to distrust graphs or prefers tables, you should obviously use tabular data. 

In longer documents, you can often gain the advantages of both tables and graphs by using a graph in the text and 
providing tables as attachments or appendices. This approach is particularly useful when you have multiple readers with 
different interests and needs. 

In incorporating figures into your documents, take the audience’s needs, preferences, and norms into account.  A figure is 
effective in relation to the document’s audience and context, not independent of them. 

1  Edward R. Tufte, The Visual Display of Quantitative Information, 2nd ed. (Graphics Press, 2001). 
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M  I T  S  l o  a  n  C o  u  r  s e  w a r e  U s  i n g  F i g  u r e  s  

Sample Tables and Graphs 

Figure 1.  Selected Consolidated Financial Data 

1994 1995 1996 1997 1998 

Earnings per common share ($) 3.68 2.81 3.41 4.17 4.22
 

Dividends per common share ($) 2.24 2.40 2.60 2.76 2.92
 
Source: Annual Report, XYZ Corporation, 1999.  

The table has less impact than Figure 2 and Figure 3, but provides as much detailed data as desired. 

 Figure 2.  Dividends per Common Share, 1994 – 1998 
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Source: Annual Report, XYZ Corporation, 1999. 

This graph reveals the trend immediately, and has high impact. 

Figure 3.  Earning per Common Share ($), 1994 – 1998 
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Source: Annual Report, XYZ Corporation, 1999. 

This graph retains high impact but also provides exact data with data labels. 
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Sloan Communication Program*	      Teaching  Note  

INTERCULTURAL COMMUNICATION 

As the U.S. economy becomes increasingly international, and the global economy 
increasingly competitive, U.S. businesspeople must be able to communicate effectively 
with people from other cultures.  The costs of cultural miscommunication--lost 
opportunities and profits, embarrassment, and major mistakes--are too large and too 
frequent to allow us to ignore critical cultural differences or to dismiss other cultures as 
quaint, illogical, or wrong. 

Effective cross-cultural communication requires that we understand what a culture is, and 
the ways in which it affects every aspect of life.  Today, a growing number of companies 
are investing resources toward training employees in intercultural communication 
utilizing either in-house programs or consultants. 

Culture has been defined as the “collective mental programming of the people in an 
environment”; the values and perspectives shared by people who are “conditioned by 
similar education and life experience.”1  In this sense, culture is difficult to change, 
because it is not only shared by a large number of people but “crystallized” in such 
structures as the family, religious organizations, forms of government, work 
organizations, law, and literature. Because it is crystallized in every layer of society, 
culture is like a hidden mass of an iceberg, whose tip is a society’s visible customs and 
styles. The mass may be invisible, but if you fail to navigate around it, you can be 
shipwrecked. 

General Guidelines 

To avoid shipwreck, as people doing business in and/or with other cultures, we should: 

•  Learn that differences in behavior or style reflect much deeper cultural values,  
 such as how individuals view time and space, how collective or individualistic 

a culture is, or how success is defined. 

•	  Try to identify the assumptions and values of our own society, so we know  
what (often unconscious) biases govern us. 

•	  Try to avoid ethnocentrism, the belief that our culture is superior to others, 
which is often so deep-seated that it is not consciously felt. 

* This note was authored by Lori Breslow, Sloan Communication Program, Sloan School of Management, 
MIT. 

1 Geert Hofstede, “Motivation, Leadership, and Organization: Do American Theories Apply Abroad?” 
Organizational Dynamics (Summer 1980), 43. 

2 Ibid. 
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•	  Become aware of and anticipate the differences in norms, values, and behaviors 
 of people from different cultures, and learn to respect and accommodate those 
differences. 

Perceptions/Values that Differentiate Cultures 

Following are some issues to consider when thinking about cultural differences.  They are not 
meant to be all-inclusive.   

Individualism versus collectivism:  Some cultures value individual initiative and 
independence; the individual seeks his/her own identity, makes decisions based upon his/her 
own beliefs, and is responsible only for him/herself and his/her immediate family. 
In other cultures, identity is conferred by one’s group; the extended family, clan, and/or 
organization provide the individual with security, protection, and values, and often make 
important life-defining decisions for him/her.  Individualism focuses on individual freedom; 
collectivism on group stability and consensus. 

High-context versus low-context cultures:3 How explicit individuals must be when 
they are communicating with one another, that is, how directly they must state what they 
want each other to know, can be expressed as a function of whether they live in a high-
context or low-context culture. When the culture is relatively homogeneous and provides 
those living within it with a high degree of common knowledge, the culture is defined as 
high context, and less information must be explicitly stated.  When individuals living in the 
same culture have relatively less in common, the culture is said to be low context, and 
people must be more explicit in their communication. 

Perception of space:  People from different cultures vary in how much space they perceive 
is needed between themselves and others.  For example, individuals from Middle Eastern 
and Mediterranean cultures tend to be comfortable with less personal space than is generally 
desired by North Americans and northern Europeans.  Thus, if a person from a Middle 
Eastern culture stands as close to a North American as his/her culture dictates is acceptable, 
the North American is likely to feel uncomfortable because his/her space has been 
“invaded.” The way in which organizations designate space (who sits where and how much 
room they are given) also reveals a great deal about status and values in an organizational 
culture. 

Perception of time:  There are also distinct differences between the way in which cultures 
observe and value time.  Some cultures are time-oriented to a high degree (as evidenced by 
their numerous phrases about “saving time,” “buying time,” “investing time,” and “wasting 
time”), while others are less preoccupied with “merely time.”  There are also cultural 
differences in time-orientation, that is, in attitudes about the past versus the future.  Some 
cultures revere the traditions and customs of the past, and look for past precedent to justify 

   The term “contexting,” as we are using it here, was first coined by the anthropologist Edward Hall, 
who has done much to advance our understanding of the more subtle variables that create culture.  
Among Hall’s most important books are The Silent Language (1959), The Hidden Dimension (1966), 
Beyond Culture (1976), and The Dance of Life: The Other Dimensions of Time (1983). 

3
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innovation and change. Other cultures are less concerned with past precedent, and use 
projected future benefits to justify innovation and change. 

Importance of hierarchies:  Some cultures particularly value formal roles and structured 
hierarchies, and place great importance on the respect and deference that must be paid to 
one in a higher position. Other cultures put greater emphasis upon open, informal 
relationships. All cultures and organizations have hierarchies of some kind; differences are 
demonstrated by what hierarchies are based on, and how important and constraining they 
are. 

Other issues or concerns that might be useful in thinking about cultural diversity include: 

• The nature of change (is it viewed as positive or negative?) 
• Importance and rigidity of gender roles 
• Criteria/definitions of success 
• The nature of authority 
• The nature of humor (what is humorous?) 

Communication Practices that Differentiate Cultures 

Just as values and perceptions vary from culture to culture, so do specific communication 
practices. Thus to conduct business with those from different cultures, you must understand the 
communication practices of that culture.  Below are a few of the areas in which you may expect 
to find differences between cultures: 

Emphasis on task versus relationship-building:  People from the U.S. often pride 
themselves on getting down to business quickly and efficiently.  In many other cultures, 
including most Asian and Latin American countries, such an immediate focus on task might 
seem inappropriate.  Instead, these cultures put a premium on first developing relationships 
based on such non-business factors as common schools, family connections, and similar 
interests. 

Role of written communication:  In large and established U.S. firms, written 
communication plays an important role in informing and persuading people, as well as in 
documenting information, positions, and decisions.  Written communication is viewed  
differently in other cultures. In Japanese firms, for example, it usually plays a more 
ceremonial and documentary role.  Oral agreement for a proposed action is generally 
achieved before anything is written down. Then the written memorandum with the proposal 
is circulated to gain official approval from all involved.  Thus you wouldn’t want to propose 
something initially in writing when working in that culture. 

Role of meetings:  In U.S. business, meetings are often conducted so that people 
can come together to discuss a project, an issue, or an initiative.  Sometimes, meeting 
participants “brainstorm” with one another, proposing ideas and then discussing their pros 
and cons. In other cultures, as Japan for example, decisions are forged behind the scenes, so 
that by the time a meeting is held, consensus has already been reached. 
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Patterns of reasoning and argumentation:  The ways in which people from different 
cultures structure an argument and reach conclusions can vary considerably.  U.S. business, 
for example, tends to favor “direct structure,” in which the main point or recommendation 
appears first followed by subarguments and evidence.  In other cultures, the use of direct 
structure may seem brusque or even rude; in these cultures, the main point may be 
deliberately ambiguous, buried, or never even stated.  In the West, arguments are to be 
supported by objective, neutral, often quantifiable “facts.” Individuals in other cultures 
believe information cannot be separated from the speaker or writer, and, therefore, they tend 
to rely more on intuition or emotion to substantiate ideas.  

Level of formality in interpersonal communication: In the U.S., interpersonal relations 
between business acquaintances tends to be very informal, with first names often used after 
one telephone call or meeting.  Not all cultures are so informal in their business interactions.  
The British, for example, may find American familiarity a bit pushy, and the Japanese are 
likely to find it highly inappropriate, especially when the two people are of different ages 
and at different organizational levels. 

Oral presentation style:  In most U.S. firms, a relatively lively and informal presentation 
style is favored. The use of extensive gesture and movement should also work well in 
France and Italy, for example, but might seem excessive in Finland or Japan. 

Nonverbal communication behaviors:  Nonverbal cues and behaviors vary from 
one culture to another. For example, people from the U.S. are taught to use direct eye 
contact when talking with one another; in many Asian cultures, it is considered improper or 
rude to look directly at another person throughout a discussion.  There are also norms 
concerning touching behavior (who may touch whom and where) and for the use of silence 
(is silence considered valuable or detrimental to communication?).  When conducting 
business with a person who does not speak the same language, nonverbal behaviors may be 
useful in helping to clarify meaning.  For example, pauses may provide opportunities for 
people to digest information or ask questions.   

Qualities Required for Successful Cross-Cultural Communication 

Successful cross-cultural communication requires not only knowledge and preparation, but the 
following critical qualities:   

Patience--a willingness to accept ambiguity, confusion, frustration. 

Tolerance--a fair and impartial attitude toward differing values and those who hold them. 

Objectivity--an ability to elicit all necessary information and weigh it from the  
             perspective of both sides before making a judgment.   

Empathy--an ability to put yourself in another’s position and to anticipate another’s 
reaction to a situation. 
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Respect--a willingness to esteem and learn from the culture of others, no matter how  
different from you own.4 

Although we tend to emphasize the differences among cultures, it’s also important to note that 
there are differences within cultures. There are distinctions between regions (for example, 
northern and southern Italy), between ethnic groups within a culture, between organizations 
(IBM and Apple), and, of course, between individuals.  Thus, we have to be careful about 
making sweeping cultural generalizations and about applying those generalizations to the people 
with whom we are doing business.  To avoid that danger, cultivate the five qualities above. 
Anticipating and understanding differences will increase the effectiveness of your intracultural 
and intercultural communication. 

When dealing with other cultures, the ultimate goal is not only to respect differences, but to 
value them. 

© 1997 Lori Breslow  Sloan Communication Program 

4 Teaching Methodology and Concepts Committee, “How to Teach Intercultural Concepts in a Basic 
Communication Class,” The Bulletin (September 1988), 3. 
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Strategic communication = 
 
Thinking purposefully about your 
message, which will allow you to 
 
  
  Interact effectively with 
others      Achieve your goals 
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A communication strategy requires 
analyzing certain variables . . . 

Audience 

Purpose 

Communicator 

Communication for Managers 

C     O     N     T     E      X       T 
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. . . and then making       
certain decisions 

Content Structure 
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Structure can be relatively direct 
or indirect 

Direct Indirect 
Main points followed    Subsidiary points 
by subsidiary points      preceding main point 

Recommendation    Arguments leading 
backed by arguments   to recommendation 

     

Persuasive 

Informative 
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. . . and then making       
certain decisions 

Content Structure 

Style Channel 

Communication for Managers 
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

37
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Think about cognitive processing 
constraints when deciding on 

structure 
Most 

Least 

Beginning End 

Typical  
extent of  
audience  
recall 

Position in talk or document 
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The rhetorical situation can also 
affect structure 

Audience 
Involvement Low 

Direct  
Structure 

High 

Audience 
Bias 

Positive 

Direct  
Structure 

Negative 

Your 
Credibility 

Direct  
Structure 

High 

Indirect 
Structure 

Low 
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To decide on a structure, you 
need to balance factors 

Cognitive  
Processing  

Factors 
Rhetorical  

Factors 

Factors affecting  
general audiences 

Factors affecting 
specific audiences 

 Memory curve 
 Cognitive framework 

 Audience bias 
 Audience involvement 
 Context 
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Lecture Overheads: 

Presentations 

Communication for Managers 
15.279 

Fall 2012 
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You only need to think 

about 6 things to make a 

great presentation! 
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C    O    N     T     E      X     T 

Purpose 

Audience Communicator 

1.  Create a strategy and use it 

to inform your structure 
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2.  Respect the medium 

Communication for Managers 

•  Use signposts 
 
•  Make transitions explicit 
 
•  Include markers (1, 2, 3) 
 
•  Tell anecdotes 
 
•  Rely on repetition and    
 redundancy 
 
•  Create images 
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3.  Focus on the introduction 

and conclusion 
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Communication for Managers 

4.  Polish delivery 

 

Both the verbal and 
non-verbal 

components 
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5.  Use Visual Aids Effectively 
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6.  Prepare for Questions 
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Lecture Overheads            
 

Components of Interpersonal 
Communication: 

 
Listening and Giving Feedback 

Communication for Managers 
15.279 

Fall 2012 
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How can you listen well? 

• Behavior #1:  Accuracy 

– Discriminate facts from opinions 
– Analyze facts to understand message 

• Behavior #2:  Support 

– Give attention to the other person 
– Show involvement verbally and nonverbally 
– Help other person feel comfortable 

From:  Lynn O. Cooper, “Listening 
Competency in the Workplace,” Business 
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Nonverbal Communication 

Variables 

• Facial expressions, gestures, posture 
(kinesics) 

• Perceptions and use of space (proxemics) 
• Paralanguage (sounds by not words) 
• Use of silence 
• Eye contact (oculesics) 
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Giving feedback is tricky 

• Giver and receiver must have 
– consensus on the receiver’s goals 
– constructive motives 

• Be concrete and specific 
• Discuss something the person can act on 
• Don’t withhold negative feedback if 

relevant 
• Timing is important 
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Feedback, cont.  

• The giver should add his/her own 
observations and feelings 
– Be descriptive, not judgmental 
– Restrict feedback to things you know for 

certain 
– “I feel angry” vs. “That was inappropriate” 
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Develop your capacity to 

Reflect in Action 
• Hit the “pause button” 

– How does the interaction make you feel? 
– How and why do you interpret as you do? 

• Suspend your assumptions 
• Consider how your actions are coloring  
    the situation 
• Use self-observation to bring about  
    self control 
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Lecture Overheads: Writing 

Communication for Managers 
15.279 

Fall 2012 
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You only need to 

think about 6 things 

to write well! 
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C    O    N     T     E      X     T 

Purpose 

Audience Communicator 

1.  Create a strategy and use it 

to inform your structure 
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2.  Write clearly and concisely 

But how? 
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Identify the “who” in your sentence 

   Decisions in regard to the launch of a 

new project must be made by senior 

management 

          

Senior management must 

decide . . .  
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Use verbs to specify actions 

Our lack of knowledge about the 

factory precluded a decision . . . 

            

Because we didn’t know about the 

factory, we couldn’t decide . . . 
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Make every word tell 

due to the fact that 
 
 
in addition to 
 
 
for the purpose of 
 

because 

also 

for 

Communication for Managers 
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

64
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



 
ameliorate 
   
expedite   
 
terminate   

improve 

hurry 

end 

Use simple, concrete words 
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Use some constructions sparingly 

nominalizations (verbs turned into nouns) 
discovery 

failure 

stacked nouns 
training needs assessment review . . . 
 

 
 

 

We reviewed our training needs. 

discover 

fail 
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Same with the passive voice 

The cat was chased by the dog. (p) 

The dog chased the cat. (a) 
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Eliminate redundancies 

• Words doubled in English (true and 
accurate) 

• Modifiers (terrible tragedy) 
• Categories (blue in color) 

 
  The Congressman from the state of Maine had 

breakfast at 9:00 a.m. in the morning with a 
representative from China who did not speak 
the English language.  
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3.  Write logically   

  “Pile” similar information together and organize 
“piles” into a logical sequence using one of the       
7 common organizational patterns. 
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Research 

Gather data 

Analyze data 

Write report 

Disseminate 

Nationally 

Internationally 

Budget 

Staff 

Software 

Travel 

Topical 
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Chronological 

Collect 
data 

Analyze 
data 

Write 
report 
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Problem to Solution 

Communication for Managers 

+ =

Image by MIT OpenCourseWare.
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General to Specific 

(or specific to general) 

Communication for Managers 
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Cause and Effect 

Communication for Managers 

Category 1 

Category 4 

Category 2 

Category 3 

Cause 

Cause 
Cause 

Cause 

Cause 

Cause 

Cause 

Cause 

Cause 

Cause 

Secondary Cause 

Secondary Cause 

EFFECT 
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Comparison (or Contrast) 

Shanghai 

or 

Sheboygan 

Communication for Managers 
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Spatial 

Communication for Managers 
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The seven common 

organizational patterns 

1. Topical 
2. Chronological 
3. Problem-solution 
4. General to specific (or specific to general) 
5. Cause and effect 
6. Compare or contrast 
7. Spatial 
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Three more ways to make 

your writing logical 

• Check that each sentence and each 
paragraph contains only one idea 

• Make your lists conceptually and 
grammatically parallel 

• Use transitions effectively to link one idea 
to the next 
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“Connectors” 

• Repeater 

Connectors 

– Key words 

– Pronouns that 
replace key words 

– Other words or 
phrases that replace 
key words 

• Direction 

Connectors 

– Moving in the same 
direction 

– Moving in the 
opposite direction 

– Moving toward a 
conclusion 

– Moving up or down 
the ladder of 
abstraction 
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4.  Use formatting devices effectively 

• Bullets 
• Bullets 
• Bullets 
   FIRST LEVEL SUBHEADS 

        Second level subheads 
    Third level subheads: 

BOLD 

Italics 
Communication for Managers 
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5.  Write with appropriate style & tone 

You could sound like this 

Or like this 

Or like this 

Photograph courtesy of Josh Self on Flickr.  

Photograph courtesy of Roberto Miranda on Flickr.  

Photograph courtesy of Right-eye on Flickr.  
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6.  Write without mechanical errors 

1. Run on sentences and sentence fragments 

2. Problems with agreement 

3. Vague pronouns or pronouns without 
antecedents 

4. Misplaced or dangling modifiers 

5. Problems with case 

Five common grammatical errors 
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1. Misuse of commas 

2. Misuse of semi-colons 

3. Misuse of quotation marks 
– With other punctuation marks 

– With block quotes 

Three common punctuation errors 
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Lecture Overheads:           
Teamwork 

Communication for Managers 
15.279 

Fall 2012 
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Here’s what you said . . . 

I did all the work 
on my teams 

I never trusted 
anyone else to do 
the work 

If I didn’t do the 
work, it didn’t get 
done 

No one did work 
as well as I 
wanted it done 

Everyone looked 
to me to do the 
work 
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Here’s the good news:   
You’re at MIT 

But you need to follow 3 
simple rules 

Communication for Managers 
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

87
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



Sample WBS—Planning a 
Vacation 

Trip to Florida 

Christmas Break 

12/26-1/2 

Research and 
buy tickets 

Chien Chi--11/1 

Research places to 

stay and make 

reservations 

Sheryl--11/5 

Find out about 

things to do 

Water related 

Selina--12/1 

Restaurants 

Vikram--12/1 
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Facilitator/Coordinator 
• Why?  
    If everyone is responsible, no one is 
• The coordinator/facilitator should 

– Focus the team toward the task 
– Get all team members to participate 
– Keep the team on deadline 
– Suggest alternatives 
– Help team members confront problems 
– Summarize team decisions 
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Setting Ground Rules 
• Goals and expectations 

• Work norms 

• Facilitator norms 

• Communication norms 

• Meeting norms 

• Consideration norms 
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High Performing Teams* 
• Definition of team 

– Deliverables include both individual results 
and “collective work products” 

– Complementary skills and mutual 
accountability 

– More than the sum of its parts 
• Common commitment 
• Shared leadership  

 
Jon R. Katzenbach and Douglas K. Smith, “The Discipline of Teams,” Harvard 
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Meeting Guidelines 

• Use an agenda! If you don’t have one at the 
beginning of the meeting, make one 

• Small talk is O.K. at the beginning of the 
meeting, then get down to business 

• Do mid-meeting check in 

• End with next steps clearly articulated 

• See Project Team Productivity Tools 
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Communication Behaviors  
to Observe 

• Who participates 
• Who doesn’t 
• How do people take 

turns? 
• Who talks to whom? 
• Who responds to 

whom? 
• How are interruptions 

handled? 

• Is silence O.K.? 
• Is anyone dominating 

the conversation? 
• How are decisions 

made? 
– By consensus? 
– By voting? 
– By one person? 
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And be sure to 
observe your own 
feelings, reactions, 
and behaviors. 
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It’s All About 
Communication 

Practicing good communication skills 
+ 

Refraining from communication 
roadblocks 

 
Engaging in dialogue 

Building trust 
Being productive 
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Four Principles of 
Communication 

• All communication takes place on the 
content and relationship level 

• We cannot not communication 

• Often the problem with communication is 
the assumption of it 

• Metacommunication is very useful 
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What Makes Teams 
Troublesome* 

• Individual behaviors 

 

• Group social psychology 
 
 

* Even people with good intentions can get into trouble 
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Individual Behaviors 

• “Ego integrity” 
• Self-interest versus group interest 
• Inability to observe self and/or use 

feedback 
• Different styles of 

– Learning 
– Interaction 
– Expression 
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Group Behaviors 
• “Defensive routines” 
• Us versus them 
• Reluctance to test assumptions publicly 
• Getting “off task” 
• Lack of boundaries 

– Ill defined roles 
– Unclear objectives and/or expectations 
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Common Problems in Teams 

Communication for Managers 

Hogging—talking too much 

Flogging—beating an issue to death 

Frogging—jumping from topic to 
topic 

Photograph courtesy of  @Doug88888 on Flickr.  

Photograph courtesy of  Ro Irving on Flickr.  
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Bogging—getting stuck on an 
issue 

Dead buffaloes—tiptoeing around a contentious issue 
Photograph courtesy of Macomb Paynes on Flickr.  
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Handling Difficult Behavior 
• If a team member is 
 

– Talkative 
 

– Quiet 
 

– Argumentative or 
complains a lot 
 

– A free rider 
 

• Try the following 
 

– Using the two-minute rule 
 

– Asking the person a 
question 
 

– Being explicit about your 
responses and reactions 
 

– Talking through norms at 
the beginning 
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Handling Group Problems 
• Try the following 
 

– Use an agenda 
 
– Use the “parking lot” 
 
– Use a facilitator 

 
– Use a voting plan 

 
– Address the problem or go 

to a third party 
 
 

• If the group is 
 

– Foundering 
 

– Digressing 
 

– Deciding too quickly 
 
– Being indecisive 

 
– Feuding 
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Team Reports and 
Presentations 
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Reports Have Layered 
Organizations 

• Front matter 
– Transmittal letter or cover document 
– Executive Summary 

• Body of the report 
– +Ten pages        table of contents 
– Intro contains context, scope, purpose, and 

recommendations 
– Conclusion sums up main points and reiterates 

recommendations 
• Appendices:  specific information for specific 

readers 
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Tables and Charts:  In the Body 
of the Report or Appendices? 

• If in the body (i.e., of interest to all readers 
and crucial to the argument): 
– Introduce it 
– Number it 
– Title it 

• If in the appendices (i.e., of interest to specific 
readers and not essential to the argument) 
– Refer to it in the body 
– Number it 
– Title it 
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Minto Pyramid 

Context or 
Question 

Recommendation 

How, Why, 
Criteria 
Met 

Evidence 
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Direct Structure 

• It’s not direct structure if 
– You spend too much time setting up the 

situation 
– You take the listener through  your thought 

process 
• Instead focus on the main idea or 

recommendation and provide support for it 
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Guidelines for Team Presentations: 
the Three “C’s” 

• Coherent 
–  Parts fit together 
– Transitions move from point to point 
– Parts reinforce the whole 

• Consistent 
– Slide design 
– Tone 

• Choreographed 
–  Timing 
– Transitions 
– When your team is on, you’re on 
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Lecture Overheads: 

Communicating Across Cultures 
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15.279 

Fall 2012 
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Effective cross-cultural 

communication means 

   Maximizing that knowledge to 
minimize misunderstanding 

Being able to recognize cultural variables 
 

Understanding how those variables 
influence business 
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The underlying premise 

Differences in communication styles 
and norms arise from and are reflected 
in cultural beliefs, values, and 
experiences. 

Communication for Managers 
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 What is culture?  

Artifacts: working hours, business meetings, 
social events, rituals, jargon 

Explicit beliefs and values:  social 
roles and duties 

Underlying 

assumptions: 

unconscious perceptions, 
thoughts, feelings 

Concrete expressions: dress code, 
architecture, food, language, transportation, 
political system, legal system; “Culture 
with a big C”: language, art, music 

Invisible 

Visible 
Recognized behaviors:  

rituals and taboos 

Cultural forms:  nature 

 of time and space 
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But a caveat:   
We need to talk 

about and in 
stereotypes. 
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Stereotypes and necessary 

generalizations 

From:  Milton Bennett, Basic Concepts of Intercultural Communication.  Selected Readings. 
 

Communication for Managers 

Japanese 
Deviants

U.S. 
Deviants

Generalization Distributions

U.S. Japan

Individualism Collectivisim

Central tendency
of the distribution 
of population

Image by MIT OpenCourseWare.
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Ways in which cultures vary 

• Perceptions of time 

• Perceptions of space 

• Individualism versus collectivism 

• High context versus low context 

• Importance of hierarchy 

• Importance and rigidity of gender roles 

• Nature of change 

• Nature of authority 

• Humans’ relationship to the natural world 
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Three cultural characteristics that impact 
professional communication 

Collectivistic Individualistic 

High Context Low 

Context 

More  

Hierarchical  
Less 
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Communication variables:  verbal 

• Rate, volume, rhythm, intonation of speech  

• Use of  

– Silence    – Interruptions 

– Pauses    – Questions    

– Laughter    – Anecdotes  

• Who dominates the conversation? 

– Rules for topic shifting and turn taking 

– Tolerance for simultaneous speech 

• Forms of interaction 

– Ritual    – Repartee 

– Argument   – Self disclosure 

• And, of course, content:  What can and can’t be discussed 
with whom under what conditions? 
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Communication variables:  nonverbal 

• Proxemics (perception and use of space) 

• Kinesics (facial expressions, gestures, etc.) 

• Chronemics (perception and use of time) 

• Paralanguage 

• Use of silence 

• Eye contact 

• Clothing and physical appearance 

 

NOTE:  When the nonverbal conflicts with the 
verbal, the nonverbal “wins.” 
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Communication variables:  communication styles 

From:  Milton Bennett, “Intercultural Communication: A Current Perspective,” in Basic Concepts of 
Intercultural Communication.  Selected Readings. 

                                                

 

Linear:  Goes from point A Contextual:  Moves in a more 
to point B      circular fashion 
 
Direct:       Indirect: 
Discusses problems openly  Uses third parties to discuss 
   face to face         problems 
Expresses feelings relatively  Suggest rather than state 
   openly          individual feelings 
Questions answered with   Often questions answered 
   “yes” or “no”        ambiguously 
Face saving not very much of  Face saving a high priority 

   a concern     
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Differences in Men’s and Women’s 
Communication Styles 

                     Men       Women 
World    Competition; key role  Relationships; key role  

View     as provider     nurturer 

Purpose     A series of negotiations A series of negotiations  
                         for status & indepen-  for closeness & consensus    
        dence  

Questions   Request for info./tactic  Request for info./tactic 
       to gain control    to keep talk flowing 

Content    “Report talk”    “Rapport talk”  
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More differences 

      Men       Women 
Topics       Defined narrowly;    Defined gradually;   
           shifted abruptly    relate to last speaker 

Inter-     “Verbal sparring”   “Cooperative overlapping” 

ruptions 
 

Use of  
space 

Take 
relatively 
open stance 

Communication for Managers 

Take 
relatively 
closed stance 

Photograph courtesy of Ben Gilman (left) and Ed Yourdon (right) on Flickr. 
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How cultural differences can 

impact teams 

Team members may differ in: 

– their perception of the team’s objectives 

– the way they communicate 

– how they view leadership 

– work habits 

– their manner of interacting with members of the 
opposite sex 

– their level of formality with other team members 

– their willingness to socialize with other team 
members 
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How cultural differences can 

impact professional interactions 

• Either completing a task or building a  relationship 
takes precedence 

• Either the written word or the spoken word is 
more trusted 

• Persuasion is based on facts or on the reputation 
of the individual 

• Meetings are for exploring an issue or for 
demonstrating agreement 

Communication for Managers 
www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

126
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



General guidelines for working 
cross-culturally 

• Don’t assume different is wrong, odd, or 
counterproductive 

• Listen and observe 

• Be curious 

• Try to discuss differences but be respectful if 
other team members are not                   
comfortable discussing them 

• Push your own comfort level 
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    Lecture Overheads:           
Communication Skills for Leaders 
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First, a definition 

 
   Leadership . . . the “process of social 

influence in which one person can enlist 
the aid and support of others in the 
accomplishment of a common task.”* 

 
 
    *Chemers, M. M. (2002).  “Cognitive, Social, and Emotional Intelligence of Transformational 

Leadership:  Efficacy and Effectiveness,” in R. E. Riggio, S. E. Murphy, F. J. Pirozzolo, editors.  
Multiple Intelligences and Leadership, as cited in Wikipedia, 
http://en.wikipedia.org/wiki/Leadership, 21/10/09.  
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 From Lincoln on Leadership 

Leadership requires aggressive individuals—
those who accept a “take charge” role.  Leaders, 
in general, are self-starting and change-oriented.  
They set a strategic direction and initiate as well 
as act.  They achieve results as opposed to only 
carrying out activity. 

    Phillips, p. 108 
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Lessons from Charles Vest 

• A leader is one who takes us elsewhere (Bob 
Galvin, president of Motorola) 
 

• The source of leadership is respect for 
people and ideas 
 

• Leadership requires sound values 
   
 
 

Chuck Vest, “Thoughts on Engineering Leadership,” NSF Engineering Leadership Workshop, 10/09/07. 
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Ideas vary world-wide 

 
   The New York Times, 03/10/09 

“President of Toyota 
Apologizes” 

“Incompetent? No, Just Not a 
Leader” 
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The New York Times, 03/10/09 
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The Sloan framework for leaders 

Sensemaking:  Coming to understand the 
context in which the organization is operating 

Relating:  Developing key relationships 

Visioning:  Creating a compelling picture of 
the future 

Inventing:  Designing new ways to work 
together 

D. Ancona, T. Malone, W. Orlikowski, P. Senge 
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Communication skills of leaders 

• Influence 
• Persuade 
• Cajole 

• Inform 
• Define 
• Articulate 
• Challenge 
    ideas* 

 

 
 
 
 

• Invent (images, 
metaphors, models)*  

• Consolidate wisdom* 
• Envision 
• Organize meaning 

 
Only rarely: Order       

*Bennis & Nanus, Leaders, 1985, 
as quoted in Phillips, p. 152 

•  Motivate 
•  Relate 
•  Sooth 

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

135
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



http://www.americanrhetoric.com/speeches
/convention2004/barackobama2004dnc.ht
m 

Obama’s speech to the 

DNC (2004) 
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Sloan Communication Program                      Teaching Note 

MEDIA RELATIONS 

Media relations takes several forms in most companies, ranging from publicity to crisis 
management.  It can include investor relations as well, particularly at smaller companies.  
While large companies have positions dedicated exclusively to media relations, this is not 
always the case at smaller companies, where the responsibility is part of another 
executive’s duties. Even if there is a media relations group, every executive and manager 
has a degree of media relations responsibility at all times, and at certain times can be at 
the center of a media relations campaign or crisis.  For this reason, it is good for all 
executives and managers to know how to do good media relations. 

The Typical Scenario 
In most cases, a company’s media relations activities are managed through a public 
relations, external affairs or communications department. Within this group, there is 
one person who handles all inquiries from the press, and manages all efforts to gain 
attention from the press for positive news stories or publicity on behalf of the company.  
This person is most often called the director of media relations, and he/she is usually the 
spokesperson for the company as well. 

While this person handles routine queries (quarterly results, questions about press 
releases, etc.), there are others who can and will speak to the press in specific 
circumstances.  These occurrences can be positive (record profits, successful product 
introductions, a beneficial merger) or negative (layoffs, failed product, stockholder 
lawsuits).  These people will be selected, coached and coordinated by the director of 
media relations and the head of the department.  Good media relations means the 
company can maximize the positive effects of news coverage and minimize the damage 
from negative news coverage. 

Accomplishing this requires: 

A Close Relationship with the CEO—The person responsible for media relations must 
have a good working relationship with the CEO, or report to someone who does.  In most 
companies, the only way to know what is going to happen ahead of time is to find out 
from the CEO.  Fortunately, the CEO typically has a VERY deep interest in how she/he, 
her/his management team, and the company look in the newspapers, so that kind of 
relationship usually comes with the territory. 

Good Working Relationships with the Management Team—The person in charge of 
media relations will be coaching senior management in what they say, and 
recommending stories to them that will require their participation.  In addition, media 
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training is important for those who will deal with the media on a regular basis, or who 
MUST deal with the media during a crisis.  An atmosphere of trust between the director 
of media relations and senior managers is vital, particularly when third parties (media 
training, PR companies) become part of any campaign. 

Good Relationships with the Press—Whether it is local press, national press, industry 
press, or all three that matter to the company, the director of media relations must have 
the knowledge of who writes what for whom, what they have written in the past, and how 
to contact them.  Knowing who covers what at a paper is partly just a matter of courtesy, 
and partly a vital component of the company’s credibility with reporters.  Subscription 
services provide the most up to date listings of reporters, with addresses and phone 
numbers, and that’s a good start.  But it is up to the director of media relations to build 
that information into a relationship.  Frequent contact is the best insurance, particularly 
since reporters change assignments and even jobs with some regularity. 

So, being in touch directly or indirectly with the CEO, having positive interactions with 
the management team, knowing where to go within the company to get the information 
reporters seek, and knowing the reporters who cover the company on a regular basis 
means media relations are in pretty good shape.  If there is something positive and 
newsworthy going on, the right person knows about it, knows whom to get the 
information from, knows who to consider for an interview, and knows whom to call 
about the story. 

So much for the “good news” part of media relations.  What about when the news is bad? 

Crisis Management 

Reporters have the same reaction to bad news that sharks have to blood in the water— 
they begin a feeding frenzy. A pleasant walk to the office can change into a nightmare 
very quickly when someone responsible for media relations turns a corner to see half a 
dozen satellite uplinks, a swarm of people with microphones, tape recorders and 
notepads, and a lot of hungry looks whenever a bigwig from the company is spotted.  60 
Minutes is a very real thing, and it must dine on something every week, but local stations 
and newspapers can spoil a media relations person’s whole day just as quickly. 

OK, that nightmare is the result of not knowing enough about what was going on.  What 
can media relations do when it DOES know what is going on? 

The reason it is called “crisis management” is because there are ways of handling even 
the worst events.  There is no escape, but following the guidelines below can minimize 
the intensity and the duration of the pain for the company, the managers, and the 
stockholders. 

Talk to EVERYONE involved—The first thing media relations people do is gather 
information necessary to assess the multiple levels at which damage could occur.  Later, 
this information will be used in framing the company’s response, but it is used 
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immediately to determine how wide and deep the damage is or will be.  What will this 
news do to sales?  Will it have an effect on ongoing negotiations?  What will be the 
reactions of stockholders and analysts who cover the company?  The aim is to construct a 
response that acknowledges the mistakes that have been made—ALL OF THEM—and 
which lays the foundation for the rebuilding process. 

Get the Truth Out—Getting the truth from the people within the company is difficult.  
Asking tough questions can bring out paranoia in colleagues.  But getting the truth out 
there, in the public arena, is an important step in recovery.  And the acknowledgement 
must be complete. There will be resistance to this from every quarter, but once the 
process begins, there can be no nasty surprises, because these are what sustain and widen 
the media frenzy.  The goal is to build credibility during a period when many angry 
people do not want to believe a thing the company says, so there can be no further 
negative revelations that undercut what has been said.  This is NOT the time to say 
anything positive about the company—that comes later. 

Framing the Response—The writer of the response (which will take the form of a press 
release and/or a press conference) ties every admission to the image of the company that 
he/she hopes will emerge.  When the company spokesperson says, “We did not tell the 
truth,” there is the implied message that the company did tell the truth in the past, and 
that principle will again guide it in the future.  Every lie, mistake, or whatever is aberrant 
will be corrected.  The admission does not try to make this point immediately, but rather 
it sets the stage for a new company structure.  Bit by bit, good media relations moves the 
company as a whole and most of the employees AWAY from blame and away from 
involvement in the problem. 

Talking Points--Once the response is drafted, it must be approved by the CEO and by 
senior management.  When this approval is granted, the next step is to prepare talking 
points. The talking points keep everyone who talks to the media consistent in their 
responses (“on message”), and helps the company “speak with one voice” in much the 
way it does when there is a single spokesperson.  Having senior managers contradicting 
each other in the paper or on TV is disastrous during a crisis 

Internal Announcement—This message for employees contains the same information 
as was in the press release/press conference.  It addresses employees as a specific 
audience and can ask for their continued trust.  Nonetheless, the internal release must be 
written as if it were public, because all it takes is one employee and a fax machine to 
MAKE it public. The internal announcement should coincide with the press release or 
the press conference. Vendors and customers should receive explanatory letters from the 
company, too. 

Working the Story—It is not too late to get media training for those who will have to 
interview with the media.  PR firms like Edelman Worldwide and Hill & Knowlton offer 
such training, and it is worth seeking. They also offer crisis management services, and 
they should be considered if the crisis extends beyond the company’s locality, or if the 
company needs help/expertise beyond it own capabilities.  For example, if the company 
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does not do government relations on an ongoing basis, but the crisis demands that it have 
the support of elected officials, it should hire a good PR company. 

Media relations should offer only trained/effective people for interviews.  If the CEO is 
good at this, they should use him/her: if not, they should NOT. They should be sure, 
however, that the CEO agrees with each interview proposed, and he/she is aware of when 
they take place. That goes for senior management, too.  They do not need any more 
surprises either. 

Media relations must be absolutely sure that everyone knows that the ONLY answer to a 
question they don’t know the answer to is “I don’t know,” followed by “Let me find out 
and get back to you later.” Credibility is the name of the game at this point. 

Media relations staff should sit in on all interviews.  This will help the interviewee and 
will put the reporter in the minority.  If necessary, media relations should redirect the 
interview to the issue at hand.  Some reporters will try to use interviews as “scavenger 
hunts” to find new issues to bring up, and it is in the company’s interest to stop this 
process. 

The Rebuilding Process—Media relations should be alert for the point at which the 
crisis, which has kept building, now begins to subside.  This is the signal to begin the 
rebuilding process. Signs to look for are stories that grudgingly give the company credit 
for honesty, or which note that no more negatives have emerged since the original 
admissions.  This is when to start thinking about a “morning after” story about what the 
company is doing differently now than it did before, how the company is moving toward 
a brighter future, etc. If anyone responsible for media relations can even THINK about 
this, the crisis is over! 

It is good for executives to put themselves in the role of the media relations executive 
even if that is never their primary responsibility, because it is always PART of their 
responsibility. Media opportunities and media crises come without warning, and the only 
way to deal with them is to be prepared ahead of time.  The more responsible the position 
is within a company, the greater the responsibility is to anticipate the needs of media 
relations. In addition, small entrepreneurial companies don’t have directors of media 
relations anyway—they have publicity people at best—so an executive may get the job 
whether he or she wants it or not! 
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Persuasion: What the Research Tells Us 
J o A n n e  Y a t e s   
 

 

 

 

 

 

 

We have seen that in all communication, whether persuasive or not, you should consider the audience, your credibility, 
your purpose, and the context of the communication to form an effective communication strategy. The communication 
strategy in turn has important implications for the structure of the message. These same factors are critically important in 
persuasion. While such factors have long been recognized as influential, in the last few decades much empirical research 
has studied their effects. This research can give you some insights that may help you design effective arguments. The 
following note summarizes some of that research. 
 
In reading this note, you should keep several things in mind. First, the summary necessarily simplifies the findings. 
Moreover, most of this research has been conducted in artificial, experimental settings, rather than in real organizations. 
Consequently, you should use your common sense and your knowledge of your own firm’s corporate culture to guide you 
in applying them. Finally, the various factors investigated and discussed separately interact in any given case. A few of the 
interactions are mentioned below, but many more are not. Thus you must be careful to weigh all of the relevant factors as 
you develop a persuasive strategy. Again, your common sense should guide you. 
 
The findings and implications that follow are organized under audience involvement, audience bias, credibility, context, 
and other persuasive techniques. 
 

Audience Involvement 

Audience involvement refers to the audience’s level of interest in and concern about the specific issue being considered. It 
is typically related to the extent to which the outcome directly affects the audience. In considering the examples below, 
remember that the audience’s involvement relates only to a specific situation. The same audience that is highly involved in 
one issue may be much less involved in another. 
 
Importance of Central Versus Peripheral Issues 
Highly involved audiences are more likely to be affected by the central arguments of a persuasive communication, rather 
than by peripheral issues such as the credibility of the persuader. Less involved audiences, on the other hand, are more 
affected by credibility and context.  
 

Implication: Emphasize logic with a highly involved audience. When your audience is highly involved, concentrate 
on building a good logical argument and don’t depend too much on credibility or organizational politics to make your 

© JoAnne Yates, 1992, rev. 2001 
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argument. While your credibility may affect your structure (see the third point under credibility, below), the ultimate 
effectiveness of your persuasion will rest primarily on your logical arguments. When your audience is less involved, 
however, you should give added prominence to peripheral issues related to credibility and organizational context. 
 

Permanence of Attitude Change 
Less involved audiences are more likely to change their beliefs or attitudes towards an issue as a result of persuasion, but 
these changes tend to be short term, with the audience reverting to their previous attitudes after a short period. In 
contrast, highly involved audiences are less likely to undergo short term changes in attitude, though when they do change 
attitudes toward an issue, the change is likely to last longer.  
 

Implication: Capitalize on short-term and work towards long-term change. You may need to work harder to change 
the attitude of a highly involved audience, but the change will be more genuine and long term when it occurs. With 
less involved audiences, on the other hand, once you have achieved the attitude change you want, you should act on 
it as soon as possible, or try to consolidate the change by using the “foot-in-the-door” technique mentioned below. 
 

Extent of Attitude Change  
If we view attitudes toward a position as a continuum from strongly opposed to strongly agreed, highly involved audiences 
are likely to move less far from their initial attitude in a given persuasive attempt than are less involved audiences. These 
highly involved audiences tend to be more strongly anchored in their pre-existing attitudes.  
 

Implication: Use follow-up strategies when audience is highly involved. You should define your purpose and 
consequent strategy with the audience’s involvement in mind. When you want to change the attitude of people highly 
involved in an issue, design a follow-up strategy to continue the effort after the initial attempt at persuasion 
 

Level of Involvement 
An individual’s level of involvement in an issue is increased when he or she commits to some position publicly by act or 
statement. This effect operates even if the person doesn’t believe in the desired opinion and only speaks or acts to get rid 
of the persuader. After the point of public commitment, the person often begins to change his or her own position to come 
into accord with the actions. This effect is sometimes called the “foot-in-the-door” effect.  
 

Implication: Use the “foot-in-the-door” effect to increase involvement. You can increase a skeptical person’s 
involvement in the desired direction by getting that person to make a public statement in favor of your desired 
position or to take a small step towards acting on it.  Whenever possible, try to get this “foot-in-the-door” effect to 
work for you. If you are proposing a major program your audience is not likely to favor, for example, try to get the 
audience to accept a small pilot program first. The act of committing to the pilot program, however reluctantly, may 
make the person’s attitude more favorable to the program as a whole. 

 
Audience involvement focuses on how much the audience cares about an issue, but not on what position the audience 
takes relative to the persuader. The next section turns to the latter topic. 
 

Audience Bias 

Bias refers to the audience’s initial position in regard to the persuader’s position. The bias can be negative, positive, or 
neutral (i.e., having no initial opinion), and it can be held more or less strongly. 
 
Negative Bias 
A negatively biased audience responds more favorably to a two-sided argument—one that considers and refutes the 
opposition to a position as well as arguing in favor of the position—than to a one-sided argument. A one-sided argument 
makes it easy for the audience to assume that the persuader simply does not understand the arguments for the other 
side. Of course, successful framing of the two-sided argument requires that the persuader understand the reason for the 
negative audience’s bias and address it. An individual is more likely to respond to arguments targeted at his or her own 
basis for opposition.  

 
2  
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Implication: Use a two-sided argument if audience is negatively biased. If your audience is negatively biased, first 
find out why the audience holds the opposing attitude so you can emphasize relevant arguments and eliminate or 
scale down less relevant arguments. Then use a balanced, two-sided argument that clearly but tactfully refutes the 
opposing position held by the audience as well as argues in favor of your position. 
 

Neutral or Positive Bias 
With neutral and positively biased audiences, one-sided arguments are slightly more effective initially. If such audiences 
are later exposed to counter-arguments elsewhere, however, they are more likely to switch sides than are audiences 
previously presented with two-sided arguments. The protective effect of the two-sided argument is referred to as 
“inoculation” because those presented with two-sided arguments have been infected with an opposing view, then cured by 
the refutation, and are thus protected from future infection. 
 

Implication: Inoculate neutral/positive audiences if you anticipate opposition. With positively biased or neutral 
audiences, chose a one- or two-sided argument based on the likelihood that the audience will later be exposed to 
arguments opposing yours. If you are arguing in favor of something not likely to raise any serious opposition, use a 
brief one-sided argument (unless you are trying to establish credibility by fairness). If you are arguing in favor of 
something that you think may raise serious objections at some point, “inoculate” the audience by presenting a longer, 
two-sided argument. 
 

As the previous section suggests, the bias of a highly involved audience tends to be stronger than that of a less involved 
audience. Reversing a strongly held negative bias in an involved audience is, of course, the most difficult persuasive 
purpose. Reinforcing a positive bias and creating a positive bias in a neutral audience are both much easier purposes to 
achieve. 

Credibility 

The persuader’s credibility with a given audience (credibility is always in the eye of the beholder) frequently affects the 
success or failure of arguments. In her Guide to Managerial Communication, Munter shows five possible sources of 
credibility: rank or status, goodwill, expertise, image or identification, and morality or fairness.1  You have a certain amount 
of credibility with a given audience before you communicate (though that amount may be zero or negative), and your 
communication itself can affect certain types of credibility. For example, if you are unknown to the audience, you can 
establish credibility through expertise by citing credentials and demonstrating knowledge. You can establish or enhance 
credibility through fairness by presenting a balanced argument. Conversely, you can damage your credibility in a 
communication that demonstrates lack of expertise or fairness, or that projects a bureaucratic and stuffy image. 
 
The following findings concerning the impact of credibility on the effectiveness of a persuasive appeal must be applied 
with caution in an organizational setting because they have certain limitations. First, these findings treat credibility as 
already established, not considering any change in credibility as a result of the communication itself. Moreover, the 
studies on which the conclusions are based use only credibility derived from pre-established characteristics such as rank, 
expertise, and image. They do not consider the types of credibility based on personal relationships, such as those based 
on goodwill and demonstrated fairness. Credibility based on personal relationships is particularly important in business. 
Thus it may affect persuasion more strongly than credibility based on impersonal factors. 
 
The first two of the three findings presented below are related to findings already presented under audience involvement. 
 
Interaction with Audience Involvement 
The credibility of the persuader (source credibility) matters most when the audience is least involved in the issue. When 
the audience is highly involved in the issue, credibility is not as significant.  
 

Implication: Don’t depend on credibility with highly involved audiences.  Don’t depend as heavily on high credibility 
when the issue matters greatly to your audience (when your audience is highly involved) as when it is less important. 

                                                                                                                                

1   Mary Munter, Guide to Managerial Communication: Effective Business Writing and Speaking, (Upper Saddle River, NJ:  Prentice Hall, 1997). 
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Effect on Permanence of Change 
Other things being equal, a more credible source is likely to engender more change in attitude in the short term, but the 
credibility effect tends to fade away in the long term.  
 

Implication: Act immediately on credibility-based change to consolidate gain. When you are basing your persuasive 
appeal on high credibility, try to get action as-soon as possible, so the gain won’t be lost. 
 

Effect on Structure 
A more credible source distracts the audience from the argument itself, and thus, at least initially, tends to suppress 
dominant reactions for or against the issue (i.e. positive reactions when the audience favors your position and negative 
reactions when the audience opposes your position). A neutral or less credible source may enhance or leave unchanged 
the dominant effect.  
 

Implication: Choose direct structure if your credibility is high.  If you have low credibility with your audience and they 
are negatively biased towards your position, you may want to use an indirect structure in which you build up to your 
position. If you have high credibility, you should generally present your position first, even if the audience opposes it. 
Your credibility distracts the audience from reacting negatively to your position, and direct structure is generally 
clearer and easier to understand and remember. 

 
While the previous discussion has focused on the credibility of the persuader, the credibility of other parties mentioned in 
support of or in opposition to your argument may also play an important role. If another person (or group) is highly credible 
to the audience, mentioning that party may help your credibility by extension. Furthermore, that party’s support becomes 
another argument in favor of your position. Conversely, however, if the other person (or group) mentioned is not highly 
credible to the audience, mentioning that party may harm your credibility and your argument. Thus you should be very 
careful that you understand how your audience views other parties before citing them in your argument. 
 

Context 

The organizational context also affects argumentative strategy in many ways depending on the precise circumstances 
involved. We can generalize about certain effects, however. 
 
Reciprocity 
People typically feel obligated to reciprocate positive actions with other positive actions and to reciprocate concessions 
with concessions. This principle is an integral part of organizational politics; though it may not be spelled out in a given 
case, it may underlie much of what goes on.  
 

Implication: Leverage reciprocity in persuasion attempts. You can increase your chance of persuading someone to 
grant you a favor by doing a favor for that person. Similarly, when you are trying unsuccessfully to persuade 
someone opposed to your request, offering a concession in your request may gain a reciprocal concession from that 
person. In fact, some research shows that asking for more, being rejected, then asking for less can be a more 
successful approach than simply asking for less, unless the original request was viewed as totally unrealistic. Be 
careful in how you apply this finding in an organization where you have on-going credibility to maintain. People will 
notice if you try this technique too often, and you may lose some credibility. 

 
The “Bandwagon” Effect 
In general people are strongly influenced by the beliefs and actions of those around them. While the fact that “everyone is 
doing it” may not be a very good logical argument, it nevertheless influences people, especially when a certain critical 
mass of people have accepted a given belief or taken a certain action. The bandwagon effect should be distinguished 
from genuine network effects (e.g., if instant messaging requires everyone to use the same email system, a statement 
about the number of others who have adopted the system constitutes a logical rather than an emotional argument). 
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Implication: Harness the bandwagon effect when appropriate. You can use the bandwagon effect to enhance some 
arguments. In arguing your department’s need for a new training program, for example, you can mention all of the 
other departments that have used this program and found it useful. The bandwagon effect can also be dangerous, 
however. Uncritical acceptance of some opinion or action because everyone else has accepted it can lead to bad 
decisions. Thus you should be careful both in invoking this effect and in responding to it yourself.   

 
The politics so clearly present in all organizational contexts will suggest additional persuasive techniques to you. 
 

Other Persuasive Techniques 

Two other persuasive techniques not easily grouped into the previous categories emerge from the persuasion research: 
 
Common Ground 
Persuaders who initially express opinions held in common with their audience will be more likely to change their 
audience’s opinions on other issues. This effect may work by increasing the persuader’s credibility, or it may work by 
getting the audience started with a positive dominant response that causes them to generate positive arguments.  
 

Implication: Establish common ground to improve persuasiveness.  By starting from common ground, even on an 
unrelated subject, you can increase your chance of persuading your audience on your main subject. For example, 
refer to goals you share with your audience before focusing on your disagreement over how to achieve them. 

 
Reinforcement of Change 
Changes in attitude are, as stated earlier, generally transitory. The changes last longer when they are reinforced by 
repetition or by audience action.  
 

Implication: Repeat and reinforce successful arguments. After you’ve worked hard to convince your audience on an 
important issue, don’t rest on your laurels. Reinforce the audience’s new attitude either by repeating the position 
and/or by getting the audience involved in acting on behalf of the position. Both of these courses of action will 
prolong and reinforce the changed attitude. 
 

The persuasion research summarized here provides some interesting findings that can help you increase your 
persuasiveness.2  Ongoing research will undoubtedly add to or modify the findings summarized here. Meanwhile, use 
these findings, but temper them with common sense. 
 
 
 
 
 
 
 
 
 

                                                                                                                                

2  For further techniques, see Robert B. Cialdini’s Influence: Science and Practice, 4th edition (Boston: Allyn and Bacon, 2001). 
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Sloan Communication Program Teaching Note 

STYLE IN MANAGERIAL WRITING 

What is style? We think about style in terms of the way we dress, how we furnish our 
homes, or the cars we drive. Sometimes we think of style as something superficial, even 
something that has as its primary function the masking of reality. At its best, however, 
style conveys a sense both of who you are and what your message is. Style is the way 
something is said, and the style of any one document comes from the intersection of your 
own voice and a knowledge of what the audience and the context demand. Just as certain 
fashions are "in style," so specific ways of communicating may be in favor at different 
times and places. 

Style depends upon choice and arrangement. In writing, your choice of words and their 
arrangement into sentences and paragraphs will determine the style of a document. In 
recent years, the favored style in managerial communication within U.S. business has 
stressed clarity, brevity, and directness. 

What follows are some guidelines for how to chose and arrange words to create a 
particular style that achieves the results you want. 

Words Have Character 

In the organizational hierarchy, Joe Smith occupies the rung above you. Is Joe Smith 
your boss or your superior? Now, let's assume Joe Smith is the company president. Does 
that make him the Head Honcho? the guy who calls the shots? the big cheese? 

The choice of any one of those words to the exclusion of the others will, of course, have 
an impact on the style of your document. Identifying Joe Smith as the "president of Acme 
Widgets" is very different from identifying him as "Joe Smith, Acme Widget's head guy." 
The words you chose will create a certain tone in your writing--forceful, passive, 
friendly, threatening, etc. 

Words can differ in several ways. For example, they may be relatively more or relatively 
less formal, relatively more or relatively less abstract (more on this below). In addition, 
to being formal or informal, words can be colloquial, meaning they are used in everyday 
conversation; slang, colloquialisms that are usually outside of standard usage; or jargon, 
terms used by a specific group. Most U.S. business writing is written at an informal level: 
that is, it is conversational without resorting to slang. (You might use slang if you were 
on very familiar terms with the reader, and you know he/she wouldn't be offended. 
Similarly, use jargon only if you know the audience will understand these insider's 
terms.) Writing in other cultures (e.g., Germany) may be more formal. 

Regardless of what level of words you chose, you need to be consistent. Don't begin a 
memo with, "Pursuant to our discussion on December 9, I would like to inform you . . . ," 
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and end with ". . . so I think we're on the same page in this matter, and I can't wait to sew 
up the deal." 

Words also have both explicit or overt (denotative) and implicit or implied (connotative) 
meanings. Though the denotative meanings or words are usually agreed upon, connota
tive meanings can vary from reader to reader. As Maryann Piotrowski writes, "Therefore, 
you should be careful about your choice of words, especially in delicate or volatile 
situations. . . . You should try to make sure that the connotation of the words you have 
chosen expresses the attitude you intend to convey, and the one your reader is most likely 
to understand." 

Sentences Have Rhythm 

Sentences can be short and choppy: The president fired his top managers. The managers 
were distressed. The president was unmoved. Or they can be long and windy: Strategic 
planning is a process for developing a product, which is the plans themselves, and a 
process, again, a monitoring process for ensuring those plans are implemented and meet 
with the expectations, the goals, the objectives, or the results that we anticipated out of 
the plans. 

Rely too much on the first kind of sentence, and your writing will sound like a child's 
primer. Use too many of the latter, and your readers may forget what they read at the 
beginning of the sentence before they get to the end, and, in time, they may simply refuse 
to plow through the verbiage. A good test to determine whether or not a sentence is too 
long is to read it aloud: If you are out of breath before you get to the end, there's a good 
chance the sentence needs to be trimmed. 

A good rule to follow is to use mostly simple, declarative sentences (sentences in subject-
verb-object order), particularly for important ideas or ideas you want to stress, but soften 
them with longer, slightly more complex sentences placed throughout the document. 

Paragraphs Need Coherence 

You may remember a stern elementary school teacher who drummed into you the 
principle that each paragraph should contain one and only one idea. It was good advice. 
That means that every sentence in the paragraph should relate to and further that one 
central idea. 

Most readers will look for the topic of the paragraph--the concepts that the writer will 
then develop--somewhere near the beginning of the paragraph, and that topic should be 
stated explicitly. "If you write a passage that does not seem to hang together, seems 
uncentered or out of focus," Joseph Williams warns, "you may have made a promise but 
didn't deliver, or you may have delivered on a promise you didn't make."1 

1Williams, Joseph M., Style. Toward Clarity and Grace. Chicago: The University of Chicago Press, 1990, 
p. 94. 
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U.S. Business Looks for Simplicity and Clarity 

How can you achieve the style that seems to be in favor in the U.S. business environment 
(and seems to be gaining acceptance in other regions as well)? Here are three guidelines 
to help you: 

Identify actors and use verbs to name actions. A sentence should be 
about someone doing something. Actors can be institutions, organizations, 
theories, etc.; actions can be physical movements, mental processes, feelings, 
etc. When readers can't identify who is doing what in the sentence, it's harder 
for them to pull out meaning. 
For example, listen to the difference between, "Decisions in regard to the launch 
of the new product rest with senior management," and "Senior management must 
decide whether or not to launch a new product." We can understand what is 
going on in the first sentence, but how much simpler it is to get meaning when we 
know exactly who ("senior management") is doing what ("deciding on whether or 
not to launch a new product"). 

Favor words that are simple, specific, and concrete. Words can be relatively 
abstract ("We bought a huge tract of land for the new plant") or relatively concrete 
("We bought a 5,000-acre tract of land for the new plant"). The linguist S.I. 
Hayakawa created what he called the "ladder of abstraction" to explain this 
characteristic of language. On the lowest rung are very specific terms: Pat's IBM 
PC. As we move up and up the ladder, terms become more abstract and thus 
encompass more meaning: "computer" "office machine" "company property" 
"assets" "wealth." 

Using words at a high-level of abstraction is not a problem per se; human 
communication could not take place without abstractions. But your writing will 
be more precise and compelling--and your meaning will be clearer--if you use 
words that are as specific as possible. Don't talk about the company's assets if you 
mean Pat's PC! 

Make every word "tell." This is advice from William Strunk, the author (with 
E.B. White) of the classic The Elements of Style. Strunk is trying to remind us that 
every word on the page must justify its existence; if a word doesn't further the 
reader's understanding of the message, then delete it--no matter how much you 
struggled to get it on the page. Strunk compares writing to building machine: Just 
as extraneous parts on a machine increase the possibility that the it will break 
down, so extra words in a sentence increase the possibility that the sentence will 
break down. And when sentences break down, readers lose valuable information. 

In addition, if you want your writing to be as clear and concise as possible, use these four 
types of constructions sparingly: 
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Nominalizations. Nominalizations are verbs that have been turned into 

nouns as, for example, "discover" into "discovery," "move" into "movement," 

or "fail" into "failure." The use of nominalizations often forces you to violate 

the advice to write with strong subjects and verbs. 


NOT: A review was done of the records of the personnel department. 

BUT: We reviewed the personnel department records. 


Stacked Nouns. Stacked nouns occur when two or more nouns are used 

in a row unnecessarily. The use of stacked nouns often results in language 

that sounds stilted and confusing. 


NOT: Based on an extensive training needs assessment review. . . 

BUT: After we extensively reviewed our training needs . . . 


Redundancies. Redundancies come in all shapes and sizes. Often words 

are doubled in English ("full and complete" "true and accurate"). Sometimes 

modifiers can be redundant ("personal beliefs" "terrible tragedy"). Or categories 

can. ("We decided to paint the office walls blue in color.") 

Negative Constructions. The affirmative usually states things more 

directly and concisely. 


NOT: Don't write in the negative. 

BUT: Write in the affirmative. 


Your goal should be to make your writing as crisp and vigorous as possible in order to 
respect your reader's time and make the process of deciphering your meaning as simple 
as possible. 

A Word on Grammar and Punctuation 

Grammar and punctuation, like other systems of rules and regulations, exist to bring 
order out of chaos and to bring us into focus for the rest of the world. (Think about how 
hard it would be to read anything without consistent rules of grammar and punctuation.) 
Just how serious the repercussions of violating these social codes will be depends upon 
the attitudes of your superiors and the norms of your organization. Some managers can be 
hawk like in these matters, and a misplaced semi-colon can translate into a black mark 
against you. One thing is for certain, though: No one ever suffered from producing 
documents that were free from all errors in grammar and punctuation. 

* * * 

In the end, listen to yourself, read you own work. Is your logic evident? Does the rhythm 
of your prose allow you and your audience to follow your thoughts? Shape your 
sentences to lead your audience forward, relying on length and arrangement of words, 
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variety, and level of diction to create the style that will result in achieving the purpose 
you have defined for yourself. 

With integrity and expression, you can reach the universal appeal of style, based on self-
awareness, self-discipline, and practice. You can do this by mining your own unique 
views and habits, plus mastering the conventions of language and social intercourse. 
Style rarely comes easily, and when you've achieved it, people often don't grasp the work 
you did to get it. But the ability to intertwine your own personality with the demands of 
audience and context is a skill that will serve you well. 
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Sloan Communication Program_____________________________Teaching Note 

TEAMWORK BASICS 

Two things get accomplished in good teams:  the task gets accomplished and the 
satisfaction of team members is high.  In order to achieve both of these ends: 

• Get to know other members of your group and their strengths 

• Set ground rules 

• Use a facilitator 

• Keep lines of communication open 

• Know how to avoid (or solve) common problems 

Ground Rules 

Setting some basic ground rules helps to insure that everyone is in agreement about how 
the team will operate.  You will want to establish norms about how work will be done, 
the role and responsibilities of a facilitator, how you will communicate with one another, 
and how your meetings will be run.  Some of the ground rules can be decided on now; 
others will develop as the semester progresses.   

1. Work Norms: How will work be distributed?  Who will set deadlines?  What 
happens if someone doesn't follow through on his/her commitment (for example, misses a 
deadline)?  How will the work be reviewed?  What happens if people have different 
opinions about the quality of the work? What happens if people have different work 
habits (e.g., some people like to get assignments done right away; others work better with 
the pressure of a deadline). 

2. Facilitator Norms: Will you use a facilitator?  How will the facilitator be 
chosen?  Will you rotate the position?  What are the responsibilities of the facilitator? 
(see below) 

3. Communication Norms:  When should communication takes place and through 
what medium (e.g., do some people prefer to communicate through e-mail while others 
would rather talk on the phone)? 

4. Meeting Norms:  What is everyone's schedule?  Should one person be 
responsible for coordinating meetings?  Do people have a preference for when meetings 
are held?  Where is a good place to hold meetings?  What happens if people are late to a 
meeting? What happens if a group member misses a meeting?  What if he/ she misses 
several meetings? 
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5. Consideration Norms: Can people eat at meetings?  smoke? What happens if 
someone is dominating the discussion?  How can norms be changed if someone is not 
comfortable with what is going on in the team? 

About Goals: Often there is the unstated assumption in student teams that everyone 
wants to get an "A" in the course, and that should be the team's primary goal.  But 
sometimes, as the semester progresses and everyone gets pressed for time, people have to 
make decisions about which courses take priority.  If this course is a higher priority for 
some team members than for others, that can create dissension in the group.  Talking 
about this will help to lessen that tension and help you find solutions to the problem.  
Keep communicating with one another! 

Also, there may be other goals you want to consider as you work together during the 
semester.  These include: having a high level of camaraderie in the team, learning about 
how to work together on a team-based project, or learning how to interact with others as a 
member of a team. 

The Responsibilities of the Facilitator 

The facilitator is not necessarily the group’s leader although he/she can be.  It is better to 
think of the facilitator as the person who keeps the group progressing in the right 
direction (i.e., toward productivity).  Therefore, the facilitator should: 

• Focus the team on the task (both short term and long term) 
• Get participation from all team members 
• Keep the team to its agreed-upon time frame (both short term and long term) 
• Suggest alternative procedures when the team is stalled 
• Help team members confront problems 
• Summarize and clarify the team’s decisions 

I strongly recommend that you rotate the facilitator position throughout your work on this 
project. It’s good to experience being the facilitator, and it’s good to experience a variety 
of facilitation styles. 
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Hints for Handling Difficult Behavior 

Just one difficult personality in a group can make the group unproductive and the teamwork experience 
unpleasant. Here are some suggestions for resolving problems: 

How the Person 
Acts 

Description What to Do 

Overly Talkative This person is usually one of 
four types: (a) an "eager beaver"; 
(b) a show-off; (c) very well- 
informed and anxious to show 
it; (d) unable to read the responses 
of others and use the feedback to 

Sometimes humor can be used to dis- 
courage people from dominating the 
discussion; be sure when the person 
stops talking to direct the conversation 
to another person. 

monitor his/her own behavior. If the person's behavior can't be changed 
        subtly, one member of the group should 
        speak to the person privately and explain 
        that while his/her enthusiasm is appreciated, 
        it's only fair to the whole group that every 
        person gets an equal amount of air time. 

Too quiet The quiet person may be:  shy, 
   bored, tired, unsure of himself/ 
   herself, uninvolved in the group. 

Make a special effort to draw this person 
out:  ask for his/her opinion on something; 
ask him/her something about himself/her-
self; tell the person you appreciate his/her 

        participation.  

Argues Is the person critical of ideas, 
the group process, or other 

   group members? 

If the person is critical of ideas, use that 
response to test the work the group is 

  doing--the person may be providing good 
        feedback. If he/she is critical of others, 
        tell him/her how the effect that is having 
        on both the team or individual team
        members. Be explicit about the fact that 
        his/her behavior is detrimental to the goals 
        of  the  team.  

Complains The person may have a pet peeve, 
or may complain for the sake of 
complaining. 

Listen to the person's complaint; if it is 
legitimate, set aside group time to solve  
the problem.  Point out that part of your

        work this semester is to learn how to 
        solve problems. Ask the person to join 
        with you to improve whatever is disturb- 
        ing  him/her.  
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Hints for Handling Group Problems 

Besides problems with individual team members, the team as a whole may run into some 
difficulties. Here are some suggestions for dealing with teams that aren't functioning properly: 

Floundering 

Groups are often not as productive as they could be especially when people are just 
getting to know one another and how each person works.  Drawing up a list of tasks to be 
accomplished can help.  So can saying something like: "What do we need in order to 
move forward?" or "Let's see if we can all come to an agreement about what we're trying 
to accomplish." 

Going Off on Digressions and Tangents 

Group members may get caught up in chatting about things not central to the work at hand.   

A little of this can be O.K. because it helps to put people in contact with one another.  But 

if that kind of conversation continues to dominate the group, it can be detrimental to progress.  

Things to say include: "Can we go back to where we were a few minutes ago and see 

what we were trying to do?" 


Making a Decision Too Quickly 

Sometimes there is one person in the group who is less patient and more action-oriented 
than other group members.  This person may reach a decision more quickly than others 
and pressure people to move on before it is a good idea to do so.  Someone could say: 

"Are we all ready to make a decision on this?" 

"What needs to be done on this before we can move ahead?" 

"Let's check and see where everyone stands on this." 


Not Making a Decision 

The best way to make a decision is by consensus with all team members agreeing on the 
decision together.  As you are discussing various ideas, try to be open to what each 
person is saying. Remember you are trying to come to the best decision for the group as 
a whole, not for any one person. 

If the team is having trouble reaching consensus,  here are some tools to use: 

Multivoting--List all the ideas the group has generated.  Have each person 
vote on his/her top four choices. Choose the three or four ideas that have gotten 
the most votes.  Identify similarities and differences among the ideas, then 
the positive and negative aspects of each.  Have each person vote again, this 
time for his/her top two choices.  Tally the votes to see which idea has the most 
support. 

Plan A--List all the ideas the group has generated.  Each person is given 100 
points to allocate among the choices in any way he/she wants to.  The alternate 
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that receives the highest number is the team's choice. 

(NOTE: Use Plan A to reach a quick solution when the decision is not very 
important.  Use Multivoting for more important decisions.) 

Feuding Between Group Members 

A conflict--either related to a work project or to something outside of the group--can 
erupt and impede the group's progress.  Usually nothing can be accomplished until the 
conflict is resolved.  If that is the case, the parties need to discuss the problem, using the 
listening techniques that have been discussed.  

Ignoring or Ridiculing Others 

Subgroups or factions can form in groups with one or more people excluded.  Sometimes 
the people who are outside of the "in" group will be the subject to criticism or ridicule.  
Knowing how to work with people we're not necessarily comfortable with is an ability 
that will serve you well in the work world. Each group member must make every effort 
to work with every other group member.   

The Group Member Who Does Not Do His/Her Share of the Work 

A group member may be unwilling to cooperate with others, may not complete assigned 
tasks, or may not come to meetings.  You should be talk directly with the person to tell 
him/her the effect his/her actions are having on the group.   
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What Makes an Effective Group? 
An Exercise 

Listed below are 12 characteristics of work groups. 

Please go through those characteristics and pick three that you feel are essential for good 
group performance.  Rank them in this way: 

   1--most important 
   2--second most important 
   3--third most important 

Then go through the remaining items on the list and mark the three that you feel most 
interfere with group performance.  Rank them: 

   4--most disruptive 
   5--second most disruptive 
   6--third most disruptive 

_____ 1. Competitiveness among members 

_____ 2. Everyone sticks closely to the point 

_____ 3. The group avoids conflict 

_____ 4. Members rotate the leadership position 

_____ 5. Each member gives and receives feedback 

_____ 6. A detailed plan is suggested for each group meeting 

_____ 7. Each group member is assertive 

_____ 8. Informal subgroups form 

_____ 9. Members freely express negative feelings 

_____ 10. The overall goals of the group are explicitly set 

_____ 11. Information is freely shared among group members 

_____ 12. Each person's ideas are taken into consideration and assessed 

After each person has done this individually, you will come together with your team 
members to discuss your choices and to reach consensus 
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SETTING GROUND RULES 


Referring back to the Teaching Note on “Teamwork Basics,” use the remainder of the 
time in this class to set norms for your team in each of the five areas listed and discuss 
individual and team goals. 

Work Norms 

Facilitator Norms 

Communication Norms 

Meeting Norms 

Consideration Norms 

Individual and Team Goals 
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Sloan Communication Program                 Teaching Note 
 

WRITING COVER LETTERS 
 
 
Your Goals 
 
Cover letters, sent with your resume, are a form of persuasive communication meant to 
motivate your reader to take action on your behalf.  Your goal is to secure an interview or 
to be referred to people to contact. 
 
Situations to Anticipate 
 
When responding to an employer’s request (e.g., a recruiting company asking to hear 
from students interested in interviewing with them or a firm sending a job listing), you 
are operating in a reactive mode and the next step is defined.  When writing to someone 
who has not solicited your interest and does not anticipate your letter (e.g., when you 
independently write to a manger of a firm you have identified), you are operating in a 
productive mode and next steps are not defined. 
 
In the former situation, the employer is more motivated to respond to your letter and will 
share responsibility for taking the next step.  In the latter, you must provide strong 
incentives for your reader to take action.  You must also take full responsibility for follow 
through.  The content and tone of your letters will differ accordingly. 
 
Letters written in a reactive mode are easier to write, but face stiff competition for the 
reader’s attention.  Those written in a proactive mode are more difficult to write but face 
less competition and, when successful, result in a response tailored to your personal 
interests and qualifications. 
 
Keys to Success 
 
Whatever the situation, good cover letters: 

• are addressed to a specific individual (ideally, the person who will profit from 
your contributions and who has authority to hire you) 

• clearly state what you want from your reader 
• demonstrate your understanding of the industry, company, position 
• focus on company needs rather than your own 
• provide evidence that you can contribute to the company’s success 
• amplify rather than repeat information in your resume 
• communicate a clear sense of direction and commitment to your goal 
• convey common sense and a positive attitude 
• differentiate you from other candidates 
• project professionalism and confidence  
• are tailored to the situation and are original rather than generic 
• are concise, clear, and creatively written 
• are free of typing, spelling, and grammatical errors 
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Sloan Communication Program     Teaching Note 
 
 

Writing Reports 
 
 

The term report includes a wide range of documents used in business—from a weekly 
one-page statistical analysis produced by a computerized report generator to a multi-
volume study of a new business opportunity by a consulting team.  This note focuses on 
mid-length (5-50 page) non-routine analyses of operations, opportunities, problems, and 
events.  These documents are usually addressed upward within an organization or come 
from outside experts to managers within a company. 
 
Such reports can take a wide variety of forms.  Many firms have specified formats for 
various types of reports.  Nevertheless, one characteristic is common to most such 
reports—layered organization.  This overall structure is discussed below. 
 
Layered Organization:  Different Sections for Different Audiences 
 
Reports tend to have much larger audiences than do most letters and memos.  Moreover, 
the readers are varied in their needs and expectations.  The executive requesting the 
report may want an analysis and recommendation in terms understandable to a non-
technical manager, while the lower-level and more specialized team responsible for 
implementing the recommendations may need much more technical and financial detail.  
Thus the basic organizational principle of reports is that material should be layered to 
allow members of each major audience to get what interests them without having to plow 
through irrelevant or inappropriate material. 
 
Reports tend to have two or three major layers, depending on length and need: 
 

• Front matter, including such items as a transmittal letter and an executive 
summary. 

• The report body, including an introduction, substantive sections, and 
conclusion. 

• Appendices, with material unnecessary to most readers but important to some  
 part of the audience (frequently technical). 
 
The front matter often includes a transmittal or cover document, in letter form if it is 
from an external party, and in memo form if from a person or committee internal to the 
organization.  This brief document accompanies the report, announcing its arrival and 
providing a short summary (one or two paragraphs) of the results and implications of the 
study.  It is tailored to the recipient's needs and interests.  As the transmittal document 
shapes the report for particular readers, the writer may want to use different transmittal 
documents with the same report for different audiences.   
 
The front matter also includes an executive summary of the report's context, purpose, 
recommendations, and conclusions.  The summary is designed for the busiest readers, 
frequently executives a level above the main audience.  The executive summary may be 
thought of as the one-page version of the report.  It usually has the title of the report  
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followed by "Executive Summary," rather than a memo heading.  However, it resembles 
a memo in its use of formatting devices such as subheads and lists.  The executive 
summary is sometimes circulated to some audiences without the rest of the report. 
 
The second layer is the body of the report.  Report longer than 10 pages or so usually 
have a table of contents listing the sections with page numbers.  The introduction 
discusses the report's context, scope, and purpose (in more detail than the executive 
summary).  If the report uses direct structure, as most reports do, the introduction should 
also briefly summarize the report's conclusions and/or recommendations. 
 
After the introduction, the report includes as many sections as necessary to the analysis.  
This portion of the report is almost always the longest, and it is the one that varies most 
in form.  The organization of the sections is determined by the subject, departmental or 
firm norms, and the writer's purpose.  The body of the report ends with the conclusion, 
which sums up main points and makes or reiterates recommendations (if any).  Normally, 
figures (tables, graphs, etc.) that are important to understanding the report are placed in 
the body of the report rather than the end. 
 
The third and final layer of the report consists of the appendices, if there are any.  Each 
appendix contains material not necessary to understanding the main line of the analysis 
but potentially interesting or useful to some part of the audience.  Often, appendices 
provide technical back-up or additional data.  They can include material such as tables, 
graphs, examples of survey questionnaires, and calculations.  The appendices are usually 
designated sequentially by letters of the alphabet.  The body of the report should include 
at least one reference to each appendix so that readers may refer to that appendix at the 
appropriate place if they are interested. 
 
Not all reports have three separate layers.  Some reports have no appendices, and short 
reports may omit the executive summary.  In all cases, however, reports should be 
organized so that the various members of the audience can easily locate relevant parts.   
In a report with a separate executive summary, it and the introduction may well contain 
some of the same material, though the introduction will be longer and more detailed.  
You cannot count on the reader of the body of the report to have read the executive 
summary or vice versa. 
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Originally sent via e-mail 
 
Context:  The writer lives on a private road that is badly in need of repaving.  Because the street 
is a private road, according to City by-laws, the people living on it have to underwrite the costs of 
having the City repave the street and replace the sidewalks.  However, the writer is trying to 
persuade the City to contribute half the costs.  (In fact, some of the writer’s neighbors are not in a 
financial position to pay anything.)  Has the writer done a good job of convincing the Aldermen 
and City Engineer that the City should pay half? 
 
Hello Aldermen Sanderson, Hersch, George, and City Engineer Tarrona 
 
We have formed a Morrison Street Study Group to explore the possibility of repaving 
Morrison Street with the City underwriting half the expense and the residents 
underwriting the other half.  The group represents six homes, and we are seeking ways to 
make this project more palatable to our neighbors with limited resources who may not be 
able to contribute to the repaving.  Unlike the neighborhoods in which private streets 
were recently repaved, in our neighborhood, a number of residents are on fixed incomes, 
which does not give them financial flexibility. 
 
We believe the Morrison Street project has specific circumstances that need your 
consideration.  In addition to the issues noted above, we feel the City should contribute to 
the repaving of Morrison Street for the following reasons:  
 

1. The apartment complex, which was built under the auspices of the City, creates 
additional traffic.  Residents of that apartment complex also park on Morrison. 

2. Overflow cars from the City-approved local office building also park on Morrison 
when their lots are filled. 

3. School busses go up and down the street rather than driving on Orchard Street, 
which is a public road.  We believe the heavy bus traffic has contributed to the 
deterioration of the street. 

 
Give the above, we ask that you consider one of the following compromises: 
 

• An reduction in the price of repaving. 
• An alteration in the sidewalk requirement.  This would include a “no sidewalk” or 

“sidewalk on only one side” provision for lower Morrison where sidewalks do not 
already exist.  Given the "character" of our neighborhood, residents may be more 
comfortable paying less and getting a good street rather than pay more and getting 
a top-of-the-line great street.  

• A possible “hardship” amendment similar to the one that was offered to the 
resident of Balmoral Park for the recent sewer connector project.   

 
Thank you for your time on this issue and everything you do for the City’s residents.  We 
hope to hear from you in the next few weeks as to what we can do together to move this 
project forward. 
 
 
Andrew Multoony, representing the Morrison Street Study Group 
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The CEO’s World Tour 
 
 
 

You are part of the executive team for a high-tech company.  The CEO has just 
announced he will undertake a world tour that will introduce the company to a host of 
potential customers.  Since the CEO is generally ignorant of any customs, mores, or 
beliefs in cultures other than his own (and he’s pretty vague about those as well!), there is 
a lot of help that you, as members of the executive team, can (and must) provide.  
Because this is a typical organization, you are also fully aware that you will be blamed 
for any mistakes the CEO makes. 
 
You realize it is up to you to tell the CEO what you know about any culture with which 
you are familiar, whether from your upbringing, travel, or acquaintance. 
 
Using the list of “Questions to Ask About Culture,” ask the “informant” in your group to 
tell you about the norms and beliefs in his/her country.  Think about how those norms 
and beliefs might impact:  business meetings, negotiations, sales, social events, visiting 
colleagues in their homes, etc.  Use that information to create a 10-minute oral report you 
will deliver to the CEO.  
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SOME QUESTIONS TO ASK ABOUT CULTURE 
 
Here are the questions to ask your informant so you can create the report for the CEO. 
 
 
Concrete Expressions 
 
1.   What are typical foods served in the culture? 
 
2.   Are there any typical styles of dress? 
 
3.   What do people do for recreation? 
 
4.   Do buildings have identifiable features? 
 
5.   How is public space used?  For example, do people tend to “hang out” on  
      the street, or are they in public because they are going from one place 
      to the next? 
 
 
Recognized Behaviors 
 
1.   How do people greet one another? 
 
2.   Describe how a holiday is celebrated. 
 
3.   How would a visitor be welcomed to someone’s home? 
 
4.   What are the norms around weddings?  births?  deaths? 
 
 
Explicit Beliefs 
 
1.   How important is hierarchy? 
 
2.   How are gender roles perceived? 
 
3.   How do people view obligations toward one another? 
 
4.   What personal activities are seen as public?  What activities are seen as private? 
 
5.  What are the cultural attitudes toward aging and the elderly? 
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 Deeply Embedded Beliefs 
 

1.   How important is the individual in the culture?  How important is the group? 
 
2.   How is space used (e.g., how close should two people who are social acquaintances  

stand next to one another when they are having a conversation?)  
 
3.   How is time understood and measured? (e.g., how late can you be to a business 
      appointment before you are considered rude?) 
 
4.   Is change considered positive or negative? 
 
5.   What are the criteria for individual success? 
 
6.   What is the relationship between humans and nature? (e.g., do humans dominate  
       nature? does nature dominate humans? do the two live in harmony?) 
 
7.   How is divine power viewed in relation to human effort? 
 
8.   Is the culture a high-context or low-context one? 
 
9.   What is humorous? 
 
10.  How do individuals “know” things? (e.g., are people encouraged to question things? 
       are they encouraged to master accepted wisdom?) 
 
11.  Are people encouraged to be more action-oriented or to be more contemplative? 
 
12.  What is the role of luck in people’s lives? 
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Worksheet for Feedback on Persuasive Cover Letter 
 

 
This worksheet is designed to help you focus your feedback on the macro issues of cover 
letter writing, and, in particular, on enhancing the fit between the needs of a job and your 
partner’s self-presentation in the cover letter.  In this exercise, please don't focus on the 
micro issues, such as word smithing. 
 
Position requirements:  Based on the job ad providing by the letter writer, what are the 
potential employer's key needs and requirements for the position? 
 

•  
 
 

•  
 
 

•  
 
Targeted benefits and evidence:  Getting an interview depends on making it clear to the 
recruiter that there is a good fit between the potential employer's needs and the skills and 
capabilities of the candidate.  But the applicant must present compelling, concrete 
evidence that he or she has those skills and capabilities.   
 
Based on the letter, what are the skills the candidate claims that will fit the employer's 
needs, and what evidence does he or she provide to support those claims? 
 
 
Targeted benefit #1:    
 
 Evidence: 
 
 
 
Targeted benefit #2: 
  
 Evidence: 
 
 
 
 
Targeted benefit #3: 
 
 Evidence:   
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Cover Letter Formula – The outline below provides an example of how to structure a cover letter.  It is by 
no means the only format, but it provides a good place to start. 

I)	 Opening Paragraph 

A) Answer the question: Who are you (school, degree, grad year)? 

B) Maybe express interest in the job. 

C) Answer the question: How did you hear about job? And do you have a contact at the firm? 

D) Highlight your 3 skills (1, 2, & 3), which will add value to the employer.  Give this some serious 
thought and try to identify the most important skills for the job.  Also, look at the job posting, it 
will typically tell you the skills required. 

II) Evidence for skill 1 

A) Identify a past or current job, class, or activity 

B) Discuss your role, in context to how it exemplifies your skill 1 

C) State the accomplishment of your work (does not have to be “saved the world” quality) 

III) Evidence for skill 2 and maybe also 3 

A) Identify a different past or current job, class, or activity 

B) Discuss your role, in context to how it exemplifies your skill 2 and 3 

C) State the accomplishment of your work 

IV) Evidence for skill 3 if not provided above 

A) Identify a different past or current job, class, or activity 

B) Discuss your role, in context to how it exemplifies your skill 2 and 3 

C) State the accomplishment of your work 

V) Closing Paragraph 

A) Restate skills (1,2, &3) 

B) Answer the question: What do you want to happen next? An interview? Or maybe you will call 
them to follow up?  Be specific 

C) Thank them of their time 
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Worksheet for Persuasive Cover Letter 
 

 
 
Overall argument  For example:  Interview me because I am qualified for the job. 
            Interview me because I can meet your needs. 
            Interview me because I can do the job. 
 
Key arguments      For example:  I have excellent analytic skills. 
           I know marketing. 
           I know how to work in teams. 
 
Evidence        For example:  I participated in a UROP that required me to analyze  
          the results of a test for a new drug. 
          During my summer internship with P&G, I was  
          involved in a marketing campaign for a new product 
          that made $$$ worth of sales in the first year. 
                     I did well in a marketing course that was taught by 
          Professor X. (It helps if Professor X has a name in the 
          field!) 
          During the year I was president of my fraternity, our 
          campaign to raise funds for XXX brought in $$$. 
 
 

Overall Argument 
 
 
 
 
 
Key Argument 1  Key Argument 2  Key Argument 3 
 
 
 
 
 
 
Evidence   Evidence   Evidence 

 
 
 

Hypothetical position   
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Craigstone Corporation 
 
 

You work in the headquarters of a fast-growing management consulting firm that now 
employs roughly 250 people in offices throughout North American and Europe.  The 
company's rapid growth has led to some growing pains, and costs have grown faster than 
personnel.  You are a consultant (but not as yet a partner), and you have been appointed 
to chair a committee trying to solidify many policies that have, until now, been handled 
in an ad hoc manner.  The partners hope hardening these policies will cut costs and 
reduce administrative overhead. 
 
For example, up until now, Craigstone Corporation has allowed employees to book 
airline flights, hotels, and rental cars through whatever airline or travel agent they 
pleased, as well as to keep their frequent flier miles in their own names.  However, your 
committee has been asked to examine this practice because clients have been 
complaining about travel costs.  You will need to write a recommendation to be sent to 
all the firm's partners. 
 
Your Investigation 
 
After some initial discussions within the committee and with other consultants in the 
company, the committee decided that consultants should continue to keep their own 
frequent flier miles as this is a highly valued perk offered by many of the consulting 
companies with which you compete.  Consolidating your business with a single travel 
agency, on the other hand, holds promise of substantial savings and seems worth 
pursuing. 
 
You talked to several large travel agencies and narrowed the field to three that you 
considered seriously:  Thomas Baker International, Canadian Express, and Aquamarine 
Travel.  All three of them offer percentage savings on travel for firms that book at least 
$10M worth of business through them.  Since your firm's annual travel budget runs 
around $15M and is expected to continue growing, limiting your business to one of them 
would be a good move. 
 
In comparing the three travel agencies, you compile the following facts: 
 
 Thomas Baker International:  Baker offers discounts of 5%, which would result 
 in a current annual savings of $600K.  This agency is widely used and has  
 offices all around the world.  Several of the consultants use it regularly.  Some 
 complain, however, about its lack of dependable service outside of regular  
 business hours.  They say they need to be able to reach the agency and re-book 
 reservations any time of the day or night. 
 
 Canada Express:  CanEx, as it is known, has a charge card business in addition 
 to the travel agency business.  The travel agency offers the same 5% discount, but 
 by getting all Craigstone consultants to charge their travel expenses on CanEx 
 credit cards, Craigstone would get an additional 1% reduction on all charged 
 expenses.  The main drawback you see is that some consultants, in the past, 
 have had bad experiences with this agency's services when traveling in some  
 of the more remote parts of the world. 
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 Aquamarine Travel:  This travel agency is smaller than the other two, but it 
 is a local firm known among the consultants for its excellent service.  It also 
 offers a 5% discount on large accounts, but you think Craigstone may be able 
 to negotiate an even better rate because of the close relationship between it and 
 some of the partners.  It does not, however, have offices in many parts of the 
 world where Craigstone consultants travel. 
 
 
The Assignment 
 
Armed with this information and after consulting with many of the partners and your 
colleagues, your committee decided to recommend that the firm go with CanEx, for both 
travel arrangements and company charge cards.  You must write a memo to the partners 
making this recommendation.   
 
Your group will be assigned one of the three audience scenarios given below.  First, 
analyze the strategic variables in your scenario (audience, purpose, credibility, and 
context).  Then determine whether your memo should be: 
 

• Direct or indirect 
• One-sided or two-sided 

 
If there is time, you may be asked the write the introduction to the memo and outline the 
rest. 
 

Scenario 1:  The partners think your committee has been doing a good job and 
like your recommendation. 

 
Scenario 2:  Some partners prefer the current laissez-faire policy so they can 
continue to work with their favorite travel agent.  They also have mixed feelings 
about your committee because some of them resent the changes in the old way of 
doing things.  But other partners strongly favor making a deal with a single 
company in order to cut costs. 
 
Scenario 3:  Most partners favor a change to a single-agent policy.  They view 
your committee relatively favorably, but are not inclined to rubber stamp your 
recommendations without careful consideration and much argument.  In this case, 
the opinions on which agency to go with are strong and varied.  Some favor 
Aquamarine Travel because they like its personal service and possibility of an 
even lower rate.  Others favor Baker on the grounds that it has the broadest 
coverage of service all over the world.  Still others favor CanEx, thinking that the 
extra discount for the CanEx credit card is a deciding factor. 
 
 
 
 
 

Original © Joanne Yates 
Edited 2008 by Lori Breslow 
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“Communicating Across Cultures”   MIT Course 21F.019 
 
 

SOME QUESTIONS TO ASK ABOUT CULTURE 
In-Class Exercise #1 

 
The Task 
 
The idea behind this exercise is for you to get to know one another’s cultural identities.  
First, form into groups of three and find out from each other what your cultural/ethnic  
backgrounds are.  Then “interview” one another using the questions below to get as much 
detail as possible about the culture of your group members. We’ll ask you to report back 
to the class what you have learned. 
 
Concrete Expressions 
 
1.   What are typical foods served in the culture? 
 
2.   Are there any typical styles of dress? 
 
3.   What do people do for recreation? 
 
4.   Do buildings have identifiable features? 
 
5.   How is public space used?  For example, do people tend to “hang out” on  
      the street, or are they in public because they are going from one place 
      to the next? 
 
Recognized Behaviors 
 
1.   How do people greet one another? 
 
2.   Describe how a holiday is celebrated. 
 
3.   How would a visitor be welcomed to someone’s home? 
 
4.   What are the norms around weddings?  births?  deaths? 
 
Explicit Beliefs 
 
1.   How important is hierarchy? 
 
2.   How are gender roles perceived? 
 
3.   How do people view obligations toward one another? 
 
4.   What personal activities are seen as public?  What activities are seen as private? 
 
5.   What are the cultural attitudes toward aging and the elderly? 
                                                                                                                                            (over) 
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 Deeply Embedded Beliefs 
 

1.   How important is the individual in the culture?  How important is the group? 
 
2.   How is space used (e.g., how close should two people who are social acquaintances  

stand next to one another when they are having a conversation?)  
 
3.   How is time understood and measured? (e.g., how late can you be to a business 
      appointment before you are considered rude?) 
 
4.   Is change considered positive or negative? 
 
5.   What are the criteria for individual success? 
 
6.   What is the relationship between humans and nature? (e.g., do humans dominate  
       nature? does nature dominate humans? do the two live in harmony?) 
 
7.   How is divine power viewed in relation to human effort? 
 
8.   Is the culture a high-context or low-context one? 
 
9.   What is humorous? 
 
10.  How do individuals “know” things? (e.g., are people encouraged to question things? 
       are they encouraged to master accepted wisdom?) 
 
11.  Are people encouraged to be more action-oriented or to be more contemplative? 
 
12.  What is the role of luck in people’s lives? 
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Massachusetts Institute of Technology   50 Memorial Drive 
Sloan School of Management     Cambridge, MA 02142-1347 
 
 
 
 
 
 
 
 To:       Puzzled Patrons of Dewey Library 
 From: The Library Staff 
 
 
 Why on earth did we reverse the entrance and exit doors?  Are we out of our 
 minds, or something? 
 
 Actually, it’s a by-product of the computer age, which was not foreseen by the  
 architects of the building when it was built in 1965. 
 
 We will be installing computer terminals at the Dewey Circulation Desk before 
 the end of this year.  Moreover, the 3M Security System cannot successfully  
 co-exist near computer terminals, and vice versa. 
 
 Therefore, we had two choices.  One solution would have been to rebuild the 
 entire outer lobby wall to achieve the required distance between the security 
 system and the computer. 
 
 The other system was to reverse the exit and entrance doors, which is what we 
 did, as you may have noticed. 
 
 We hope you are getting used to it now.  We do apologize for the inconvenience. 
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Massachusetts Institute of Technology   50 Memorial Drive 
Sloan School of Management     Cambridge, MA 02142-1347 
 
 
 
 
 
 To:       Puzzled Patrons of Dewey Library 
 From: The Library Staff 
 
 
 
 
 Adjusting to new technical innovations frequently requires adjustments in other  
 practices and procedures.  In particular, it has become necessary to make certain 
 changes to our physical plant to accommodate the installation of computer 
 terminals at our circulation desk.  The most noticeable alteration, and the one 
 that most affects our users, is the inversion of the entrance and exit doors. 
 
 Henceforth, the entrance doors will be used as a point of egress, and vice versa. 
 We would appreciate your cooperation in using the new entrance and exit. 
 
 Thank you. 
 
 
 
 
 
 
 

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

187
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



MIT OpenCourseWare
http://ocw.mit.edu

15.279 Management Communication for Undergraduates
Fall 2012
 
 
 
For information about citing these materials or our Terms of Use, visit: http://ocw.mit.edu/terms.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

188
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN

http://ocw.mit.edu
http://ocw.mit.edu/terms


Electronic Communication: 
Creating a Policy 

 
 
You are part of a three-person committee made up of the head of IT, the head of Human 
Resources and the head of Communication.  You have been asked by the CEO to devise a 
policy for the use of email, instant messaging and the Web.  The CEO has received 
complaints about the number of emails people receive, about their relevance, about the 
tone of some emails, about the time people are spending on the Web, and other issues.  
The CEO has asked you to meet and draft a policy that will cover these problems. 
 
 
Specifically, you should address: 
 
The employees’ use of all-employee e-mails to find lost packages, lost personal items and 
the like. 
 
Managers’ use of all-employee e-mails to publicize the successful work of their groups. 
 
Regional offices use of all-employee e-mails for matters specific to the region. 
 
The home office use of all-employee e-mails for things specific to the home office 
location (e.g., Patriot’s Day Holiday, which is only a holiday in Boston). 
 
Employees’ use of e-mails to solicit contributions to charitable causes. 
 
Employees’ use of the Web for non-business related activities. 
(NOTE:  The company has the capability to monitor employees and determine what Web 
sites each employee is visiting.) 
 
Employees’ ever growing files of e-mails, which require greater and greater storage 
capacity. 
 
Complaints of sexual harassment via e-mail, mostly in the form of off-color humor and 
cartoons. 
 
Employees’ complaints of being “flamed” by other employees. 
 
Managers’ complaints that employees have been discovered using online gambling sites. 
 
IT complaints that the number of all-employee e-mails puts a strain on the system. 
 
Managers’ complaints the employees are spending too much time doing instant 
messaging (they have doubts that all of it is business related). 
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Your policy must be written in the context of a company that values the good will of 
its employees, and which acknowledges the tremendous productivity gains electronic 
communication has brought.  This policy should limit the range and extent of 
electronic communication, but retain all the benefits it has brought. 
 
Procedure: 
 
Form teams of three, with one person acting as head of IT, another as head of HR, and 
the other as head of Communication.  Note that each of these people has an interest in 
certain aspects of the electronic mail capability. 
 
IT—wants to cut down the volume, but demands it retains its right to use all-employee  
e-mail to send system messages (servers down, tutorials available, etc.) 
 
HR—wants to make sure HR (and ONLY HR) notifies employees about benefits, 
holidays and volunteer opportunities/charitable works. 
 
Communication—demands it retains its right to send memos directly from the CEO, and 
communications the CEO has approved of. 
 
Be ready to have one spokesperson give an overview of the policy you have devised. 
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Finding the Right Words: 
Essential Gambits for Interpersonal Feedback 

 
 

Making Suggestions/Giving Advice 
 
 May I make a suggestion? 
 Don’t you think . . . ? 
 Wouldn’t you say (agree or think) . . . ? 
 Wouldn’t it be better if we . . . ? 
 Why don’t we try . . .? 
 We might want to consider . . .? 
 Are we sure . . . ? (careful) 
 I need . . . 
 
 Let’s . . . 
 Perhaps we could . . .? 
 Why not . . .? 
 How about . . .? 
 I suggest that we . . .? 
 
Asking for Suggestions/Advice 
 
 Do you have any suggestions? 
 What do you think? 
 What would you do? 
 What should I do? 
 
Accepting and Rejecting Suggestions/Advice 
 
 That’s a good point (idea, approach). 
 Thanks for reminding me. 
 Yes, why don’t we try that? 
 
 I want to think about that. 
 I hadn’t thought about that. 
  
 That’s a good idea, but . . . . 
 That would be great, except . . . . 
 Yes, but don’t forget . . . . 
 Yes, but keep in mind . . . . 
 Yes, but consider . . . . 
 Possibly, but . . . . 
 Well, the problem is . . . . 
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LISTENING EXERCISE 


Employee: “This is a difficult process.” 

Supervisor: “No it isn’t. Don’t worry. Once you get used to it, you’ll 


    find it easy. 

Divide into groups of four and assign the following roles:  two (2) conversationalists and 
two (2) observers. As time allows, we will try to give each person in the group a chance 
to take both roles. 

The Conversation 

The topic of conversation is “Are Men or Women Better Listeners?”  Each 
conversationalist should express his/her opinion on this topic and offer evidence to 
support his/her point of view. 

More importantly, each conversationalist should practice listening skills and work hard 
on understanding the other person’s perspective.  He/she should identify the other 
person’s argument, ask for clarification if there are any points he/she doesn’t understand, 
and encourage the person to support his/her point of view.  

The observers should divide up their responsibilities so that one person is focusing on 
each of the conversationalists. 

Feedback 

After the conversation has gone on for about five minutes, the group should spend 
another five minutes on feedback.  The feedback should proceed as follows: 

Feedback on the Conversationalists:  The feedback should focus on each person as a 
listener.  Did the listener seem interested?  encouraging?  engaged?  Did he/she listen 
nonjudgmentally?  Did he/she help the other person clarify his/her thinking?  Did he/she 
do anything specifically to help the other person communicate his/her message (include 
nonverbal communication here)? 

Feedback from the Conversationalists:  Each person should then give the group 
feedback on what he/she experienced as a listener.   Were you able to listen 
nonjudgmentally?  What did you do to help the other person clarify his/her thinking?  Did 
you feel you did anything to help the person communicate his/her message (include 
nonverbal communication here)? 

Everyone should practice active listening when he/she is receiving feedback.  In 
particular, try to understand the feedback first before responding to it.  You may ask 
questions for clarification as necessary, but any responses to the feedback (especially 
arguments with it) should be held until it is your turn to speak. 
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Some Additional Information on  
Letters of Transmittal and 

Executive Summaries 
 
 

The following are guidelines on writing these two very important parts of a business 
report. 
 
Letter of Transmittal 
 
The letter of transmittal “announces” the arrival of the report.  It can be in letter or memo 
format (usually the norms of the organization will dictate which one), and should be 
addressed either to the person who has been your primary contact or to someone in senior 
management. 
 
In a sense, it is “ritual communication.”  It may briefly remind the reader of the 
assignment that was made and then lay out the scope of the report.  It may give the 
conclusion of the report (in no more than one or two sentences).  It may also suggest next 
steps.  It should thank the reader for the opportunity to work on the project. 
 
The letter of transmittal should be no more than a page, and often it is shorter. 
 
Executive Summary 
 
The executive summary is an abbreviated form of the report.  For some readers, it will be 
the only document they read.  It should be organized in the same way the report is (i.e., 
use direct structure if the report uses direct structure), and should contain synopses of all 
the major sections.  Like an elevator speech, it may be your only opportunity to get your 
message across to the reader.  Include evidence to support your main idea or 
recommendation.  Make sure all vital points are covered.  There should be an easily 
identifiable introduction and conclusion.  Use formatting that is complementary, if not 
identical, to the formatting used in the report.   The title of the report and the words 
“Executive Summary” should be at the top of the page. 
 
Additional tips for the report: 
 

• Single space the final report. 
• Include a table of contents. 
• Format references and bibliography consistently according to the rules of the style 

guide you are using. 
• Have logical reasons why some tables or charts are in the text and some in 

appendices, but 
• Refer readers to appendices within the text itself. 
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“Communicating Across Cultures”         taken from MIT Course 21F.019 
 
 

Nonverbal Communication Variables* 
 

 
PROXEMICS   
 

• Proxemics refers to how perceptions of personal space and the use of physical 
space vary culturally. 

 
• Researchers have identified four zones of personal space:  

o Intimate—touching to 18” 
o Personal—18” to 4-6 feet 
o Business or social—4-6 feet to 10-12 feet 
o Public—beyond 12 feet  
  

• Latin Americans and Arabs tend to perceive personal space as closer than the 
Germans or Japanese.  Americans are in the middle of the range defined by those 
two extremes.  

 
KINESICS 
 

• Kinesics refers to the use of facial expressions, gesture, and posture. 
 
• For example, when and how to smile varies from culture to culture: 

o To many other cultures, the American smile often appears frozen and 
insincere. 

o In Japan, men do not smile in public, and women are not supposed to 
show their teeth.  Japanese will often cover their mouths when laughing. 

o Germans smile less often than Americans.  The Germans believe that life 
is doing one’s duty, and duty does not lend itself to smiling. 

o Koreans consider it inappropriate for adults to smile in public.  The smile 
is often a sign of embarrassment. 

 
• Similarly, individuals express anger differently: 

o In the West, a frown can indicate anger, doubt, questioning of authority, 
suspicion, or disagreement. 

o The Japanese avert their gaze so as to hide anger; to show anger openly 
even through frowning is considered inappropriate in business contexts. 

o Another way of showing anger is through shouting and gesturing.  
Germans, Canadians, Arabs, and Latins often raise their voice in anger.  
Japanese seldom raise their voices. 

 
 
*Based on Neal Hartman, “Notes for Nonverbal Communication in Intercultural Situations,” 
Sloan School of Management, MIT. 
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• Gestures are used in the following ways: 
o In most cultures, moving one’s head up and down is seen as agreeing.  

Shaking one’s head from side to side is seen as responding negatively 
although Bulgarians do the opposite.  In southern India, moving one’s 
head from side to side is not negation. 

o In most cultures, men tend to use larger arm gestures than women, but 
the Japanese use far fewer arm movements than both men and women 
from the U.S.  Arab men use their arms even more than men from the 
U.S. 

o Posture, including the way one sits, stands, and walks, sends messages.  
In Western culture to stand tall conveys confidence.  While in most 
business situations, people sit on chairs, in many Arab cultures men 
conduct business while sitting on the floor, and the Japanese sit with their 
legs tucked under themselves. 

o Handshakes 
 U.S.   Firm 
 France   Softer 
 Germany  Firm handshake for men, traditionally  
                                         accompanied by a slight bow 
 Japan   Handshake with arm firmly extended, 

accompanied by a bow 
 Middle East  Handshake and free hand placed on 

forearm of other person for men; men 
and women are often prohibited from 
touching  

 
NOTE:  The study of variances in rules for touching is known as HAPTICS.   

 
CHRONEMICS 
 

• Chromenics refers to the perception and use of time.  Three major 
characterizations are:  linear, flexible, and cyclical as described in the chart on 
the following page.* 

 
• How late one can be before one is late varies from culture to culture (as well as 

from situation to situation):  Latin American, Southern European, African, and 
Arab cultures tend to have a less precise sense of time than North American and 
Northern European cultures 

 
 
 
 
 
 
*From:  Sana Reyolds and Deborah Valentine, Guide to Intercultural Communication,    
Prentice Hall, 2003. 
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Characteristic Linear Time Flexible Time Cyclical Time 
Perception of 
Time 

Views time as an 
entity to be saved, 
spent, or wasted 

Views time as fluid and 
flexible 

Views time as circular 
and repetitive 

Implications for 
completion of 
tasks 

Completes tasks 
sequentially 

Works on multiple tasks 
simultaneously 

Completes tasks over a 
long period of 
contemplation and 
reflection 

Focus Focuses on the task to 
be completed within a 
certain time frame 

Focuses and nurtures the 
relationships 
represented by the tasks 

Focuses on the long 
term in both tasks and 
relationships 

Implications for 
relationship 
between work 
and family 

Separates work from 
family and social life 

Views work, family, and 
social life as one 

Sees connections and 
interrelatedness 
between people and 
events 

Locus of control Seeks to control time 
by maintaining a rigid 
appointment schedule 

Reacts as the day’s 
events evolve 

Believes that life 
controls time 

Orientation Focuses on the future Focuses on the present Focuses on the past 
   
 
PARALANGUAGE 
 

• Paralanguage lies between verbal and nonverbal communication; it involves 
sound but not words. 

• Vocal qualifiers refers to volume, pitch, and overall intonation. 
• Vocalization refers to nonwords (“um” or “er”) and fillers (in English, “O.K.” or 

“like”; in Japanese (“hai,” which is literally translated with “yes”). 
• The use of silence also varies culturally with East Asian cultures tending to value 

silence more than western cultures. 
 
OCULESICS 
 

• Oculesics is the fancy term for eye behavior.  In most cultures, who may look 
who in the eye is determined by hierarchy. 

• Examples: 
o In the U.S., it is customary to look at the speaker’s mouth when listening, 

but to make intermittent eye contact with the eyes of the listener when 
speaking.  This does not vary between people in superior and subordinate 
positions because eye contact communicates openness, trustworthiness, 
and integrity. 

o In China, the superior rivets the subordinate with sustained, unbroken eye 
contact. 

o Arabs use eye contact to detect real intentions.  To see the eye more 
clearly, Arabs will often move closer. 

o In Japan, to look someone in the eye is to invade their space; it is 
considered rude. 
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GROUP PRESENTATION EVALUATION FORM 
 
 

Names of Group Members   GRADE   
 

    
   

 
 

Strategy and Structure 
Topic Appropriate for Audience and Purpose 
 
Appropriate Structure 

Direct/Indirect 
 One/Two Sided 
 Use of Transitions 
 Introduction/Conclusion 
 
Use of Evidence to Support Rec. 
 

 
Group Delivery 
Time Management 
 
Consistency in Tone 
 
“Choreography” 

Transitions between Speakers 
 Use of Space 
 

Visual Aids 
Design 
 
 
Consistency 
 
 
Use 

Questions and Answers 
Management of the Process 
 
 
Quality of the Answers 
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GROUP PRESENTATION, INDIVIDUAL COMPONENT 
EVALUATION FORM 

 
 

Name                                                                              Grade  
 
 
Structure of Individual Segment 
Transition from previous speaker  
       (physical and conceptual) 
 
Introduction of segment 
 
Development and internal transitions 
 
Conclusion of segment 
 
Transition to next speaker  
       (physical and conceptual) 
 
Delivery 
Verbal 
       pace and volume 
       intonation 
       fluency 
 
Nonverbal 
       confidence 
       gestures 
       movement and use of space 
       eye contact and facial expressions 
 
Visual Aids 
Use 
 
 
 
Individual Component of Q&A 
 
 
 
 
Comments 
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INTERACTIVE PRESENTATION EVALUATION FORM 
 
 

NAME                                                                       ·  ORIGINAL   ·  REVISED   
 
EVALUATED BY                                                         GRADE
 
STRATEGY 
 Appropriateness to/of 
    Purpose 
    Audience 
    Credibility 
    Context 

STRUCTURE/FLOW 
 Overall Organization (direct/indirect) 
 Introduction 
 Body 
    arrangement of points 
    development 
    transitions 
 Conclusion 

DELIVERY 
 Verbal 
     pace and volume 

    intonation 
    fluency 
Nonverbal 

    confidence 
    gestures 
    movement and use of space 
    eye contact and facial expressions 

VISUAL AIDS 
 Design 
 
 
 Use 

INTERACTION/Q&A 
 Coverage of main points 
 Tone 
 Responsiveness  
 

ADDITIONAL COMMENTS 
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 PRESENTATION WITH Q&A EVALUATION FORM 
 
 

NAME                                                                       ·  ORIGINAL   ·  REVISED   
 
EVALUATED BY                                                         GRADE
 
STRATEGY 
 Appropriateness to/of 
    Purpose 
    Audience 
    Credibility 
    Context 

STRUCTURE 
 Overall Organization (direct/indirect) 
 Introduction 
 Body 
    arrangement of points 
    development 
    transitions 
 Conclusion 

DELIVERY 
 Verbal 
     pace and volume 

    intonation 
    fluency 
Nonverbal 

    confidence 
    gestures 
    movement and use of space 
    eye contact and facial expressions 

VISUAL AIDS 
 Design 
 
 
 Use 

QUESTION & ANSWERS 
  
 
 

ADDITIONAL COMMENTS 
 
 
 

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

208
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN

asi122
Line

asi122
Line

asi122
Line

asi122
Line

asi122
Line

asi122
Line

asi122
Line

asi122
Line

asi122
Line



MIT OpenCourseWare
http://ocw.mit.edu

15.279 Management Communication for Undergraduates
Fall 2012
 
 
 
For information about citing these materials or our Terms of Use, visit: http://ocw.mit.edu/terms.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

209
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN

http://ocw.mit.edu
http://ocw.mit.edu/terms


- - -

Intention 

Delete: take out a word 

Delete: take out a letter 

Insert new letter 

Change a letter 

Consider omitting 

New paragraph 

Close up unwanted space 

Add space 

Switch (transpose) letters 

Switch (transpose) words 

Capitalize 

Lowercase 

Numerals not letters 

Letters not numerals 

Insert a comma 

Don't make the change 

Proofreader's Marks 


'\. 


Plus a few abbreviations idiosyncratic to 15.279 

Awkward phrasing 
Is this the best word? 
Check the spelling 
Check the transition 
Check for sense or meaning 
Rewrite for clarity 
I don't understand what you're trying to say 

121 

Example Using Mark 

~andaway 
...., 

A)test 
\J 0 
LesterTh~ 
Q 

Blston Red Sox 

NeverfJut nev§1curse 

~ the beginning O~In the beginning 

Sl61m Sch6'ol 
""'" v 

can'rtyself 

Gover~ . 

~~ 
yo )!.O!!l8 


:::::
/how - YIe -
the ray 

, ~lionJ 

(2)wdelines 

Initial*he thought 

"Out, ~@"~ou amn pot!" 

Awk 

Word? 

Sp? 

Trans? or Where are we? 

Sense? 

RewordIRepbaseIR.etbink 

Huh? 
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Power Proofreading 
 
 

An essential stage in creating a strategic document is the final stage:  
proofreading.  By this point in the writing process, you will have made all 
the major changes in the content and organization of your document.  This 
stage focuses on fine-tuning the accuracy and appropriateness of your 
written language and mechanics.  Here are two sets of guidelines to use as 
you carry out this final and very important stage. 
 
Proofreading tips for sentence review 
 
1.  Identify main subject and verb:  Are they accessible? concise? accurate? 
 
2.  Check all nouns:  agreement of singular/plural?  articles used correctly? 
 
3.  Check if referents are right:  pronouns?  this/these? relative clauses? 
 
4.   Evaluate complexity 
 a.   Length? number of clauses/phrases? wordiness?  
 b.   Possibility of lists? 
 
5.  Review for grammar/spelling errors 
 
Proofreading tips for longer passages of text 
 
1.   Read paper backwards sentence by sentence 
 
2.   Read paper aloud 
 
3.  Print each paragraph on a separate page in 16-point font  
 
 
 Allow for time between writing and proofreading 
 
 
 
 
 
Courtesy Jane Dunphy, Director, English Language Studies, MIT 
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FEEDBACK ON REPORT  
 
 
FOR  
 

 
STRATEGY:  Does the report meet the needs of the audience as you've defined it?  
 
 
 
 
 
 
 
 

 

 

STRUCTURE:  Is  the report organized logically?  
 
 
 
 
 
 
 
 

 

 

EVIDENCE:  Is there sufficient data to support the recommendation or one main idea?  
 
 
 
 
 
 
            
 

 

CLARITY/COHERENCE:    Are paragraphs coherent?  Are sentences clear?
 
 
 
 
 
 

 

 

           (over) 
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MECHANICS:  Are there spelling, punctuation, or grammar errors? Are the references in the 
footnotes and bibliography cited consistently?
 
 
 
 
 
 
 
 
 
          
 

 

 

FORMAT:  Do subheads help structure the document for the reader?  Are they consistent?  Are 
bullets, etc. used effectively?  Are lists parallel?  
 
 
 
 
 
 
 
 
 
 
 

 

TABLES, CHARTS AND GRAPHS:  Do they handle data effectively?  Are they in the 
appropriate place?  Are they easy to read?  
 
 
 
 
    
      
 
 
 
 
 
      

 

      GRADE:   
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Interactive Presentation:  The Role of the Audience 
 

You can contribute to a dynamic interactive presentation by asking the speaker to: 
  

1. Tell you more about a particular concept or situation that has been mentioned or 
discussed in the presentation. 

2. Define any terms that seem ambiguous or complicated. 
3. Explain a visual aid in more detail. 

 
Or you can: 
 

1. Provide an appropriate source of information, example or fact that supports the 
speaker’s position. 

2. Provide an appropriate source of information, example or fact that contradicts the 
speaker’s position. 

 
Essential Gambits for Interactive Presentations 

 
• Hesitation 

Uh 
Well, um . . . 
Let’s see. 
Let me think. 
How should I put it? 
That’s a good question. 
I’ll have to think about that. 
 

• Clarification:  Others 
Sorry, but I don’t see what you mean. 
Could you be more specific? 
Could you explain in more detail? 
Do you mean . . .? 
What do you mean by . . . ? 
If I understand you correctly, . . . 
What you’re saying is . . .  
What you’re trying to say is . . . (careful) 
Are you sure? (careful) 
 

• Clarification:  Self 
What I mean is . . . . 
What I meant was . . . . 
What I’m saying is . . . 
What I’m trying to say is . . . . 
In other words, . . . . 
I didn’t mean to say that. 

 
• Interruptions 

Pardon/excuse me, but . . . . 
Sorry/excuse me for interrupting, but . . . . 
May I ask a question? 
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May I add something? 
I’d like to comment on that. 
I’d like to say something here. 
Could I just jump in here? 
What about . . . ? 
 

• Refusing Interruptions 
Please let me finish. 
Just let me finish my point; I’ll get back to you. 
I’d like to finish what I was saying. 
Could I just finish my point? 
 

• Resuming after Allowing Interruptions 
In any case, . . . . 
One last point, . . . . 
To return to X, . . . . 
To get back to X, . . . . 
Anyway, . . . . 
 

• Giving an Opinion 
I think . . . . 
I believe . . . . 
In my opinion, . . . . 
As far as I’m concerned, . . . . 
Personally, I think that . . . . 
It seems to me that . . . . 
 

• Asking about Agreement 
Don’t you agree? 
Do you agree? 
Wouldn’t you agree? 
Don’t you think so? 
 

• Agreeing and Disagreeing 
That’s a good point. 
I agree with you. 
That’s true. 
That makes sense. 
I think so too. 
I couldn’t agree more. 
 
That’s not how I see it. 
I don’t really agree with you. 
I’m afraid I can’t agree. 
I’m not sure I agree with you. 
Yes, that may be true, but . . . . 
Well, you have a point, but . . . . 
I can see your point, but . . . . 
I see what you mean, but . . . . 
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SCORING RUBRICS FOR PROFESSIONAL PRESENTATIONS 
 
Strategy/Purpose:  Does the presentation meet its intended objective? 
 
Well done   Objective of the presentation is easily identified; content supports objective 
Acceptable   Objective is not immediately clear; some additional content needed to support objective 
Some Weaknesses  Objective is difficult to determine; additional content needed to support objective 
Problematic   Objective cannot be determined 
 
Strategy/Audience:  Does the presentation address the intended audience? 
 
Well done   Content, structure, and language of presentation geared to intended audience   
Acceptable   Presentation is missing some content required by audience; some language used inappropriately (e.g., unfamiliar  
    jargon, too much jargon) 
Some Weaknesses  Presentation is missing a substantial portion of content required by audience; uses some inappropriate or                            

 ineffective language  
Problematic   No organization apparent; content of presentation reflects interests of speaker but not of audience; inappropriate 
    use of language 
 
Structure:  Does the organization reflect the purpose of the presentation and the needs of the audience? 
 
Well done   Appropriate use of direct/indirect structure; presentation organized according to audience’s needs; relationship 
                between ideas clear; strong introduction and conclusion   
Acceptable   Structure either too direct or too indirect; organization is evident but may be undermined by weak transitions 
    or occasional digressions; introduction or conclusion does not accomplish its intended function  
Some Weaknesses  Direct or indirect structure used inappropriately; organization is confusing or unclear; weak introduction or  
    conclusion   
Problematic   No discernible organization; thoughts in random order without connections between them 
 
Support/Evidence:  Is the evidence used to support the argument concrete, relevant, credible, accurate, and sufficient? 
 
Well done   Argument is clearly supported by accurate evidence considered credible by the audience; sufficient detail to  
    support the main points of the document  
Acceptable   Many details support argument, but some are not fully elaborated or sufficiently specific; some evidence not    
   relevant      
Some Weaknesses  Some evidence is provided, but data not fully explained, relevant to the argument, or credible; important 
    pieces of evidence have not been included; some data inaccurate 
Problematic   Little or no data to support the main ideas of the argument; much of the data is inaccurate 
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Delivery/Oral:  How strong are the oral components of the presentation? 
 
Well done   Speaker is fluent and poised; uses language comfortably and appropriately; speaks at an effective rate and  

             volume; few fillers  
Acceptable   Some degree of nervousness apparent; minor problems with language usage; speaker may speak too slowly 

or quickly, too loudly or softly; fillers are noticeable 
Some Weaknesses  Speaker seems uncomfortable; several problems with language usage; speaker speaking much too slowly or 

quickly, too loudly or softly; fillers are noticeable 
Problematic   Speaker is unable to deliver presentation coherently  
 
Delivery/Nonverbal:  How strong are the nonverbal components of the presentation? 
 
Well done   Speaker uses gestures comfortably in line with his/her own style; eye contact is appropriate for audience; use of  
    space appropriate for the situation 
Acceptable   Speaker gesturing too much or too little; eye contact may be slightly too much or too little; speaker may be 
    moving around a little too much or not quite enough 
Some Weaknesses  Speaker gesturing too much or too little; using distracting gestures (e.g., playing with a ring); not enough eye 
    contact; inappropriate use of space 
Problematic   Nonverbal components of the presentation distract from ability of the audience to receive the message 
 
Visual Aids:  Do the visual aids reinforce the message and add to the effectiveness of the presentation? 
 
Well done   Appropriate visual aids are used; visual aids serve as a complement to the speaker and the message to 
    be delivered; designed effectively; speaker uses visual aid easily 
Acceptable   Appropriate visual aids are used; a few weaknesses in design; a few difficulties with use 
Some Weaknesses  Choice of visual aid is poor; weaknesses with design; difficulties with use 
Problematic   Inappropriate choice of visual aid; design detracts from speaker’s ability to deliver the message; inability 
    of speaker to use visual aid 
 
Questions and Answers:  Has the speaker handled the Q&A portion of the presentation competently? 
 
Well done   Speaker answers questions knowledgeably, thoroughly, and concisely; process is handled smoothly 
Acceptable   Speaker has some difficulty answering questions concisely; some problems responding to some questions 
    (e.g., hostile questions, aggressive questions) 
Some Weaknesses  Speaker is thrown off balance by questions; has difficulty responding to some questioners  
Problematic   Speaker is unable to answer questions; loses control of the process 
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SCORING RUBRICS FOR PROFESSIONAL WRITING 
 
 

Strategy/Purpose:  Does the document meet its intended objective? 
 
Well done   Objective of the document is easily identified; content supports objective 
Acceptable   Objective is not immediately clear; some additional content needed to support objective 
Some Weaknesses  Objective is difficult to determine; additional content needed to support objective 
Problematic   Objective cannot be determined 
 
Strategy/Audience:  Does the document address the intended audience? 
 
Well done   Content, structure, and language of document geared to intended audience   
Acceptable   Document is missing some content required by audience; some language used inappropriately (e.g., unfamiliar  
    jargon, too much jargon) 
Some Weaknesses  Document is missing a substantial portion of content required by audience; uses some inappropriate or ineffective 
                language   
Problematic   No organization apparent; content of document reflects interests of writer but not of audience; inappropriate 
    use of language 
 
Structure:  Does the organization reflect the purpose of the document and the needs of the audience? 
 
Well done   Subsections thematically coherent and accomplish their intended functions; document organized according to  
    readers’ needs; relationship between ideas clear   
Acceptable   Coherence or function of subsections weaker; organization is evident but may be undermined by weak transitions 
    or occasional digressions  
Some Weaknesses  Subsections are not logical or do not accomplish their intended function; organization is confusing or unclear  
Problematic   No discernible organization; thoughts in random order without connections between them 
 
Support/Evidence:  Is the evidence used to support the argument concrete, relevant, credible, accurate, and sufficient? 
 
Well done   Argument is clearly supported by accurate evidence considered credible by the audience; sufficient detail to  
    support the main points of the document 
Acceptable   Many details support argument, but some are not fully elaborated or sufficiently specific; some evidence not    
   relevant      
Some Weaknesses  Some evidence is provided, but data is not fully explained, relevant to the argument, or credible; important 
    pieces of evidence have not been included; some data inaccurate 
Problematic   Little or no data to support the main ideas of the argument; much of the data is inaccurate 
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Coherence:  Do sentences in paragraphs relate to one another in a logical way?  Are relationships between paragraphs easily discernible? 
 
Well done   Paragraphs are internally consistent (i.e., one idea/theme runs through paragraph); transitions between paragraphs  
    allow reader to easily follow thread of argument  
Acceptable   A few paragraph lack internally consistency; a few weak or unclear transitions 
Some Weaknesses  Many paragraphs lack internally consistency; many transitions are weak or used inappropriately 
Problematic   Main idea in most paragraphs cannot be identified; paragraphs have little or no discernible relationship to one  
    another              
     
Clarity/Conciseness:  Are sentences structurally correct, succinct, and easy to understand?  
 
Well done   Sentences flow smoothly, are structurally correct, and convey the intended meaning; no wordiness 
Acceptable   Five percent or less of sentences are awkward, incorrectly constructed, or wordy 
Some Weaknesses  Six to ten percent of sentences are awkward, incorrectly constructed, or wordy 
Problematic   More than 10 percent of sentences are awkward, incorrectly constructed, or wordy 
 
Formatting:  Are formatting elements used appropriately to strengthen the document? 
 
Well done   Formatting elements organize and highlight ideas as needed; formatting elements are used consistently throughout  
    the document 
Acceptable   Formatting elements do not always support main points; elements are used consistently throughout 
Some Weaknesses  Formatting elements often do not support main points; elements are not always used consistently 
Problematic   Formatting elements are confusing or inconsistent; lack of any formatting 
 
Use of Tables and Graphs:  Are tables and graphs used effectively? 
 
Well done Tables and graphs are included to support key parts of the argument, are designed for easy comprehension, and 

are placed appropriately 
Acceptable   Table and graphs are not always tied to the key points of the argument; design makes it somewhat difficult 
    for reader to interpret data   
Some Weaknesses  Tables and graphs are disconnected from key points of the argument; design makes it difficult for reader 
    to interpret data; table or graph is not placed in the optimum position in relation to text 
Problematic   Table and graphs are disconnected from key points of the argument; design makes it impossible for the reader to 
    interpret data; crucial tables or graphs are missing; table and graphs not germane to the argument are included  
 
Mechanics: Are there grammar, punctuation, or spelling errors? 
 
Well done   No grammar, punctuation, or spelling errors   
Acceptable   No more than three grammar, punctuation, or spelling errors  
Some Weaknesses  Four to six grammar, punctuation, or spelling errors  
Problematic   Seven or more grammar, punctuation, or spelling errors 
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Strategic Interviewing 
 
Today, many interviews for professional positions are “competency-based interviews.”  
That is, the questions are designed to elicit behavioral information (what you have done 
in the past in a particular situation) and situational information (what you would do in a 
hypothetical future situation). 
 
The four main competencies managers need have been categorized this way:* 
 

1. Planning (sequencing and making things happen) 
2. Problem solving (using your analytical skills) 
3. Interpersonal skills (emotional stability affecting ability to get things done 

through others) 
4. Attitudes, interests, and motivation (what drives you) 

 
A good rule of thumb is to be prepared to discuss at least two positive examples of each 
of these core competencies in an interview. 
 
Interview Exercise:  Form into groups of three:  one person will be the interviewer, one 
the interviewee, and the third an observer.  Chose one of the following three role plays: 
 
Student A:  You are interviewing for a position as an intern with a large consulting firm 
in Boston.  The firm is seeking people with particular strengths in one of several business 
areas:  strategic management, finance, IT, or marketing.  The position requires someone 
with experience in teamwork who can do research.  The ideal candidate would have: 
strong problem-solving skills; a broad (but, at this stage, general) understanding of 
business and technology; and excellent personal qualities (e.g, likeability, confidence, 
communication skills, and integrity). 
 
Student B:  You are Director of Human Resources for a large consulting firm in Boston.  
You seek a candidate with: strong problem-solving skills; a broad (but, at this stage, 
general) understanding of business and technology; and excellent personal qualities (e.g, 
likeability, confidence, communication skills, and integrity).  Some suggested questions 
are on the next page. 
 
Student C:  You are the observer.  Consider the following questions and prepare to 
provide your partners with feedback about their interviewing techniques. 
 

1. What did she/he do well? 
2. Did he/she identify skills and support them with concrete examples? 
3. Did she/he speaking positively? 
4. Did he/she demonstrate effective nonverbal communication?   

 
As a trio, discuss what kind of information the interview questions were designed to 
elicit.  
 

* Joyce Lain Kennedy, “Job Interviews:  Win with Fundamental Four Competency Categories.”

http://www.sunfeatures.com/columns.php.  Retrieved December 15, 2001.                                                                                                                  
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Suggested Questions 
 
What goals have you set for yourself and 
how are you planning to achieve them? 

Who or what has had the greatest influence 
in the development of your career interest? 

Describe a situation in which you had to 
persuade someone to see things your way. 
 

What was the biggest challenge you 
encountered in freshman year?  How did 
you handle it? 

Describe a time when a team member came 
to you for help.  What was the situation?  
How did you respond? 

Tell me about a time when you had to deal 
with someone whose personality was 
different from yours. 

Have you ever been in a situation where 
someone regarded you as a threat?  
Describe the situation and tell how you 
handled this. 

Give me an example of a time in which you 
had to be relatively quick in coming to a 
decision. 

Describe a time when you had to carry out 
a directive you did not agree with. 
 

How are you conducting your job search 
and how will you go about making your 
decision? 

What types of situations put you under 
pressure and how do you handle them? 

Tell me about an accomplishment of which 
you are especially proud. 

What is the most important lesson you have 
learned in or out of school? 

Describe a time when you had to go 
beyond the call of duty to get the job done. 

Describe a time when you saw a problem 
and took action to correct it, rather than 
waiting for someone else to do so.  

Give me examples to convince me that you 
can adopt to a wide variety of situations, 
people, and environments. 

What makes you the best person for this 
job? 
 

Tell me about a leadership role you had in 
an extra curricular activity.  How did you 
lead? 

Tell me about your most successful 
presentation and what made it so. 

Describe a time when it was especially 
important to make a good impression on 
someone.  How did you go about doing it? 

Describe a time when you took a risk that 
you later regretted. 

Describe a time when you took a risk and 
were glad you did. 

What did you enjoy most about your last 
position?  Least? 

Give an example of a situation where you 
provided a solution to an employer. 
 

Have you every done any volunteer work?  
What kind? 

How do you think a former supervisor 
would describe your work? 

If you were to start over, what would you 
change about your education? 

Do you prefer large or small organizations?  
Why? 

Describe your ideal job. 
 

Define success.  Define failure. 

Why should we hire you rather than 
another candidate? 

Why did you choose to interview with this 
organization? 

Tell me about a time you were less 
successful than you hoped to be.  How did 
you handle it? 

What was the toughest academic decision 
you have had to make?  How did you make 
that decision? 
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STRATEGY CHECKLIST 


The Audience 

Who is the primary audience? [Remember that your audience can be one person or many 
people.] 

What is your relationship to the primary audience?  Superior?  Subordinate?  Peer? 

How much does the audience know about the subject of the communication? 

What questions might the audience ask? 

What are the audience's biases about the subject? 

How involved is the audience in the subject? 

If the audience is one person, what are his/her significant managerial traits or personal 
characteristics? 

If the audience is composed of several people, what demographic characteristics, if any, do they 
have in common? 

What are the audience's stylistic preferences? 

Who will influence the audience?  What do they know?  How might they react? 

Who is the secondary audience? 

© 1996 Sloan Communication Program 
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The Purpose 

What managerial objective(s) do you hope to accomplish with this communication? 

Will the audience's reaction to the communication be primarily positive, negative or neutral? 
Is the purpose of the communication primarily informative or persuasive? 

If persuasive, do you need to reinforce the audience's current belief, change that belief, or create 
a new belief? 

What do you want the audience to know? feel? do? after having read or heard the 
communication? 

Credibility 

How much credibility do you have with the audience? 

What are the sources of that credibility? Position within the company? Technical expertise? 
Your "track record"?  Relationship with key people?  Personal characteristics?  Values similar 
the audience? 

How can you increase or reinforce your credibility with the audience? 

Context 

Does the corporate culture dictate you should deliver the message orally or in writing?


If orally: Should the message be delivered at a meeting? over the telephone? at a 

teleconference? 

in a casual conversation? through a formal presentation?


If in writing: Should the message be a relatively formal letter or memo?  an informal 

handwritten note? an electronic mail message? Is there an appropriate standard format? 


What are the corporate and cultural norms regarding verbal communication (e.g., use of jargon)?

nonverbal communication (e.g., dress)? use of space and time?


What political factors need to be taken into account? 
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TEAM PROGRESS REPORT 


Instructions: This form is to help you manage your work and team interactions. Fill out 
a form after each in-class team meeting.  List the person who facilitated the meeting and 
the things you accomplished.  Be as specific as possible.  Then list the tasks you still need 
to do, including who will do what by what deadline.  Keep one form for yourself and give 
one to me. 

Date 

Facilitator 

Tasks Accomplished 

Things to Do (include meetings, tasks, person(s) to accomplish tasks, deadlines) 

Any problems the group needs to deal with? 
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Setting Ground Rules 

 

Name of team members:     

   

 

What has the team decided should be the norms in each of these five areas? 

 

Work Norms 

 

 

Facilitator Norms 

 

 

Communication Norms 

 

 

Meeting Norms 

 

 

Considerations Norms 

 

 

Individual and Team Goals 
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Media Relations Case:  The Wildebeest 
 

The Wildebeest is Consolidated Motor Company’s most promising entry into the 
burgeoning market for very large sports utility vehicles.  The Wildebeest can hold as 
many as 8 adults in three rows of seats while providing extensive cargo capacity behind 
the last row of seats as well—an industry first! 
 
Unfortunately, this increased capacity means the Wildebeest is big—and heavy.  
Consolidated Motor has noted some handling problems in test runs.  Most notably, the 
Wildebeest has a disconcerting tendency to roll over during high-speed turns. 
 
In further tests, it was noted that reducing the pressure in the tires helped avoid rollover, 
and made the Wildebeest much more manageable.  Tires running at lower pressure, 
however, did show tendencies toward premature wear and, in some tests at high speeds, 
suffered a high rate of blowouts.  A blowout at high speed makes the Wildebeest virtually 
unmanageable, and results in rollover in over 50% of occurrences. 
 
Consolidated Motor consulted with several major tire makers concerning this problem.  
The company has had a longstanding business relationship with Tigerpaw Tire and 
Rubber Company, and was very pleased that engineers at Tigerpaw said their new 
combination of rubber compounds and stiff nylon belts could solve Consolidated Motor’s 
problem.  At the time, Consolidated had specified a tire pressure of 32psi. 
 
With the delivery of the first tires, Consolidated began their tests, and discovered that it 
required a pressure of 28psi to stabilize the Wildebeest.  The CEO of Consolidated Motor 
told the CEO of Tigerpaw that the tires seemed to perform very well at this pressure, and 
complimented him on their design as he indicated that Consolidated would order 1.2 
million tires.  The CEO of Tigerpaw was very glad to hear of this big order, which would 
make the company’s third quarter look a lot better than it would without it, and said the 
company would be glad to supply the tires.  This would be a very big sale, and would 
thrill the stockholders, who hadn’t had a thrill out of Tigerpaw in quite a while. 
 
Three Months Later 
 
After making 100 Wildebeests available to car editors at major newspapers nationwide, 
reports came back about blowouts and even rollovers during test drives.  With tire failure 
as the obvious cause, Tigerpaw is getting major media attention, and is now in crisis 
mode. They want to meet with Consolidated Motor to discuss how this crisis should be 
handled.  They have learned from their engineers that the tires were tested and approved 
at 30psi, but that Consolidated recommended 28psi.  For its part, Consolidated Motor 
engineers think Tigerpaw approved the tires at 28psi. 
 
The Activity 
 
Form groups of three, with a CEO, engineer and director of media relations for either 
Tigerpaw or Consolidated Motor.  Your aim is to agree upon a strategy for dealing with 
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this crisis. You will be talking with a media consultant about this, but the consultant 
expects you to be able to describe your strategy, and show how it will allow you to deal 
with this crisis effectively.  The costs of NOT dealing with this effectively will be 
dramatic; one reporter has already called the crisis “tiregate,” and another has fixed on 
Tigerpaw’s “X” symbol for its new tread design, calling this a new “X-on Valdez.”  
Others, with the GMC Hummer in mind, have noted that the Wildebeest should be 
renamed the Bummer.   
 
Here are some questions to help guide your thinking: 
 
CEOs 
 
What was your role?  Was something you did critical to the outcome? 
 
What are your motivations? 
 
What do you know that your colleagues don’t know?  What do you know that the other 
company doesn’t know? 
 
 
Engineers 
 
What were the results of the tests you did? 
 
What do you know about tests the other company performed?   
 
If you are such a good engineer, why did these tires/this vehicle fail? 
 
 
Directors of MR 
 
Who is at fault here?  How can tires and a vehicle that were specifically designed to work 
together fail to do so? 
 
Are there things you don’t know?  How will you find them out?  Where will the nasty 
surprise come from? 
 
What’s the best way to present this to the public? Your employees?  Your customers?  
Your stockholders?  Your business partners? 
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Sunk in Sacramento* 
 

 
You are a 2001 graduate of BTU (Beaver Technical University), the top engineering 
school in the country, with a degree in marketing from the Loans School of Management.  
In the summer between your junior and senior year, you interned with Course 
Management International (CMI).  CMI, a five-year-old German company, developed 
and now sells educational software that helps faculty manage many of the administrative 
tasks associated with teaching a course.  For example, CMI software can store a photo of 
every student in a course, and when the instructor clicks on a particular photo, it can 
provide him/her with demographic information on that student, a list of all his/her grades, 
and a sample of his/her assignments. 
 
As the marketing intern, you worked directly for Mark Compton, the Director of North 
American Marketing.  Compton is 35 years old, married, and has an MBA from Loans.  
You did fairly routine tasks in the office, but your communication skills, analytical 
abilities, and earnestness caught Compton’s eye.  He told you to keep in touch during the 
school year, and you did.  In March, he invited you to apply for the position of Marketing 
Coordinator.  You were hired in April and began work right after graduation.  You and 
Mark continued your good relationship, and your responsibilities increased accordingly. 
 
In October, four months after you arrived at CMI, Mark announced he was resigning.  
His wife, a zoologist, had received a fantastic job offer to breed rare pygmy kangaroos at 
the New South Wales Zoo, and they were moving to Australia in four weeks.  However, 
Compton negotiated an arrangement with CMI to remain as a marketing consultant.  
When he left he said to you, “Let me know how you are doing, and if I can ever be of 
help, get in touch.” 
 
To replace Compton, CMI promoted Berndt Hausman, Associate Marketing Director in 
CMI’s headquarters in Breslau.  You soon discover that Hausman is a much different 
kind of supervisor than Mark was.  For example, he is much more formal with you, 
asking you to address him as “Mr. Hausman.”  He is also a stickler for detail and wants 
everything to be done according to his precise directions.   
 
A month after Hausman arrives, there is a regional trade show for educational software in 
Sacramento, California.  You have already been to two of these kinds of shows with 
Mark, and you tell Hausman this.  He is happy to hear it because he would like you to go 
to this one alone since he is still trying to get the office “in order.”  You are pleased to 
accept this responsibility because it will give you an opportunity to prove yourself to him.  
You get everything ready for the show and leave for Sacramento. 
 
Upon arriving, you check your e-mail.  There is a message from Hausman with the 
subject line, “Important.  Read Immediately!”  You open the e-mail to read a very curtly 
 
*Based upon a true incident.  Names and places have been changed.  © 2002 Lori Breslow,  
  Sloan Communication Program. 
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worded message that states you have not “outfitted” yourself sufficiently for the trade 
show—specifically, you have not brought enough promotional packages, demo CDs, or 
laptops.  The e-mail says Hausman is sending more of each to you via overnight mail. 
 
You are confused, if not stunned.  You know you are well supplied because you brought 
exactly the same amount of material that you and Mark had used at other shows.  You 
don’t see any reason to send anything more, and you compose a quick e-mail back to 
Hausman telling you this.  You receive the following e-mail in reply: 
 
  Obviously, you and Mr. Compton had not been reaching enough 
  potential customers at these trade shows, which is why you had 
  sufficient materials.  As per my earlier e-mail, I am sending—via 
  overnight mail—an additional number of our promotional packages, 

demo CDs, and laptops. This expenditure, I’m sure you realize, will  
cost the company hundreds of dollars, and I expect all of the promotional 
material to be distributed.  
 

You notice Hausman has copied the Director of the North American office on this e-mail. 
What do you do now? 
 
Your Task 
 
Create a communication strategy to deal with this situation.  Decide: 
 

• With whom will you communicate?   
• When? 
• For what purpose? 
• What medium should you use? 
• What should be the content of your message(s)? 

 
Be sure to factor in credibility and context. 
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Meeting Maker Makes News 
 

Background 
 
You are one of six senior analysts in the Research and Economic Analysis Unit at the New York 
headquarters of Sloan Corporation, a large, diversified financial services company. You report to 
Chris Dowd, vice president of the unit, which also includes twenty analysts and a support staff of 
nine. 
 
As a staff department, Research and Economic Analysis provides routine forecasts and analyses 
to various departments of Sloan Corporation, as well as to the company’s six regional offices. Its 
products range from a weekly economic forecast, issued after a forecast meeting that occurs 
every Monday morning, to analyses of a specific company involved in merger and acquisition 
activities, produced at the request of the Corporate Finance Department. 
 
You have just come from a meeting of the company-wide Technology Committee, where you 
learned that in two weeks a new policy will be put into effect requiring all employees below the 
level of VP to use Meeting Maker to keep their calendars. (VPs and senior management may 
choose to use Meeting Maker or not depending on their own preferences.) While Meeting Maker 
has been available in the suite of software the company gives each employee, it has not been 
mandatory to use it or any other scheduling software. This, then, is a shift in policy. 
 
Information about Meeting Maker 
 
Meeting Maker, according to its developers, is a “group scheduling tool.” It allows users to keep 
their calendars in an electronic format, and it makes accessible the times they are and aren’t 
available to other Meeting Maker users who are networked together. This second feature is 
especially helpful in scheduling meetings without having to exchange endless e-mails or phone 
messages. In addition to these functions, Meeting Maker allows users to put items from a “to do” 
list on their calendars, lets people have access to one another’s calendars, and permits them to 
assemble lists of contacts. Users have the option of viewing one through fourteen days of their 
calendars on one screen or seeing an entire month at once. Colored labels can be applied to 
highlight important meetings, deadlines, regularly scheduled events, etc. The calendar navigator 
function permits viewers to go to any day of the year to see what is scheduled for that day. 
 
Meetings can be arranged as follows: From the file menu, select “Propose Meeting” (Ctrl +M). A 
screen will appear with boxes labeled: “Proposal,” “Title,” “Location,” “Guest,” “Schedule,” 
“Agenda,” “Options.” First, enter the title of the meeting and its location. Then identify who is to 
be invited by selecting the “Guest” box. The list of all people who are on Meeting Maker 
appears.  Chose those people who are either “required” to be at the meeting or are “optional.” A 
date and time for the meeting can be identified under “Schedule.” An “Auto-pick” option (also 
under “Schedule”) asks the program to canvass the calendars of each person invited to the 
meeting in order to find the first day and time everyone is available. “Agenda,” as its name 
implies, allows the person calling the meeting to list the topics to be covered. “Options” permits 
users to ask Meeting Maker to remind them when the meeting is to take place, as well as to 
decide whether this meeting is to be “private” (i.e., other people will know a particular time slot 
is taken, but they will not know what activity is taking place during that time); “publishable”; or 
“flexible” (i.e., the time slot is taken, but it could potentially be used for another meeting). 
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People who use Meeting Maker can designate anyone else as their “proxy,” that is, someone who 
has access to their calendars. According to the Meeting Maker help page (by the way, Tech 
Support tells you that Meeting Maker help pages are very easy to understand), “Proxies can keep 
track of meetings and activities, and can print your calendar for you.” Proxies can be designated 
as “Read/Write” or “Read Only.” “Read/Write” proxies can change the user’s calendar; “Read 
Only” proxies can only view the calendar. It is possible to label certain activities and to-do items 
as private to keep proxies from viewing them. Select proxies by going to the “Edit” menu and 
choosing “Proxy List.” 
 
The Technology Committee has asked the IT department to offer a set of one-hour tutorials to 
help staff learn to use Meeting Maker. 
 
Your Task 
 
You need to write two memos about this impending change. 
 
The first is to Chris Dowd. While not a technophobe, Dowd tends not to like to take the time to 
learn how to use new technology (either hardware or software).  And since she has an 
administrative assistant who keeps her calendar, it is not likely she will use Meeting Maker 
herself except perhaps to check her calendar. You also know that Dowd likes to have information 
distilled down for her—she doesn’t like to have to wade through the details of every project. By 
now you know the best strategy for dealing with her is to get to the point, and you try to keep all 
memos to her to less than a page. 
 
The second memo is to your peers and subordinates in the Research and Economic Analyses 
Unit. You can imagine that some of them may already be using Meeting Maker, some of them 
will be glad to adopt it, and some of them may be resentful that they are being forced to move 
from a paper-based calendar to an electronic one. Therefore, this memo has to be both 
persuasive, stressing the advantages of the software, and informative, explaining at least the 
rudiments of how to use it. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Adapted 2002 by Lori Breslow.
         This case is based on “Prof(it)s”        © 1988, 1992 JoAnne Yates 
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Cover Letter 
 

Find an advertisement online for a position in which you have some interest. (As a last resort, 
you may write your own ad if you can't find an appropriate one, but it must be realistic.) Write a 
cover letter applying for that position. Be sure that your assertions about yourself are true, are 
backed up by adequate concrete evidence, and are clearly linked to attributes required for the job. 
Since correct spelling, punctuation, and grammar are crucial to projecting a credible image of 
yourself, pay special attention to those aspects of the letter. Non-native English speakers are 
particularly encouraged to get help if they need it. (There will be a peer editing session for the 
cover letters.) 
 
NOTE:  Please submit the ad with the final draft of the cover letter. If you have a resume, give us 
that as well—it will help us judge if you have overlooked anything that might be a good selling 
point. 
 
CRITERIA  Strategy:  Is the letter appropriate for the job described? 
FOR GRADING  

Content:  Does the introduction provide an overview of the contents of 
the letter?  Have you provided concrete evidence to back up claims you 
make? Have you stressed what you can do for the company rather than 
what the company can do for you?  Does your last paragraph outline “next 
steps” as appropriate? 

 
Style and tone: Are the paragraphs coherent and the sentences concise?  
Is the tone appropriate—confident, polite, businesslike? 

 
Mechanics: Is the letter free from spelling, punctuation, and grammatical 
mistakes? 

    
Format and design: Have you used the correct business letter format? 
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Baseline Self-Evaluation Memo 
 

We would like for all of us (you, your instructor, and your TA) to have a sense of your 
communication strengths and weaknesses as we begin the semester. We would also like to know 
the goals you would like to accomplish in this class. This assignment will help you benchmark 
your communication skills in order to help us assess your progress throughout the course. It will 
allow you to measure how well you are moving towards your objectives, so that you can gauge 
how much effort you must devote to strengthening those skills you have identified as needing 
improvement. 
 
In answering the following five questions, provide enough examples and specific details (e.g., 
kinds of communication, audiences addressed, purpose of the message) to give your instructor 
and TA a clear picture of you as a communicator. To the extent that you have had experience in a 
“professional” setting (e.g., a club, a job, an internship, volunteer work), focus on those 
experiences. In evaluating your strengths and weaknesses, consider feedback from others 
(professors, employers, club advisors, fellow students) as well as your own opinion of your 
proficiency. 
 
Finally, in setting goals for yourself, state what writing, speaking, and interpersonal 
communication skills you specifically want to improve. The more specific you can be, the better 
your chance of reaching your objectives. 
 
Answer these five questions: 
 
1. What are your strengths and weaknesses as a writer? What part(s) of the writing process do 

you find easy? What part(s) do you find difficult? 
 

2. What are your strengths and weaknesses as a speaker? What part(s) of creating and giving 
presentations do you find easy? What part(s) do you find difficult? 
 

3. What are your strengths and weaknesses as a member of a team or a group? What part(s) of 
teamwork do you find easy? What part(s) do you find difficult? 
 

4. What are your three or four specific goals for improving your communication in 15.279 this 
semester? 
 

5. How do you intend to reach those goals? How can your instructor and TA best help your 
meet your goals? 

 
CRITERIA  Content: Is there enough detail (including examples and illustrations) to 
FOR GRADING give readers a complete picture of you as a professional communicator?  

Have you included feedback from others as part of your analysis? Are your 
goals specific, clear, and attainable? 

 
   Style: Are paragraphs coherent and sentences concise? 
 

Mechanics: Is the memo free from spelling, punctuation, and grammatical 
mistakes?
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Final Self-Evaluation Memo 
 

Write a one- to two-page memo describing and evaluating the progress you have made in your 
writing, presentation, and teamwork skills in 15.279 during the semester. In preparation for 
writing the memo, review your baseline self-assessment, your other written assignments, and the 
recordings of your presentations. 
 
Your memo should provide a balanced and concrete evaluation that includes (but is not 
necessarily limited to) the following: 
 

• Your improvements over the semester 
 

• Your current strengths and weaknesses 
 

• Some ways in which you can continue to improve your communication skills 
 

Support your observations with specific details and examples. 
 
 
CRITERIA  Strategy: Have you organized the memo according to the readers’ 

interests and needs? 
 

Content: Does the introduction provide an overview for the rest of the 
memo? Is there enough evidence drawn from your experiences in 15.279 
to justify the comments you have made? Have you included feedback from 
others as part of your analysis? Does the conclusion wrap up the memo? 

 
   Style: Are paragraphs coherent and sentences concise? 
 

Mechanics: Is the memo free from spelling, punctuation, and grammatical 
mistakes? 

 
Format and design: Have you used the correct format? Do formatting 
devices make the memo easy for the audience to read? 
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Interactive Presentation 
 
Give a 7- to 8-minute interactive talk with visual aids to a managerial audience. You must not 
only allow but encourage questions during the presentation (but within the 7- to 8-minute total 
length). NOTE: You are responsible controlling the pace of the presentation so that you can 
manage to cover key points. Interruptions take more time than you expect, so plan accordingly. 
 
Choose a specific business audience and context requiring you to persuade someone to do 
something. You may base the presentation on material in one of your other courses, on a paper or 
research project you have done, or on your own experience. (Some examples are given below.)  
Because you will want other students in your lab session to ask appropriate questions, choose a 
topic they are likely to be familiar with or can understand easily. If you have any doubts about 
your topic, discuss it with your instructor or TA before you develop the talk. 
 
At the time of your presentation, give your instructor or TA in writing a brief description of your 
situation (including the subject, the audience, the context, and your credibility). Also, bring a 
paper copy of your slides. They can be in handout mode (no more than 6 slides/page, please) and 
do not have to be in color. 
 
You will also describe the audience and context orally before you begin your presentation. 
 
Sample Topics 
 
Here are some sample topics to give you ideas: 
 

• Your company wants to expand internationally and is debating between entering one 
of two countries. Argue for one country or the other. 

• You have been asked to do recruiting for your company. Create a presentation that 
you could bring to a business school to entice seniors to interview with you. 

• Management is debating dropping one of the product lines your company 
manufactures. Argue for or against this strategy. 

• Management is debating merging with another company. You have researched the 
company that is the target of the potential merger. Describe that organization’s 
“company culture,” and why it is or is not compatible with your own. 

• There is a position open in your division. There are two candidates for the position.  
Make an argument for one of them. 
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Revision of This Presentation 
 
Revision of this presentation is optional. If you do chose to revise, the grade you receive on your 
revision will be averaged with your original grade to determine your final grade. 
 
         
CRITERIA  Strategy:  Was your strategy appropriate for the goals, the audience, and 
FOR GRADING the context as you’ve defined them? Did you achieve the goals you set out 

for this presentation? 
 

Structure: Was your structure (relatively direct/relatively indirect) 
appropriate? Was the presentation organized in a manner that the audience 
could easily follow? Did you use transitions effectively to move from point to 
point and to move from questions back to your talk? 

 
Content:  Have you provided enough detail for the audience to understand 
your main points?  Did your introduction generate audience interest and 
preview the presentation?  Did your conclusion wrap up the talk? 

 
Delivery:  Was your delivery relatively smooth?  Did you demonstrate 
enthusiasm and an interest in the audience’s needs? Did you use gestures 
in a way that was comfortable for you and not distracting to the audience?  
Did you make eye contact with all members of the audience? 

 
Visual Aids:  Did your visual aids enhance your presentation? Did they 
follow the principles of good design?  Did you use the visuals effectively? 

 
Q&A:  Did you invite questions at the beginning of your talk? Were you 
able to handle interruptions, questions, and comments professionally?  Did 
the content of your answers satisfy the audience?  Did you keep your 
presentation on track? 
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Presentation with Q&A 
 
Give a five-minute presentation on a business subject to a specific business audience with a need 
for that information. You may base the presentation on material in one of your other courses, on 
a paper or research project you have done, or on your own experience. (Some examples are given 
below.) After the presentation, be ready to answer questions from the audience.   
 
At the time of your presentation, give your instructor or TA in writing a brief description of your 
situation (including the subject, the audience, the context, and your credibility). Also, bring a 
paper copy of your slides. They can be in handout mode (no more than 6 slides/page, please) and 
do not have to be in color. 

 
You will also describe the audience and context orally before you begin your presentation. 
 
Sample Topics 
 
Here are some sample topics and situations to give you ideas: 
 

• You are the CFO of a diversified electronic components corporation. Explain to the 
annual shareholders meeting how the various divisions of your firm performed during 
the preceding fiscal year. 

 
• Assume you have been appointed special assistant to the CEO of a company of your 

choice. Your first assignment is to research the company's major competitor and 
present a profile of that corporation to the CEO and top management. 

 
• You are in the marketing department of your company. You want to introduce a new 

product to the market (e.g., one 15.279 student hypothetically worked for Ben & 
Jerry’s and came up with a new ice cream flavor). 

 
• You are in the IT division of your company. You have been asked to recommend a 

particular kind of software to do some task (e.g., billing). Describe the capabilities 
and features of the software. 

 
• You are the HR manager for your company. You are leading an orientation for new 

employees, explaining various company benefits. 
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Revision of the Presentation 
 
This part of the assignment offers you a chance to improve your presentation (and to raise your 
grade) on the basis of the feedback you received on the original presentation. Depending on your 
original grade, a revision of your presentation is required, optional, or not recommended as 
follows: 
  
  Original Grade   Revised Presentation 
         <7.5         required revision 
         8-8.5        optional revision 
         9-10         no revision, unless want to 
 
The grade you receive on your revision will be averaged with your original grade to determine 
your final grade.  If you are required to do a revision and do not do one, you will receive a “0” for 
the revision round, and that grade will be averaged with your original score. 
      
CRITERIA  Strategy: Was your strategy appropriate for the goals, the audience, and  
FOR GRADING the context as you’ve defined them? Did you achieve the goals you set out 

for this presentation? 
 

Structure: Was your structure (relatively direct/relatively indirect) 
appropriate? Was the presentation organized in a manner that the audience 
could easily follow?  Did you use transitions effectively to move from 
point to point? 

 
Content:  Have you provided enough detail for the audience to understand 
your main points?  Did your introduction generate audience interest and 
preview the presentation?  Did your conclusion wrap up the talk? 

 
Delivery: Was your delivery relatively smooth? Did you demonstrate 
enthusiasm and an interest in the audience’s needs? Did you use gestures 
in a way that was comfortable for you and not distracting to the audience? 
Did you make eye contact with all members of the audience? 

 
Visual Aids: Did your visual aids enhance your presentation? Did they 
follow the principles of good design?  Did you use them effectively? 

 
Q&A: Did you handle the process of answering questions easily? Did the 
content of your answers satisfy the audience? 

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

255
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN



MIT OpenCourseWare
http://ocw.mit.edu

15.279 Management Communication for Undergraduates
Fall 2012
 
 
 
For information about citing these materials or our Terms of Use, visit: http://ocw.mit.edu/terms.

www.bsscommunitycollege.in   www.bssnewgeneration.in  www.bsslifeskillscollege.in

256
www.onlineeducation.bharatsevaksamaj.net        www.bssskillmission.in

WWW.BSSVE.IN

http://ocw.mit.edu
http://ocw.mit.edu/terms


Problem Set #1 
 

Clear, Concise Writing in E-Mail 
 

The e-mails below are not written as clearly or concisely as they could be.  In addition, they may 
have problems in organization, tone, or mechanical errors.  Rewrite each so they are appropriate 
for the audience and their purpose.  Correct mechanical errors.  Finally, add a subject line to 
each. 
 
Example #1 
 
To:       Employees of Widget International 
From:       CEO of Widget International 
Subject: 
 
Stop bringing bottled water to work. Its a huge environment problem and the company is 
ordering a lot of water filters. People don’t realize how much wasted energy goes into shipping 
all that water around, and the cost of plastic bottles is immense, and the plastic never 
disintegrates, it just sits in landfills. Some water comes from other countries like Fiji and we are 
taking there water and they wont have enough. Fancy water is a ripoff. New water filters are 
coming into the company so the water from here will taste better anyway. 
 
Example #2 
 
To:    MIT Alumnus 
From:    Current MIT Sloan MBA Student 
Subject:  
 
Wonderful meeting today, didn’t you think? I really, really enjoyed learning about the data 
management business. After seven years, you seem to really know alot. I particularly enjoyed 
talking about the acquisition of a data management solution provider. The thing is I don’t think 
that our interview was the best showcase of my problem solving skills and so I would really 
appreciate your comments about my responses as we went through the case. That being said, my 
experience in business attacking these kinds of problems, thinking about them, working the 
numbers, and solving them through the analytical rigor Sloan students are well known for has 
prepared me well to succeed in challenges I would face as a member of the data management 
industry.   
 
So if you could send me your thoughts, comments, and suggestion for how I could do better in 
case base interviews in the future, I would really appreciate it. I have interviews set up 
throughout next week, and I know I could improve how my performence if I had your feedback. 
In fact, you could reach me at 617-555-1212 any time this afternoon or over the week-end.  
Thanks very much. 
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Example #3 
 
To:    Staff Working on the Diet Drink Account 
From:    Supervisor 
Subject:    
 
I spent all of last night reading through the report you have written regarding how our Diet Drink 
client can do a better job of publicizing their product. There was a fair amount of information in 
the report, but was all of it needed? But before I go into that, be sure you check your formatting 
because it lacks coherency especially in the way you formatted the tables, but not only that. You 
should also be on the lookout for inconsistencies in subheads, etc.   
 
O.K. back to the organization of the report. Why go into all that detail about who the Diet Drink 
drinker is and why they drink the diet drinks they drink? And do we really need to know how 
cheap Diet Drinks competitors’ pricing is? And I didn’t follow how that profit potential analysis 
was performed. 
 
What are our recommendations for Diet Drink? And what data backs up those recommendations? 
Thats what I want to know. 
 
Example #4 
 
To:     All Employees 
From:    Management 
Subject: 
 
Our Committee to Improve Inter-Office Communication has decided that there needs to be an 
update and revision of our policy on emailing messages to and from those who work with us as 
employees of this company. The following are the results of the committee’s decisions, and 
constitute recommendations for the improvement of every aspect of email communication. 
 

1. Too much wordiness means people have to read the same thing over and over repeatedly, 
time after time. Eliminating unnecessary words, emails can be made to be shorter and 
more to the point, making them concise and taking less time to read. 

 
2. What can make things wordy is having a situation in which nouns are often substituted 

for verbs. Verbs are a good way of describing an action and don’t need to be turned into a 
noun instead of just being themselves—verbs! Acting on this is regarded as an important 
activity to be undertaken by all of us as soon as possible. 

 
3. Based on a standardized informational sample taken of randomly selected emails, we 

have found that using stacked nouns makes the reading process time factor much greater, 
and also makes the clear understanding quotient much lower. 
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Problem Set #2 
 

Should MacGregor Dining Be Re-Opened? 
 

You are a member of the “Students for Better Dining at MIT” committee. You have been asked 
by President Hockfield and Director of Campus Dining, Richard Berlin, to make a 
recommendation as to whether or not the MacGregor Dining Hall should be re-opened. An 
experiment took place in spring semester ’08 to offer students a dinner buffet at MacGregor, and 
based on that experiment, a decision will be made whether or not to open the dining hall 
permanently.   
 
You and your committee have studied the data gathered from the experiment,* as well as other 
data Campus Dining has provided you about MIT students’ eating habits.† These data are 
included as tables on the next two pages. 
 
Your Task 
 
Write a short memo (not more than two paragraphs) to President Hockfield and Richard Berlin 
with your recommendation for MacGregor dining.  Base your recommendation on the data!  In 
other words, look closely at attached tables to determine whether MacGregor should be 
reopened, should not be reopened, the experiment should be extended, etc. Include with the text 
two charts illustrating the data that best support your recommendation. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
*Thanks to 15.279 fall ’07 student team for some of the data related to MacGregor dining. 
 
† Some data created expressly for this exercise. 
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Data Related to MacGregor Dining 
 
A.   Students’ Rating of the Buffet  
 
5 = Excellent    0 = Terrible 
Score # of Responses 
0 1 
1 7 
2 4 
3 16 
4 6 
5 7 
 
B.   How Often Which Foods Were Eaten on the Buffet During One Dinner 
 
Food Times Taken 
Meat 15 
Carbs 27 
Vegetables 8 
Salads 31 
Desserts 24 
 
C:  Whether Residents Would Eat Regularly at MacGregor Dining: Segmented by Gender 
 
Gender Yes No 
Male 21 4 
Female 13 7 
 
D:  Number of Students Eating at MacGregor Dining During the Week 
 
Day Number 
Sunday 7 
Monday 17 
Tuesday 19 
Wednesday 23 
Thursday 17 
Friday 12 
Saturday 5 
 
E:  Number of Customers at Each MIT Dining Hall per Week 
 
Dining Hall Average # of 

Customers per Week 
McCormick 115 
Baker 255 
MacGregor 100 
Next 255 
Simmons 180 
 

n = 41 
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F.  How Much MIT Students Spend on Food Each Week (Outside of the Meal Plan) 
      Segmented by Year and Gender 
 
Year/Gender Amount 
Senior  
     Male $32 
     Female $30 
Junior  
      Male  $28 
      Female $22 
Sophomore  
      Male $29 
      Female $30 
Freshman  
      Male $30 
      Female $25 
 
G. Average Length of Time Spent Eating in the Dining Hall 
 
Day Time 
Sunday 20 minutes 
Monday 21 minutes 
Tuesday 19 minutes 
Wednesday 20 minutes 
Thursday 17 minutes 
Friday 15 minutes 
Saturday 15 minutes 
 
H.  Number of People Sitting at Each Table (Low-High Range) 

 
Day Number 
Sunday 3-8 
Monday 5-8 
Tuesday 4-10 
Wednesday 2-10 
Thursday 7-12 
Friday 5-10 
Saturday 6-8 
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Problem Set #3 
 

Mid-Semester Self-Evaluation 
 

This self-evaluation should focus specifically on your class participation. Making comments 
during class allows you to improve your ability to speak extemporaneously, which is exactly 
what you will have to do in all kinds of business situations (e.g., meetings, asking questions at 
presentations, one-on-one conversations). Thus, we would like you to write a short memo (two or 
three paragraphs) in which you describe the frequency with which you make comments in class, 
the nature of those comments, and what is easy and difficult for you when it comes to speaking 
up in class. 
 
If you have made few (or no) comments during class, this is a time for us to come up with a plan 
to help you overcome your shyness. Should we cold call you? Warm call you? Give you an 
impromptu to-do? Our experience is that as soon as a person talks in front of a group once or 
twice, it becomes much easier—so we need to come up with a way to help you break the ice. 
 
Finally, if you have done an impromptu, please comment on what you see as the strengths and 
weaknesses of that presentation. 
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Problem Sets #4 & #5 
 

Questions to Guide Analysis of Individual Behavior 
and Team Dynamics 

 
There were two objectives to the 15.279 teamwork assignment. One was to give you practice in 
researching, writing about, and presenting a real-world problem, situation, or topic that is more 
complex than what you have done in class so far (the task). The second was to give you an 
opportunity to observe team dynamics, including your own role in them, so that you can work 
more productively within a team (the process). To that end, please structure your analysis around 
the following questions. 
 
Problem Set #4:  Individual Behavior Analysis 
 
1.   Describe a specific instance in which you or another team member (but please don’t 
      identify the person by name) did something that furthered progress on either the 
      task or the process. 
 
2.   Describe a specific instance in which you or another team member (but please don’t 
      identify the person by name) did something that hindered progress on either the 
      task or the process. 
 
3.   Describe one or two ways in which you demonstrated leadership on the team, or ways 
      in which you intend to demonstrate leadership. 
 
4.   Describe a specific instance in which you supported another team member who was  
      in the leadership position. 
 
5.   Describe one or two ways in which you are working to make yourself a more   
      effective team member. 
 
Problem Set #5:  Team Dynamics Analysis 
 
6.   Describe one or two situations in which the team functioned effectively.  To what do   
      do you attribute that positive interaction? 
 
7.   Describe one or two situations in which the team functioned poorly.  To what  
      do you attribute those difficulties? 
 
8.   How did the team make decisions? 
 
9.   How did the team assign tasks? 
 
10.  Have specific team members taken on specific roles (again, no names, please)? 
 
11.  Were there mechanisms in place for team members to alternate roles?  If not, how   
       could that happen? 
 
12. Were there any problems within the team that you want to discuss with your instructor or TA 

(all conversations will be held strictly confidential)? 
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Team Report 
 

The major assignment for this class is a team report and presentation on a management-related 
topic. You may write on any topic, venture, or question that intrigues the team. The paper could 
be on research team members are pursuing in another class or in a UROP, or something team 
members have come into contact with on a job or volunteer activity but want to know more 
about. The key criterion is that you envision and write the report for a real world audience—
people who need information, or who have to be convinced about something. 
 
The report might: 
 

• describe the results of a new marketing or feasibility study 
• present an economic, financial, or strategic analysis 
• recommend a new product  
• evaluate the pros and cons of a company entering a new market 

 
Your team could consider such projects as: 
 

• requesting funding from an outside agency for a MIT project 
• analyzing an industry for potential investors interested in buying stock 
• recommending the purchase of a particular stock 
• consulting with a small organization 
• working with an MIT student organization to develop a marketing strategy 

 
Think about what you can reasonably do given the resources you have to work with.  For 
example, if you want to do a strategic analysis, don’t analyze Microsoft; instead choose a local 
software company or a retail distributor. Every report must present factual findings and reach 
some conclusion or make a specific recommendation 
 
The report should be at least 10 pages (typed, single spaced), including front matter (transmittal 
memo and Executive Summary), tables and graphs, and appendices. At least six consecutive 
pages must be your narrative and analysis (i.e., the body of the report). Please include, as well, 
footnotes and a bibliography. 
 
THE WRITING PROCESS 
 
The process of writing this report will take place over a significant portion of the semester.  
It will begin with a discussion of teamwork in class on followed by an opportunity to brainstorm 
with your team members on potential topics. 
 
The following are the deliverables in the project: 
 
Proposal I (due October 16) 
Write a one-page memo in which you describe concisely: 
 

• the topic or question you will investigate 
• the real world audience that the report will inform or persuade 
• possible research sources (including interviews, published materials, and research in 

progress) 
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Address all memos to your instructor and TA and assume they have no prior experience with or 
knowledge of the subject of your proposal. 
 
Proposal II (due October 23) 
Resubmit your original proposal based on feedback you were given. Add research sources that 
you have found in the interim. 
 
Report Draft (due November 13) 
The draft of the report that you submit should be as close to completion as possible. The more 
polished this draft is, the better feedback we can give you. We reserve the right to return any draft 
we don’t feel is far enough along to warrant our reading it. 
 
Outline of Team Presentation (due November 15) 
Submit a one-page outline that lists the major topics that will be covered during your 
presentation, subtopics, and the presenter for each topic. 
 
Presentations (In class the last two weeks of the semester) 
Give a 20-minute presentation based upon your research report. If your report is primarily 
informative, the presentation should describe your most innovative, interesting, or unique finding 
and use evidence to further our understanding of that point. If your report is primarily persuasive, 
you should use direct structure, presenting your recommendation first and then supporting it with 
sub arguments and evidence. Use appropriate visual aids. 
 
At the time of the presentation, give your instructor and TA the following information, in 
writing: 
 

• a brief description of your situation (including the subject, the audience, the context, and 
your credibility) 

• two (2)  hard copies of your overheads 
 
You will also describe the audience and context orally before you begin the presentation. 
 
Allow time for questions and discussion at the end of the presentation. 
 
Final Report (due December 4) 
This is the finished product complete with transmittal memo, executive summary, list of 
footnotes, and bibliography. 
 
GRADING 
 
The entire report is worth 20 points with the first draft worth 8 and the final draft worth 12. The 
oral presentation is worth 15 points with 10 points awarded on the performance of the team, and 
5 points awarded on the performance of each individual team member. 
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