







c h a p t e r   s i x


Directness in Good-News
and Neutral Messages


LEARNING OBJECTIVES
Upon completing this chapter, you will be able to write direct-order
messages effectively. To reach this goal, you should be able to

1 Properly assess the reader’s reaction to your message.
2 Describe the general plan for direct-order messages.
3 Write clear, well-structured routine requests for information.
4 Write direct, orderly, and friendly answers to inquiries.
5 Compose adjustment grants that regain any lost confidence.
6 Write order acknowledgments and other thank you messages that build goodwill.
7 Write clear and effective operational communications.
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THE PREVALENCE OF DIRECTNESS IN BUSINESS
Most business messages use a direct organizational pattern. That is, the message leads
with its most important point and then moves to additional or supporting information. In business, people need to know what to do, why, and how. They undertake any job understanding that they have a certain function to perform, and they need information to be able to perform it well. When external audiences interact with companies, they also expect and need certain kinds of information, presented as expeditiously as possible. It is fair to say that direct messages are the lifeblood of virtually any business activity.

There are, of course, unlimited kinds of direct messages. Each business is unique in
some ways, and each, therefore, will have developed its own direct-message types—its preferred purposes, patterns, styles, and formats for these messages. Still, one can
identify a certain basic plan for the direct message. Moreover, certain situations calling
for a direct approach have occurred so often that we can identify several common
types of these messages.

This chapter will first describe a general plan for writing all messages of this type.
Then we will adapt this general plan to some of the more common business situations where it is appropriate. 
PRELIMINARY ASSESSMENT
When determining your message’s basic plan, a good beginning is to assess your reader’s probable reaction to what you have to say. If the reaction is likely to be negative, a strategic organization plan is in order. These plans are discussed in
following chapters. But if the reaction is likely to be positive, or even neutral, your
best approach is likely to be a direct one—that is, one that gets to the objective right
away without delaying explanation or conditioning words. The general plan for this
direct approach is the following.


THE GENERAL DIRECT PLAN
Beginning with the Objective
Begin with your objective. If you are seeking information, start by asking for it. If you
are giving information, start giving it. Whatever is your objective, lead with it.

In some cases, you might need to open with a brief orienting phrase, clause, or even
sentence. Especially if your reader is not expecting to hear from you or is not familiar
with you or your company, you may need to preface your main point with a few words
of background. But get to the point as soon as possible. 

Covering the Remaining Part of the Objective
Whatever else must be covered to complete the objective makes up the bulk of
the remainder of the message. If you cover all of your objective in the beginning
(as in an inquiry in which a single question is asked), nothing else is needed. But if
additional questions, answers, or such are needed, you cover them systematically—perhaps listing them or arranging them by paragraphs. 

Ending with Adapted Goodwill
You need to end the message with some appropriate friendly comment, as you do in the face to face communication. Such general closes as “A prompt reply will be appreciated” and “Thank you in advance for your response” are positive and friendly, but the problem is they are routine, rubber-stamp in nature. A more positive reaction results from an individually tailored expression that fits the one case—for example: “If you will answer these questions about Ms. Rimal right away, she and I will be most grateful.”


ROUTINE INQUIRIES
Choosing from Two Types of Beginnings
The opening of routine inquiry should focus on the main objective. Since your objective is to ask for information, you begin with a question. This opening question can be either of two types.

First, it can be one of the specific questions to be asked (assuming more than one
question needs to be asked). Preferably it should be a question that sets up the other
questions. For example:

Can you please send me test results showing how Duro-Press withstands high temperatures and exposure to sunlight?

In the body of the message you would include the more specific questions concerning temperatures and exposure to sunlight.

Second, the opening question could be a general request for information. The specific questions come later. This beginning sentence illustrates a general request:

Will you please answer the following questions about Duro-Press fabric?

Whether you open with a specific or a general question, give your readers a clear sense of your message’s purpose.
Informing and Explaining Adequately
To help your reader answer your questions, you may need to include explanation or information. If you do not explain enough, you make the reader’s task difficult. For example, answers to questions about office space for Yeti Enterprise may depend on characteristics or specific needs of the company. Without knowing how Yeti Enterprise will use the space, even the best property manager may not know how to answer your questions or direct you to other office space that better meets your needs. 

Where and how you include the necessary explanatory information depend on the nature of your message. Usually, general explanatory material fits before or after the direct request in the opening paragraph. This information helps reduce any startling effect that a direct opening question might have. In messages that ask more than one question, you will sometimes need to include explanatory material with the questions. 

Structuring the Questions
If your inquiry involves just one question, you can achieve your primary objective with the first sentence. After any necessary explanation and a few words of friendly closing
comment, your message is done. If you need to ask more than one question, make them stand out. You can do this in a number of ways. First, you can make each question a separate sentence with a bullet, a symbol (for example, ●,  , ■) to call attention to it. Combining two or more questions in a sentence de-emphasizes each and invites the reader to overlook some.

Second, you can give each question a separate paragraph whenever your explanation and other comments justify a paragraph.

Third, you can order or rank your questions with numbers. By using words (first,
second, third, etc.), numerals (1, 2, 3, etc.), or letters (a, b, c, etc.), you make the questions stand out. 

Fourth, you can structure your questions in question form. True questions stand out.
Sentences that merely hint at a need for information do not attract much attention. The
“It would be nice if you would tell me . . .” and “I would like to know . . .” types are
really not questions. They do not ask—they merely suggest. The questions that stand
out are those written in question form: “Will you please tell me . . . ?” “How much
would one be able to save . . . ?” 

You may want to avoid questions that can be answered with a simple yes or no. For example, the question “Is the chair available in blue?” may not be what you
really want to know. A better wording probably is “In what colors is the chair available?”
Ending with Goodwill
The goodwill ending described in the general plan is appropriate here, just as it is in most business messages. And we must emphasize again that the closing words do the most toward creating goodwill when they fit the one case. Remember to include important deadlines and reasons for them as well.
Reviewing the Order
In summary, the plan recommended for the routine inquiry message is as follows:
• Focus directly on the objective—either a specific question that sets up the entire message or a general request for information.
• Include necessary explanation—wherever it fits.
• If a number of questions are involved, make them stand out with bullets, numbering, paragraphing, question form.
• End with goodwill words adapted to the individual case.

Contrasting Examples
Illustrating bad and good techniques are the following two routine inquiry messages
about office space for a new Yeti regional headquarters (recall the introductory
situation). The first example follows the indirect pattern that was popular in days
gone by. The second is direct. 

As you read the first example below, note that it is marked by a “[image: ]” icon in the
side panel. We use this icon throughout the book wherever we show bad examples.
Take care not to confuse the bad with the good examples, which are marked by a “√”
icon. 

Indirect Message. The less effective message begins slowly and gives obvious information. Even if one thinks that this information needs to be communicated, it does not deserve the emphasis of the opening sentence. The writer gets to the point of the message in the second paragraph. But there are no questions here—just hints for information. The items of information the writer wants do not stand out but are listed in rapid succession in one sentence. The close is selfish and stiff.

Dear Mr. Shankar:	(Mark this letter with[image: ]  at the right margin)

We have seen your advertisement for 3,200 square feet of office space in the Daily
Journal. As we are interested, we would like additional information.

Specifically, we would like to know the interior layout, annual cost, availability of
transportation, length of lease agreement, escalation provisions, and any other
information you think pertinent.

If the information you give us is favorable, we will inspect the property. Please send your reply.

Sincerely

The Direct and Effective Message. The second example begins directly by asking
for information. The explanation is brief but complete. The questions, with explanation
worked in where needed, are made to stand out; thus, they help to make answering easy. The message closes with a courteous and appropriate request for quick action.


Dear Mr. Avay:		(Mark this letter with “√” at the right margin)

Will you please answer the following questions about the 3,200-square-foot office suite advertised in the June 28 issue of the Daily Journal? It appears that this space may be suitable for the new regional headquarters we are opening in your city in August.

• Is the layout of these offices suitable for a work force of two administrators, a receptionist, and seven office employees? (If possible, please send us a diagram of the space.)
• What is the annual rental charge?
• Are housekeeping, maintenance, and utilities included?
• What is the nature of the walls and flooring?
• Does the location provide easy access to mass transportation and the airport?
• What are your requirements for length of lease agreement?
• What escalation provisions are included in the lease agreement?

We look forward to learning more about your property. We hope to secure a space that meets our needs by July 21.

Sincerely,



(Case Illustration, 12th Ed., Page-122 & 123)


FAVORABLE RESPONSES

When you answer inquiries favorably, your primary goal is to tell your readers what they want to know. Because their reactions to your goal will be favorable, directness is in order.
Identifying the Message Being Answered
Because this message is a response to another message, you should identify the message you are answering. Such identification helps the reader recall or find the message being answered. If you are writing an email response, the original message is appended to your message. Hard-copy messages may use a subject line (Subject: Your
April 2nd inquiry about Chem-Treat), as illustrated in Appendix B. Or you can refer to the message incidentally in the text (“as requested in your April 2 inquiry”). 
Beginning with the Answer
Begin your message by answering the readers. When a response involves answering a single question, you begin by answering that question. When it involves answering two or more questions, one good plan is to begin by answering one of them—preferably the most important. For example, this opening would get the response off to a fast start:

Yes, you can use Chem-Treat to prevent mildew.

An alternative possibility is to begin by stating that you are giving the reader what he
or she wants—that you are complying with the request. It is less direct method, and it does not run the risk of sounding abrupt, which is a criticism of direct beginnings. These examples illustrate this type of beginning:

The following information should tell you what you need to know about Chem-Treat.
Here are the answers to your questions about Chem-Treat.

Logically Arranging the Answers
If you are answering just one question, you answer it as completely as the situation requires, and you present whatever explanation or other information is needed. Then you are ready to close the message.

If, on the other hand, you are answering two or more questions, the body of your message becomes a series of answers. You may even number your answers, especially if your reader numbered the questions. Or you may decide to arrange your answers by paragraphs so that each stands out clearly.
Skillfully Handling the Negatives
When your response concerns some bad news along with the good news, you may need to subordinate the bad news and emphasize the good news. You can do so by placing at paragraph beginnings and endings and at the beginning and ending of the message as a whole. You should place the bad news in secondary positions. In addition, you should use space emphasis to your advantage. This means giving less space to bad-news parts and more space to good-news parts. 
Considering Extras
To create goodwill, as well as future business, you should consider including extras
with your answers. These are the things you say and do that are not actually required.
Examples are a comment or question showing an interest in the reader’s problem,
some additional information that may prove valuable, and a suggestion for use of the
information supplied. Such extras encourage readers to take the extra step in building a business relationship with you.
Closing Cordially
As in the other direct messages, your ending should be cordial, friendly words that fit the one case. For example, you might close the Chem-Treat message with these words:

If I can help you further in deciding whether Chem-Treat will meet your needs, please email me again.
Reviewing the Plan
When we review the preceding special considerations, we produce the following plan
for the general favorable response message:
• Begin with the answer, or state that you are complying with the request.
• Identify the message being answered either incidentally or in a subject line.
• Continue to give what is wanted in orderly arrangement.
• If negative information is involved, give it reduced emphasis.
• Consider including extras.
• End with a friendly comment adapted to your reader.
Contrasting Illustrations
Below, the contrasting email messages in answer to the Chem-Treat inquiry illustrate two strategies of answering routine inquiries. The first message violates many of the standards set in this and earlier chapters. The second meets the requirements of a good
business message. 

An Indirect and Hurried Response. The not-so-good message begins indirectly
with an obvious statement referring to receipt of the inquiry. Though well
intended, the second sentence continues to delay the answers. The second paragraph
begins to give the information sought, but it emphasizes the most negative answer
by position and by wording. This answer is followed by hurried and routine answers
to the other questions asked. Only the barest information is presented. There is no
goodwill close.
			(Mark this letter with[image: ]  at the right margin)

Subject: Your inquiry of April 3

Ms. Devyani

I have received your April 3 message, in which you inquire about our Chem-Treat paint.
I want you to know that we appreciate your interest and will welcome your business.

In response to your question about how many coats are needed to cover new surfaces,
I regret to report that two are usually required. The paint is mildewproof. We do
guarantee it. It has been well tested in our laboratories. It is safe to use as directed.

Sarjak Gyawali

An Effective Direct Response. The better message begins directly, with the
most favorable answer. Then it presents the other answers with proper emphasis and positive language. It subordinates the one negative answer, by position,
volume of treatment, and structure. The close is goodwill talk, with some subtle selling strategy thrown in. “We know that you’ll enjoy the long-lasting beauty of this mildewproof paint” points positively to purchase and successful use of the product.

			(Mark this letter with “√” at the right margin)

Subject: Your April 3 inquiry about Chem-Treat

Ms. Shrija,

Yes, Chem-Treat paint will prevent mildew or we will give you back your money. We
know it works because we have tested it under all common conditions. In every case,
it proved successful.

When you carefully follow the directions on each can, Chem-Treat paint is guaranteed
safe. As the directions state, you should use Chem-Treat only in a well-ventilated
room—never in a closed, unvented area.

One gallon of Chem-Treat is usually enough for one-coat coverage of 500 square
feet of previously painted surface. For the best results on new surfaces, you will want
to apply two coats. For such surfaces, you should fi gure about 200 square feet per
gallon for a long-lasting coating.

We sincerely appreciate your interest in Chem-Treat, Ms. Motley. This mildewproof
paint will bring you five years or more of beautiful protection.

Sabin R Tuladhar



ADJUSTMENT GRANTS

When you can grant an adjustment, the situation is a happy one for your customer. You
are correcting an error. You are doing what you were asked to do. As in other positive
situations, a message written in the direct order is appropriate.

Considering Special Needs
The adjustment-grant message has much in common with the message types previously
discussed. You begin directly with the good-news answer. You refer to the message you are answering. And you close on a friendly note. But because the situation stems
from an unhappy experience, you have two special needs. One is the need to overcome
the negative impressions that the experience leading to the adjustment has formed in
the reader’s mind. The other is the need to regain any confidence in your company, its
products, or its service that the reader may have lost from the experience.

Need to Overcome Negative Impressions. To understand the first need, just
place yourself in the reader’s shoes. As the reader sees it, something bad has happened—goods have been damaged, equipment has failed, or sales have been lost. The experience has not been pleasant. Granting the claim will take care of much of the problem, but some negative thoughts may remain. You need to work to overcome any such thoughts.

You can attempt to do this using words that produce positive effects. For example:

The enclosed check for $89.77 is our way of proving to you that we value your
satisfaction highly.

Throughout the message you should avoid words that recall unnecessarily the bad
situation you are correcting. You the negative words such as mistake, trouble, damage,
broken, and loss. Even general words such as problem, difficulty, and misunderstanding
can create unpleasant connotations. Also avoid the apologies which, although well intended, emphasize the negative happenings. The comments like “we sincerely regret the inconvenience caused you . . .” are of questionable value.


Need to Regain Lost Confidence. To regain the reader’s lost confidence you will need to survey the situation to see what they are. If something can be done to correct a bad procedure or a product defect, you should do it. Then you should tell your reader what has been done as convincingly and positively as you can.

Reviewing the Plan
Applying these two special needs to the general plan previously reviewed, we come up
with this specific plan for the message granting an adjustment:
• Begin directly—with the good news.
• Incidentally identify the correspondence that you are answering.
• Avoid negatives that recall the problem.
• Regain lost confidence through explanation or corrective action.
• End with a friendly, positive comment.

(Case Illustration, 12th Ed., Page-130)

Contrasting Adjustments
The techniques previously discussed are illustrated by the following adjustment messages.
A Slow and Negative Treatment. The ineffective message begins with an
obvious comment about receiving the claim. It recalls vividly what went wrong and
then painfully explains what happened. As a result, the good news is delayed for an
additional paragraph. Finally, after two delaying paragraphs, the message gets to the
good news. Though well intended, the close leaves the reader with a reminder of the
trouble.
			(Mark this letter with[image: ]  at the right margin)

Subject: Your broken Old London lights

Ms. Watson,

We have received your May 1 claim reporting that our shipment of Old London lamppost lights reached you with 17 broken units. We regret the inconvenience caused you and can understand your unhappiness.

Following our standard practice, we investigated the situation thoroughly. Apparently
the fault is the result of an inexperienced temporary employee’s negligence. We
have taken corrective measures to assure that future shipments will be packed more
carefully.

I am pleased to report that we are sending replacements today. They should reach
you before your sale begins. Our driver will pick up the broken units when he makes
delivery.

Again, we regret all the trouble caused you.

Stephanie King

The Direct and Positive Technique. The better message uses the subject
line to identify the transaction. The opening words tell the reader what she most
wants to hear in a positive way that adds to the goodwill tone of the message. With
reader-viewpoint explanation, the message then reviews what happened. Without a single negative word, it makes clear what caused the problem and what has been
done to prevent its recurrence. After handling the essential matter of picking up the
broken lamps, the message closes with positive resale talk far removed from the
problem.
			(Mark this letter with “√” at the right margin)

Subject: Your May 1 report on invoice 1248

Ms. Watson,

Seventeen carefully packed Old London lamppost lamps should reach your sales
floor in time for your Saturday promotion. Our driver left our warehouse today with
instructions to special deliver them to you on Friday.

Because your satisfaction with our service and products is our top priority, we have
thoroughly checked our shipping procedures. It appears that the shipment to you was
packed by a temporary employee who was filling in for a hospitalized veteran packer.
We now have our veteran packer back at work, and have taken measures to ensure
better performance by our temporary staff.

As you know, the Old London lamppost lights have become one of the hottest
products in the lighting field. Their authentic Elizabethan design has made them a
smashing success. We are confident they will play their part in the success of your
sale.

Stephanie King

(Case Illustration, 12th Ed., Page-134)


ORDER ACKNOWLEDGMENTS AND OTHER 
THANK-YOU MESSAGES

In the course of your professional career, you will find yourself in situations where business and social etiquette require thank-you messages. Such messages may be long or short, formal or informal. They may be also combined with other purposes such as confirming an order. In this section we focus on one specific kind of thank-you message—the order acknowledgment—as well as more general thank-you messages for other business occasions.

Order Acknowledgment
Acknowledgments are sent to let people who order goods know the status of their orders. Most acknowledgments are routine, and many companies use form or computer-generated messages for such situations. But individually written acknowledgments are sometimes justified, especially with new accounts or large orders.

Skillfully composed acknowledgments can do more than acknowledge orders.
These messages also can build goodwill, make the reader feel good about doing business with a company. To maintain this goodwill for repeat customers, you will want to revise your form acknowledgments regularly.
Other Thank-You Messages
One of the thank-you messages that you write will be the one for a job interview, which is discussed in Chapter 8. Once you are employed, you may send thank-you messages after a meeting, when someone does a favor for you or gives you a gift, when you want to acknowledge others’ efforts that have somehow benefited you, when you want to thank customers for their business, or perhaps someone has donated time or money to your organization. The possibilities for situations when you send thank-you notes are many, and sending the message of sincere thanks is a great way to promote goodwill and build your and your company’s professional image.   

Thank-you notes are direct, personal, and brief. You can begin with specific statement of thanks:

Thank you for attending the Himalayan Cancer Society fundraiser lunch for Relay for Life last week and for donating money to the cause.

Follow with personalized comment relevant to the reader:

With your support, the 2012 Relay for Life will be our most successful yet … [details follow]

Conclude with a forward-looking statement:

I look forward to joining you on June 12 for this worthy cause.

Your tone should be informal and friendly. If you are on a first-name basis with the reader, you may omit a salutation or use the reader’s first name, but if your relationship with the reader is a formal one, do not use the reader’s first name to create a contrived sense of closeness.

Summarizing the Structure of Order Acknowledgments 
and Other Thank-You Messages

Applying these special considerations to the general plan for direct messages, we
arrive at this specific plan for order acknowledgments:
• Give status of order, acknowledging incidentally.
• Include some goodwill—sales talk, reselling, or such efforts.
• Include a thank-you.
• Report frankly or handle tactfully problems with vague or back orders.
• Close with adapted, friendly comment.

Contrasting Acknowledgments
The following two messages show bad and good technique in acknowledging Mr. Lee’s order. As you would expect, the good version follows the plan described in
the preceding paragraphs.
			(Mark this letter with[image: ]  at the right margin)

Slow Route to a Favorable Message:

Dear Mr. Lee:

Your April 4 order for $1,743.30 worth of Protect-O paints and supplies has been
received. We are pleased to have this nice order and hope that it marks the beginning
of a long relationship.

As you instructed, we will bill you for this amount. We are shipping the goods today
by Blue Darter Motor Freight.
We look forward to your future orders.

Sincerely,

Fast-Moving Presentation of the Good News:
				
(Mark this letter with “√” at the right margin)

Dear Mr. Lee:

Your selection of Protect-O paints and supplies was shipped today by Blue Darter
Freight and should reach you by Wednesday. As you requested, we are sending you
an invoice for $1,743.30, including sales tax.

Because this is your first order from us, I welcome you to the Protect-O circle of dealers. Our representative, Ms. Cindy Wooley, will call from time to time to offer whatever assistance she can. She is a highly competent technical adviser on paint and painting.

Here in the home plant we also will do what we can to help you profit from Protect-O
products. We’ll do our best to give you the most efficient service. And we’ll continue to
develop the best possible paints—like our new Chem-Treat line. As you will see from
the enclosed brochure, Chem-Treat is a real breakthrough in mildew protection.

We genuinely appreciate your order, Mr. Lee. We are determined to serve you well in
the years ahead.

Sincerely,


(Case Illustration, 12th Ed., Page-139)





OPERATIONAL MESSAGES

As Chapter 1 explained, operational communications are those messages that stay
within a business. They are messages to and from employees that get the work of the
organization done. The memorandums discussed in Chapter 5 are one form of operational communication. Internal email messages are another. And so are the various documents posted on bulletin boards, mailed to employees, uploaded on intranets, or distributed as handouts.

The formality of operational messages ranges widely. At one extreme are the
informal, casual memorandum and email exchanges between employees concerning work matters. At the other are formal documents communicating company policies,
directives, procedures, and such. Then, of course, there are the various stages of
formality in between.

Causal Operational Messages
The documents at the bottom of the formality range typically resemble conversation.
Usually they are quick responses to work needs. The goal is simply to exchange the information needed in the conduct of the company’s work. The participants know that people working together in business situations want and expect straightforward communication. The emphasis is given to clarity of expression and courtesy.

Moderately Formal Messages
Messages in the midlevel formality range tend to resemble the messages discussed earlier in this chapter. Usually they require more care in construction. And usually they follow a direct pattern. The most common arrangement begins with the most important point and works down. Thus, a typical beginning sentence is a topic (theme) statement. When the message consists of items in sequence, the items can be numbered and presented in this sequence.

The following hard-copy memorandum is an example of moderately formal message:

DATE: April 1, 2007
TO: Bishal Tripathi
FROM: Neeti Lohani
SUBJECT: Request for cost information concerning meeting at Jungle Camp Lodge

As we discussed in my office today, please get the necessary cost information for conducting our annual sales meeting at the Jungle Camp Lodge, Sauraha, Chitawan. Our meeting will begin on the morning of Monday, June 5; we should arrange to arrive on the 4th. We will leave after a brief morning session on June 9.

Specifically, we’ll need the following information:

•  Travel costs for all 43 participants, including air travel to Chitawan and ground travel between the airport and the lodge. I have listed the names and home stations of the 43 participants on the attached sheet.

•  Room and board costs for the five-day period, including cost with and without dinner at the lodge. As you know, we are considering the possibility of allowing participants to purchase dinners at nearby restaurants.

•  Costs for recreational facilities at the lodge.

•  Costs for meeting rooms and meeting equipment (projectors, lecterns, and such).

We will need a room large enough to accommodate our 43 participants.
I’d like to have the information by April 15. If you need additional information, please
contact me at 98510________ or nlohani@gmail.com.
Highly Formal Messages
The most formal of the operational messages are the messages presenting policies, directives, and procedures. Usually written by executives for their subordinates, these administrative messages are often compiled in manuals, perhaps kept in loose-leaf form and updated as new material is developed.

Some of these more formal documents are designed to keep employees informed
about the company. As we have implied, these higher-level messages are more formally written than most of the internal communications. Usually they follow a direct order, although the nature of their contents can require variations. Since the information frequently involves a sequence of information bits, numbering these bits can be desirable. And since these documents must be clearly understood and followed, the writing must be clear to all, including those with low verbal skills. The following example illustrates these desirable qualities:

DATE: June 10, 2007
TO: All Employees
FROM: Ranjan Poudel, President
SUBJECT: Energy conservation

To help us keep costs low, the following conservation measures are effective immediately:
• Thermostats will be set to maintain temperatures of 78 degrees Fahrenheit
throughout the air-conditioning season.

• Air conditioners will be shut off in all buildings at 4 PM Monday through Friday.

• Air conditioners will be started as late as possible each morning so as to have the
buildings at the appropriate temperature within 30 minutes after the start of the
workday.

• Lighting levels will be reduced to approximately 50 to 60 foot-candles in all work
areas. Corridor lighting will be reduced to 5 to 10 foot-candles.

• Outside lighting levels will be reduced as much as possible without compromising
safety and security.

In addition, will each of you help in conservation areas under your control?
Specifically, I ask that you do the following:
· Turn off lights not required in performing work.
· Keep windows closed when the cooling system is operating.
· Turn off all computer monitors and printers at the end of the day.
I am confident that these measures will reduce our energy use significantly. Your
efforts to follow them will be greatly appreciated.

Even though this message is straightforward, note the writer’s courtesy and his use of
us and our. When writing direct messages, skillful managers make use of such strategies
for maintaining good relations with employees. Remembering this goal becomes
especially important in situations where managers have news to convey or requests to
make that employees may not be ready to accept. In fact, in these situations an indirect
order will be more appropriate, as Chapters 7 and 8 will discuss. For most operational
communication, however, the direct order will be both expected and appreciated.

Summarizing the Structure of Operational Messages
To write an operational message, writers should do the following:
· Organize in the direct order.
· Choose the appropriate tone (formal and informal) and communication medium.
· Be clear and courteous.
· Order the information logically.

OTHER DIRECT MESSAGE SITUATIONS
In the preceding pages, we have covered the most common direct message situations.
Others occur, of course. You should be able to handle them with the techniques that
have been explained and illustrated.

In handling such situations, remember that whenever possible, you should get to the goal of the message right away. You should cover any other information needed in good logical order. You should carefully choose words that convey just the right meaning. More specifically, you should consider the value of using the you-viewpoint, and you should weigh carefully the differences in meaning conveyed by the positiveness or negativeness of your words. As in all cordial human contacts, you should end your message with appropriate and friendly goodwill words.


SUMMARY BY LEARNING OBJECTIVES

1. Properly assess the reader’s reaction to your message. (LO1: Assessing readers likely reaction to message)
• If the reaction is negative, indirect order is your likely choice.
• If it is positive or neutral, you probably will want directness.
2. Describe the general plan for direct-order messages.	(LO2: Plan for direct-order messages)
• Begin with the objective.
• Cover any necessary explanation.
• Systematically present any remaining parts of the objective.
• End with adapted goodwill.
3. The routine inquiry is a basic direct-order message.		(LO3: Routine request for information)
• Begin it with a request—either (1) a request for specific information wanted or
(2) a general request for information.
• Somewhere in the message explain enough to enable the reader to answer.
• If the inquiry involves more than one question, make each stand out—perhaps
as separate sentences or separate paragraphs.
• Consider numbering the questions.
• And word them as questions.
• End with an appropriate friendly comment.
4. When responding to inquiries favorably, you should begin directly.	(LO4: Writing answers to inquiries)
• If the response contains only one answer, begin with it.
• If it contains more than one answer, begin with a major one or a general
statement indicating you are answering.
• Identify the message being answered early, perhaps in a subject line.
• Arrange your answers (if more than one) logically.
• And make them stand out.
• If both good- and bad-news answers are involved, give each answer the
emphasis it deserves, perhaps by subordinating the negative.
• For extra goodwill effect, consider doing more than was asked.
• End with appropriate cordiality.
5. As messages granting adjustments are positive responses, write them in the direct order.			(LO5: Composing adjustment grants)
• But they differ from other direct-order messages in that they involve a negative
situation.
— Something has gone wrong.
— You are correcting that wrong.
— But you also should overcome the negative image in the reader’s mind.
• You do this by first telling the good news—what you are doing to correct the wrong.
• In the opening and throughout, emphasize the positive.
• Avoid the negative—words like trouble, damage, and broken.
• Try to regain the reader’s lost confidence, maybe with explanation or with
assurance of corrective measures taken.
• End with a goodwill comment, avoiding words that recall what went wrong.
6. Write order acknowledgments and other thank-you messages in the form of a favorable response.		(LO6: Writing order acknowledgment and thank-you messages)
• Personalized order acknowledgments can build goodwill.
• Good business and social etiquette often require that you write other kinds of thank-you messages.
• Use the direct order: begin by thanking the reader with specific wording. 
• Continue with your thanks or with further information.
• Use positive, tactful language to address vague or back orders.
• Close with goodwill-building comment adapted to the topic of the message.
7. Operational (internal) communications must also be clear and effective.	(LO7: Writing operational communications)
The following instructions explain how to write operational communications:
• Organize most of them in direct order.
• Write the casual ones like good conversation.
• But make them clear and courteous.
• Give administrative communications (policies, directives, procedures) the
importance due them.
• Organize them logically; strive for clarity.


C R I T I C A L T H I N K I N G Q U E S T I O N S

1 When is the direct order appropriate in inquiries? When
would you use the indirect order? Give examples.
2 “Explanations in inquiries merely add length and should
be eliminated.” Discuss.
3 Discuss why just reporting truthfully may not be enough
in handling negative information in messages answering
inquiries.
4 What can acknowledgment messages do to build goodwill?
5 Discuss how problems (vague orders, back orders)
should be handled in messages acknowledging orders.
6 Why is it usually advisable to do more than just grant the
claim in an adjustment-grant message?
7 Discuss the use of directness in operational communications.
Why is it desirable? Can it be overdone? When
might indirectness be appropriate?


C R I T I C A L T H I N K I N G E X E R C I S E S

1 Point out the shortcomings in this message granting a
claim for a fax machine received in damaged condition.
Inspection of the package revealed that the damage did
not occur in transit.
Dear Ms. Orsag:
Your May 3 letter in which you claim that the Rigo
FAX391 was received in damaged condition has been
carefully considered. We inspect all our machines
carefully before packing them, and we pack them
carefully in strong boxes with Styrofoam supports
that hold them snugly. Thus we cannot understand
how the damage could have occurred.
Even so, we stand behind our product and will
replace any that are damaged. However, we must
ask that first you send us the defective one so we
can inspect it. After your claim of damage has been
verified, we will send you a new one.
We regret any inconvenience this situation may
have caused you and assure you that problems like
this rarely occur in our shipping department.
Scott Hilderbran
2 List your criticisms of this email message inquiring about
a convenience store advertised for sale:
Subject: Store details needed
Mr. Meeks:
This is in response to your advertisement in the May
17 Daily Bulletin in which you describe a convenience
store in Clark City that you want to sell. I am very
much interested since I would like to relocate in that
area. Before I drive down to see the property, I need
some preliminary information. Most important is the
question of financing. I am wondering whether you
would be willing to finance up to $50,000 of the total
if I could come up with the rest, and how much interest
you would charge and for how long. I also would
like to have the figures for your operations for the past
two or three years, including gross sales, expenses,
and profits. I also need to know the condition of the
building, including such information as when built,
improvements made, repairs needed, and so on.
Hoping that you can get these answers to me
soon so we can do business.
3 Criticize the following email claim.
Subject: Your shipment of candy
Mr. Stanton:
For many years now I have bought your candies and
have been pleased with them. However, last June 4
I ordered 48 boxes of your Swiss Decadence chocolates,
and it appears you tried to push off some old
stock on me. I have sold some of the boxes, and
already three customers have returned the candy to
me. The candy is rancid—obviously old. Probably
the whole lot was bad and I now have a bunch of
dissatisfied customers.
I have taken the remaining boxes off the shelves and
will send them back to you—after I get my money
back.
4 Criticize the following operational message from a hotel
manager:
Housekeeping staff,
It has come to my attention that the cleanliness of
our rooms is substandard. We will therefore hold
mandatory training sessions over the next three
weeks. See your shift supervisor to plan your work
schedule so that you can attend.
Management


PROBLEM  SOLVING  CASES

Routine Inquiries
1 Move the calendar 10 years ahead and make the unlikely
assumption that you are not satisfied with the progress you
have made professionally. So you are thinking about launching
a new career.
Why not go in business for yourself, you reason. Specifically, your thoughts turn to obtaining a franchise for a Pet
Haven outlet in your city. A friend told you about a person
she knew who got one two or three years ago and is enjoying
great success with it. You are interested. You love animals
and would enjoy working with them. You have found what
you think is an ideal location for it—heavy traffi c and no
competition in the area. You are not sure about fi nancing. You
could raise about $40,000 from savings and the cash value of
your life insurance. And you think you have good credit at
your bank. Would that be suffi cient?
You know very little about how this franchise operates.
How much help do they give the owner? (You would need a
lot.) And what controls does the company maintain? In fact,
you’ll need to know the answers to all the questions involved in
making an intelligent decision. So you will write the company
for it. You have their email as well as their mailing address.
C R I T I C A L T H I N K I N G P R O B L E M S
2 At today’s meeting of your civic club, you heard one of
your friends mention an online management-training course
being offered by the Extension Division of Benton University.
As the training director for Goetz-Morris Industries,
you have been sending four of your middle managers each
year to the on-campus management development program
at Wimberly University. This expensive ($14,500) threeweek
program has been hard on your budget. No doubt, an
online program would be less expensive and would permit
you to train more people. You will look into the matter.

As your friend explained the program to you, it consists
of 20 online lessons. The students study assigned reading
material, view specially adapted audio lectures, and submit
answers to questions. The questions are graded by senior
Wimberly faculty. A final examination ends the course.

You like the plan, especially the fact that it costs under
$3,000 (your friend thinks). But you need much more information,
so you’ll make an inquiry to get it. Of course, you’ll
ask for the printed brochure that your friend said they have.
Then there is the matter of possible course credit. (You know
that some of your executives are working nights on degree
programs.) And does it matter that your executives have
different academic backgrounds—liberal arts, engineering,
business? Also, you’ll need to verify the cost information you
heard, discounts for quantity enrollments, and reports on the
students’ work. If the company pays, can it be informed of the
grades earned, or is this privileged information? Other questions
may come to mind before you complete your inquiry.

Send your inquiry to the Director of Extension. You have
the Division of Extension email address.
3 Today you received the good news that you have been appointed
director of Chinese operations for Acton-Walters, Inc.,
manufacturers of a line of farm machinery. You are excited, of
course, but you are also frightened. You don’t know the language!
Although at the beginning you will have a full-time interpreter,
you know that eventually you will need to know Chinese.
In discussing your fears with a co-worker recently returned
from assignment in China, you learn of a retired Chinese professor
of English in Beijing who conducts a two-week intensive
training course. As your co-worker explained it, “Wang
Tingbi is a master teacher. He works with you 10 hours every
day—every minute of every hour. You start talking Chinese
early in the course, and you end the course carrying on a
decent conversation.”

You are interested. As you have five weeks before you
begin the new assignment, you could arrive two weeks early
and have the training behind you before beginning work. But
first you’ll need the answers to some questions. Most important,
you need to know whether the professor can schedule
the training in the time you have available before your assignment
begins. There is the question regarding cost. You
know about how much your co-worker paid, but that was
three years ago. And what about housing? Your furnished
quarters won’t be available until shortly before your duties
begin. There might be other questions, so think through the
problem carefully.
Your co-worker gave you professor Wang’s email address.
Now write him.
4 As assistant to the president of Atlas Micro Systems, Inc.,
you have been given the assignment of getting information on
a possible property to buy for corporate retreats. This morning
your boss showed you an advertisement he saw in The
Wall Street Journal. “This could be just what we’re looking
for,” he tells you. “Check it out. You know our requirements
and limitations.” Here is the advertisement he showed you:
Boca Raton, FL., 15,500 square feet, lodge on 7 acres,
suitable for corporate retreat, 575 feet ocean front, 3
guest cottages, Helipad, 9 garages, Olympic pool, 2
tennis courts, theater room, 20 minutes from commercial
airport, $8.2 million. doranrealty@aol.com.
Now you will write the advertiser for the information
you need. As you understand the company’s requirements,
the price must be under $l0 million, so the price is right. The
place must house a maximum of 20 executives¸ each in a private
bedroom. There must be a meeting room large enough to
accommodate all 20. Much of what you need could be given in pictures—or a brochure, if they have one. Age of the property
is also important, and so are taxes. Probably you will think of
other information that will be needed in making the decision. If
the information given meets the company’s requirements, your
boss will want to inspect the place. Now write the message.

Favorable Responses
5 As franchise manager for Pet Haven (see Problem 1 for
background details), answer the message about your franchise.
At the moment you will cover only the basic matters.
The specific facts will come later after negotiations have proceeded
further.
You are always pleased to get inquiries about your franchise
operations, for Pet Haven is trying hard to expand its
operations into all areas of the country. But franchises are
awarded only after careful investigation. Locations must be
checked and approved by the company. This is a safety feature,
you think, and explains why not one outlet has failed in
the company’s history.
Total investment in a franchise ranges from $75,000 to
$200,000, depending on the size of the store and local cost
variations. A minimum of $30,000 in cash is required. The
company can assist in finding financing, but usually the
owner handles it locally. All basic merchandise is purchased
through the company, but exceptions are made for some local
and specialty products. Actually, this policy assures quality
products and permits significant economies.
The company provides a six-week training program for all
new owners (included in the franchise fee), and it has expert
consultants who visit each outlet on a regular basis. These
consultants help with just about any problem the owner may
have. For the best interest of all, the company does maintain
some control over operations, although each outlet is
basically an independent operation. The controls exercised
largely pertain to building appearance, services provided,
product quality, and such. The company firmly believes that
these controls are for the owner’s protection and explain the
remarkable success record of the franchises.
With this information in mind, write an email message answering
the questions that were asked (or should have been
asked) in the inquiry.
6 You, the director of the Extension Division of Benton
University, must answer the inquiry of the Goetz-Morris training
director (see Problem 2 for background details). First, you
will send the descriptive brochure that describes your online
management development program. As the reader will see,
the course presents the highlights of the basic business disciplines
(accounting, economics, finance, information systems,
management, marketing) from the manager’s perspective.
Senior Benton faculty members conduct each area. They assign
readings, present lectures, assign and grade homework,
and test each student at the end of the course.
Grades in the course are privileged information, but before
beginning the course the student can agree to permit the
employer to receive the final grades. As to course credit, three
semester hours of elective credit is given for work in Benton
business programs. Whether the credit can be transferred
and applied to programs at other institutions is a matter for
that institution to determine. Cost for the course is $3,250 per
student. As the program is not designed to make a profit, no
quantity discounts can be given.
Now write the message that will answer the director’s
questions and get the company’s education business.
7 Today play the role of Wang Tingbi, retired professor
from the University of International Business and Economics,
Beijing, China, and respond to the inquiry of the Acton-
Walters executive (see Problem 3 for background details).
Yes, you’d like to teach the executive Chinese, and the dates
he or she needs are open. The question about where to live
is an easy one. You would be very willing to include room
and board in your $1,000 (U.S.) for the two weeks of instruction.
You have an extra bedroom since your mother-in-law
died, and your wife is an excellent cook. Both of you like
Americans and would enjoy the experience.
You can point out further that your wife assists in the
instruction. And with the executive living in the house, the
instruction would continue beyond the 10-hour day. Furthermore,
if the executive will give the arrival time, you will meet
him or her at the airport and escort him or her to your residence.
The excess baggage and personal things the executive
is bringing can be kept in a storage bin at your apartment
complex. And when the instruction is over, you can arrange
for moving these items to the executive’s permanent residence.
You will write the message using the direct order you
learned while in the States as an exchange professor at the
University of North Texas. As a professor of English, you are
naturally quite proficient in the language.
8 At the Doran Realty office in Boca Raton, this morning’s
email includes an inquiry from the assistant to the president
of Atlas Micro Systems (see Problem 4 for background details).
The company’s management is interested in the huge
waterfront property you listed last week as a possible corporate
retreat. Yes, you can answer the questions positively.
You don’t have a brochure on the place, but you do have
nine photographs and two short videos that show most of the
highlights. You are attaching them to your email response. The
buildings can easily accommodate 20 executives. Including
the three cottages, each with two bedrooms, there are 28 total
bedrooms with private baths. The large living area with connecting
dining hall has accommodated more than 30 people.
The theater room also will seat 30 people comfortably. The
property was built in the 1960s but has been maintained to
perfection. Current annual property taxes are $115,740.
Of course, you would be pleased to show the property at
any time the Atlas Micro Systems people choose. Now write
the message that will maintain the reader’s interest and lead
to a big sale.
9 Select an advertisement (Internet, magazine, newspaper)
or brochure describing a product a business executive might
want to get more information on before buying. The product
can be one for resale or one to be consumed or used by the
business. Next, make a list of questions the executive needs
answered before buying (minimum of four). Your questions
should be ones not covered in the advertisement or brochure.
Then assuming that an executive included these questions in
an inquiry to the company selling this product, write the company’s
response. For class purposes submit to your instructor
your list of questions and the advertisement or brochure you
used. Make certain that your message does not parrot the language
in the advertisement or brochure. That is, use your own
words.


Adjustment Grants
10 Play the role of the marketing manager for European
Holidays, Inc. (see Problem 45 for background information).
The professor does indeed have a valid claim, and you will
correct the problem. But you want to go further than just correcting
the error. You want to protect the good reputation your
company has built over the years. What happened just isn’t
representative of your operation.
Apparently the new tour guide assigned to the professor’s
group confused this group with one scheduled for his next assignment—
a tour for American industrialists who preferred
to arrange their own dinners. When the tour guide called the
home office to determine whether dinners were included, the
clerk answering the call must have pulled the wrong contract.
So the professor’s tour guide got the wrong information. It
was an honest mistake, but the fault lies entirely with European
Holidays.
Now you will email the professor. You will clearly state
that a check for payment of the full amount is on the way.
And you will explain what happened apologetically, taking
full blame for the mistake.
11 As the marketing manager for BioTech Inc. (see Problem
46 for background information), you are embarrassed as you
read the claim message from the Cherokee Springs Country
Club manager. Nothing like this has happened before, so you
are eager to find out what happened.
In assessing the facts of the case, you talk with your warehouse
supervisor. He was the one who supervised the loading of the
seed trucks before they went out to the Cherokee Springs job.
The supervisor remembers that one of your suppliers stacked
some seed sacks incorrectly several months back, mixing some
SB13 with SB18. However, your warehouse supervisor thought
he’d caught the mistake. But such a mix-up would certainly
account for the problems at Cherokee Springs.
If SB18, a hybrid seed for colder climates, were mixed
with SB13, a hybrid for warmer climates, the effect could
be exactly what the Cherokee Springs manager described—
different and irregular growth patterns of the fairways, tee
boxes, and greens on the golf course. You conclude that you
are at fault and that the claim is valid.
Of course, you will refund the money—all $94,600 of it.
And you will explain what happened and take full responsibility
for the mishap. In addition, you will offer to meet with the
club’s board of directors to explain what happened. Because
you want to keep the business of this affluent club, you will
offer to do the job over next spring at a 20 percent discount.
12 Mary Adami is right. The $500 deductible should not
have been applied twice in settling the insurance claim she
made recently on her totaled car (see details in Problem 50).
You’ll write her immediately letting her know that is the case.
While you are not sure how that happened, you think it might
be that gap insurance coverage is relatively new and you have
not had much experience with claims on it yet.
You also realize you need to work hard to retain her goodwill
and her future business. You may want to let her know
you are glad she was not hurt when she ran into the fire truck,
and you can compliment her on being smart enough to have
elected to pay the extra $20 for the gap insurance. It saves
her from having to go into debt for a car she no longer has.
Remind her that you will be paying off the finance company
this week. In addition, you might consider telling her that you
really appreciate her family’s long-time business with you and
look forward to her future business.


Order Acknowledgments and Other Thank-You Messages
13 At your desk in the sales office of Pauling-Ward Paper
Company, you have just received by email a first order from
Jonathan Marcus of Marcus Printers. For some time you have
been trying to acquire this account. But now that you have
landed it, you have a problem. The order doesn’t give you the
information you need. It doesn’t specify the finish desired on
seven reams of Bosco Wood Grain cover stock. It is a two-ply
cardboard imitating wood-grain finishes, and comes in mulberry,
gum, walnut, cypress, and pine. You’ll just have to ask
his preference before you can send the product.
Now you will have to email Mr. Marcus in the most constructive
way you can. You’d be happy to send samples for
him to look at, but this would take time. And, of course, you’ll
give him a new-customer welcome.
14 Six months ago your rather conservative and elegant importing
and jobbing house (you name it) got its first shipment
of Wellington china (a long-established, middle-priced line)
from England, and hurried to put out a promotion to department
stores, jewelry houses, and gift shops. It worked. Some
profitable new accounts were generated, and you welcomed
each with a friendly and dignified personal message.
Today you received another such order, this one in email
form from Beverly’s Gift Shop in Arlington, VA. Beverly
Walzel, the manager, wants a rush shipment of Wellington
sets totaling $2,340. You are pleased to have this new
customer, but unfortunately you cannot deliver. Your stock
has been exhausted for almost a month. You have contacted
the Wellington people and have been assured that a shipment
is now on a ship in the Atlantic and on the way to you. It
should be in your warehouse in 10 days. It will be sufficient
to take care of all orders, including Beverly’s. You can rush
her order to her as soon as you have the china.
Now you must write a cordial email message to Beverly
welcoming her as a new customer and reporting the problems
so constructively that she will be very willing to wait.
15 Your university store (you name it) ordered 1,500 sun
visors, assorted colors, at $2.47 each (total of $3,705) from
your hat manufacturing fi rm, Chapeaux, Inc. Also, it ordered
1,250 baseball caps in your school’s colors and with a caricature
of the school’s mascot in front at $3.34 each (total of
$4,175). The store paid the full amount with the order. A note
with the order said that the caps are needed before August 23,
the day freshman orientation begins. It is now late July.
You are sending the sun visors right away. But because
of other rush orders you have promised, you can’t have the
baseball caps ready for three weeks. The summer months are
your busiest times, and it is all you can do to meet the orders
already on your production schedule. You know that what
you can promise will be “cutting it close,” but it is the best
you can do. Anyway, caps that don’t sell during the orientation
period will be marketable throughout the year.
Write the acknowledgment message (email or letter) that
will keep the goodwill of this long-time customer.
16 As vice president and part-owner of your parents’ restaurant,
Zorah’s, you’ve just received a new order via the email address
on your website. Apparently the nearby university is having
its World Village celebration next week, and the person in
charge of the opening-ceremonies buffet, Neil Dormer, would
like to feature your Middle Eastern cuisine in addition to that
of other regions. He indicated that he would like to purchase
enough tabouli, hummus and pita bread, rice flavored with
almonds and pine nuts, slow-roasted chicken (your specialty),
and baklava for 120 people. He is not sure what that comes to,
though, because your website says that, for large orders, these
items are offered by the half or full tray, and he isn’t certain how
many people a half or full tray will serve. He hopes that, since
it is for a worthy cause, you might also give him a bit of a price
break on the order. He and his staff would need to come pick up
the order at 11:00 AM. next Saturday for the noon event.

Operational Messages
17 Move into the role of secretary to the board of directors
of Central National Bank. At last week’s meeting of the board,
the discussion centered on the inappropriate attire and grooming
of too many of the bank’s employees. The general thought
was that the bank’s image is suffering and that something
should be done about it.
The meeting concluded with President Wilma Hughes directing
you to prepare a first draft of dress and grooming regulations
for your sex. (Another person will do the same for the
opposite sex.) These proposed regulations will be discussed at
next month’s board meeting.
President Hughes’s words give you a general idea of what
is wanted: “Be careful not to make us appear to be prudes,
but give us something that will protect the bank image. We
all know that things aren’t as they once were. We have to
loosen up a bit. But we still have to draw the line somewhere.
Use your very best judgment. What we want are employees
whose appearances enhance the bank’s image in today’s
world. And don’t be upset if the board rejects parts of what
you propose.”
So now you must begin planning the content. When you
have fi nished, you will write the regulations in the bank’s usual
memorandum form. Prepare it for the signature of President
Hughes. Make sure that your regulations are in orderly form
and are easy for all to understand. And work hard to make
them acceptable to the employees.
18 You, the president of Goliath Manufacturing Company,
have just concluded a long conversation with Ellie Lopez, your
training director. For the past few months, Ellie has been working
on an educational program for company employees. Her
plan is to encourage employees to take advantage of the extensive
night offerings made available by the local university, and
perhaps even more important, to assist them financially.
As Ellie explained her plan, any employee could take one
course a semester as long as it was in an approved degree program.
The company would pay all tuition and required fees
plus an allowance of up to $150 for books and supplies. Satisfactory
completion of the course (meaning a grade of C or better)
would be a requirement for registering for another course.
This requirement could be waived on appeal.
Employees who progress in a degree plan to the point that
they can complete all degree requirements in one academic
year would be permitted to take a leave with pay plus tuition,
fees, books, and supplies. But they would have to agree to
stay with the company for two years after this leave. Actually,
this payment would be in the form of a loan that would
be forgiven after the completion of two years of work with
the company.
You like the plan very much, especially after Ellie supported
it with strong reasoning. The resulting enlightened work force
would improve management quality. And certainly the plan
would be a boost to morale. So you enthusiastically accepted
the proposal.
Now you must write a memorandum to all employees explaining
the program and encouraging them to participate. For
class purposes, you may add any reasonable provisions that
Ellie may have overlooked.
19 While your company has been doing well, you’ve noticed
a sense of detachment of employees from each other
that concerns you. In the past, their ability to work well as
a team seemed to help them be successful on a variety of
projects. But the detachment seemed to start when employees
were allowed to bring iPods to work and listen to their own
music. Initially, this seemed motivational, and employees
seemed to enjoy it as far as you could tell by the proliferation
of people with earphones. However, you’re not sure they are
talking with each other as much as they used to do.
When some employees who did not own iPods asked to
be able to listen to music of their choice over headphones but
streaming from the Internet, you thought it was only fair and
permitted it. However, that extended to online news videos
first, then to Desperate Housewives, and sometimes now even
to movies. And some are even IM-ing now. Clearly none of
these activities are promoting the collaborative environment
you once had. So you’ve made a decision to limit the amount
of time employees can use these technologies to the first and
last hour of the working day and the lunch hour unless such
use is directly related to the work at hand.
To communicate this new policy, write a message that explains
it along with the benefits it is likely to bring both the
company and employees. This message will be sent to all employees
by email as well as posted on the company portal.
20 An article in BusinessWeek reported on the benefits of
meditation in relieving stress, naming companies and CEOs
that practice it regularly. While once thought to be a religious
or spiritual practice, meditation is being investigated by scientists
at the National Institute of Health, the University of
Wisconsin, and the Mind/Body Institute at Harvard. New
technologies are showing what happens to the brain during
and after meditation.
The results reveal that during meditation the left prefrontal
cortex of the brain is much more active in meditators than in
the brains of nonmeditators. This change in neural physiology
enables meditators to respond to events with less emotion and
to think options through more clearly. Even the Mayo Clinic
is recommending that meditation be used along with other
medications to treat a variety of conditions, including stress.
Dr. Herbert Benson, at Harvard, recommends that businesses
set aside a quiet room for people to carry out a meditative
behavior of their choice. So you’ve decided try it, including
providing lessons in basic meditation as well as yoga, tai
chi, Qi gong and even walking meditation.
Write a memo that will go to all employees, telling them
that you will set up basic lessons for learning a variety of
meditative practices and provide a quiet room on site for them
to use on a regular basis. Encourage them to choose a form of
meditation that fits them and their lifestyle and to schedule a
time into their days to practice regularly at a time that works
best for them. Show that you are offering this benefit as an
opportunity for maintaining good health.
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