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330 Chapter 15
“Memo” or s MEMORANDUM
“Memorandum”
;Zp““u’i“ﬂﬂ::‘:;:* To: All Marketing Assistants, Cincinnati Office Web Marketing Group
el . From: Marilyn Zita, Purchasing <m.zito@adco.com:
-
et s Date:  October 25, 20XX
“From”~ “Date” Subject:  Your choices for new high-capacity copier
and “Subject"”
. As you requested at our October 12 meeting, | have gather "gﬂ!e
Opening =" manufacturer information needed to order a new high-c photocopier to
paragraph gets replace the inefficient one in your area. As you know, sgm:a the MAs typically
Hight 1o:ths paint make the most use of the copy machines, | would te your input as to
which copiers from the attached options seem 'suitable for your
purposes.
Provides os———» Please note that | was required to select ﬁfﬂ! options under $8,500 in order to
necessary stay within your department’s 20XX purc I‘Ihmg budget, a substantial portion of
background which was used to purchase your péw high-speed fax machine in March.
details However, | think you will find that'the copiers selected are state-of-the art and

should more than meet your neads in terms of capacity, speed, quality,
precision, and durability—all of which you indicated were important attributes.

Outlines specific —— Please take a ca M at the models attached, consider your impressions

course of action of each model, pick your top three preferences, and email me your
in the conclusion individually by November 5. | will tabulate your votes, contact youwith the
rasults, an ar accordingly.

; |.ILL’nn,r much for taking the time to help me make an mfnrmed decision
that your genuine needs.

Copy notation ~ e——— €€ J. Herrera, Director of Marketing o
:I;I:'tﬂm at the M. Ziolkowki, Vice President, Purchasing
om .

e

Fig'l.‘lIE 1 .ﬁ.'l'hplt:allohlm The writer has provided a copy to each appropriate recipient—no one appreciates
beaing left ‘ofthe loop.” Because of this memo's length, it is e sultable as a PDF attachment than as the body of an
email §age.

e

Memo Tone

15.3 Use proper tone in all memos

Memos are most often distributed internally within an organization and written for
employees at different levels and functions. Memos are written to address questions
such as the following:
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* Who's doing what, and when, and where?

* How will any changes to existing policies or procedures affect employee workplace
activities or conditions?

* What is the status of a project or recent meeting or discussion?

Memo topics often involve evaluations or recommendations about policies, proce-
dures, and, ultimately, the people with whom we work.

Because pecple are sensitive to criticism (even when it is merely implied) and
often resistant to change, an ill-conceived or aggressive tone can spell disas r the
meme's author. So, be especially careful about your tone, Consider, for ins , this
memo—an evaluation of one company’s training program for new employees:

No one tells new employees what it's really like to work hera—rqmto‘*"m politically: For
exampla, never tell anyone what you really think; never chserve how f8W women are in manage-
ment pasitions, or how disorganized things seem 1o be. New shouldn't have fo leam
these things the hard way. We need to demand clearer : tives.

Instead of sounding angry and demanding, the fuil £ Version comes across as
more thoughtful and respectful:

What memo
redpients want
to know

A hostile tone

b
. 1}’

>

ey empbwesmﬁdbﬁmrrmamwnem!m pa’sﬂnaiandpmfmmﬂ?/ A more
expacted in our company, Training sessions Bylocus on appropriata attitudes, mmne;%:iﬂ reasonable tone

bahavior in business settings.

NOTE A professional, reasonable ton always important in all workplace rMmm-
tion but is especially critical wil nicating vin email. See Chapter 14 for" more on

tone and style in email, \
-=L _‘}’ [

Achieving the right tone in your memos involves using some temmon sense. Put
yvourself in the shoes qu recipients and write accordingly. Be polite and avoid

sounding bossy, | nding, and aggressive, or defegéntial and passive. Don’t
criticize, judge, of blame any individual or department. Don't resort to griping,
complaining,. ther negative commentary. Try @nphﬁtle the positive. Finally,

t situations reasonably. lnstead\hf taking an extreme stance, or
suggestm?deas that will never work, be prac@l and realistic.

, of a memo also comes across mghe sequence in which you deliver the in-
formation. Depending on the sensitivity: f;uur memao's subject matter, you may want
to take a direct or an indirect approach: A direct approach begins with the “bottom
line” in the first sentence (as well as it¥the subject line) and then presents the details or

analysis to support your case. Aniindirect approach lays out the details of the case over
several sentences (and leaves the subject line vague) before delivering the bottom line
later in the paragraph.

Readers generally prefer the direct approach because they want to know the bot-
tom line without being told in advance how to feel about it. Assume, for example, that
a company payroll manager has to announce to employees that their paychecks will

Using common
sense

Being direct or
indi



