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After studying this chapter, you should be able to do the following:

LO13.1  Explain how completed reports affectyour ~ LO13.4  Design your reports to aid in decision
credibility. making.

LO13.2 Create specific and persuasive proposals. ~ LO13.5  Project objectivity in reports.

LO13.3 Demonstrate excellent thinking by applying  LO13.6  Review reports for effectiveness and
a precision-oriented style to reports. fairness.
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@ WHY DOES THIS MATTER?

your primary goal as you draft business reports is to improve decision making.
More so than routine business correspondence, reports should be built on thor-
ough, precise, and reliable information and analysis and should offer advice to
help decision makers—typically middle-level and upper-level managers—make
mfo[med choices. As a report writer, your personal credibility is tied to how well
you provide facts, conclusions, and positions that help decision making (compe-
tence), involve decision makers and address their needs (caring), and report infor-
mation honestly and transparently (character).

Chapter 12 discussed collecting primary and secondary research for business
reports and displaying the data in meaningful charts and tables. In this chapter, we
focus on putting it all together. As you do with other written documents, when writ-
ing reports, you'll focus on achieving the right style, design, and tone. We focus
first on style, emphasizing the importance of absolute precision. Next, we discuss
design, which you can use to ensure that decision makers rapidly pull cut the most
important pieces of information. Finally, we focus on achieving an objective tone.

This chapter contains two sample reports: one based on primary research and
one based on secondary research. There are far too many types of reports to display
in this chapter. You can see more examples of business reports, including business
plans, in the appendixes and in the online resources at www.mhhe.com/cardon.

The examples throughout this chapter are based on the continued case of the
prestigio Hotel. Read the chapter case to get reacquainted with the situation.
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WHO'S INYOLVED

Owner of Baker Consulting  Market Research Associate
» Her business specializes  + Has worked at Aicasus
in conducting market Tours fer three months

research and helping .
businesses develop

Roles include conducting
research about new

plans to improve markets and tracking
customer satisfaction customer satisfaction
and customer service « Graduated a year ago

+ Started her consulting
business about one year
after graduating with a
major in statistics and a
minor in finance

with a marketing major
and statistics minor

(of; VN2 3 X o9 ¥ CONDUCTING RESEARCH AT AICASUS TOURS
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Director of Marketing

Has worked as director
of marketing for one year
Started at Aicasus Tours
nearly nine years ago in a
position similar to Jeff's
market research
associate position
Expects well-analyzed,
organized, polished
reports
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(Shanla Baker character): Aleksandar Mijatovic/123RF; (Jeff Anderton character): Kate Kunz/Glow Images; (Andrea Garcla character):

Andres Rodriguez/123RF
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THE SITUATION

Aicasus Tours relies on a third party to annually conduct customer satisfaction
research about its hotel properties so that the results are considered neutral and
objective. In recent years, Shania Baker has conducted this research. Once again,
Andrea has asked her to submit a proposal to conduct the annual survey. Andrea
informed Shania that the marketing team would also seek other bids for this project.

Andrea has asked Jeff to write a report about the business opportunities assocj-

ated with virtual reality (VR). She views this as an area of strategic concern. Jeff has
collected secondary research and interviewed several VR developers who have
successfully created VR content in the travel and tourism industry. Now, he needs to
think about how to put all of the information together.
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Jeff will compose a report
about the current use of VR in
the travel and tourism industry

and recommend courses of
action for Aicasus Tours.

Shania will write
a formal business proposal
to Aicasus Tours. She knows
that several other vendors are
competing for this project.

Shania will write a report
about the results of the guest
satisfaction survey and deliver

it to the Aicasus Tours
marketing team. She knows her
future opportunities depend on

the quality of this report.

Developing Business Proposals

LO13.2 Create speciic

r and persuasive
ﬁ proposals.

Components of a

Business Proposal |

Cover Page
Executive Summary
Current Situation
Specific Objectives
Deliverables
Overview

Timeline

Results Enhancers

Pricing/Budget
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Prior to examining reports in depth, we briefly discuss business proposals. Some
proposals lead to business reports. For example, you'll notice that the proposal in
Figure 13.1 leads to the report in Figure 13.7. You will likely have many opportunities
to write proposals. If you're good at it, you gain resources—financial resources and
organizational support—to follow through on your business goals and objectives.

Most proposals deal with decisions about allocating resources for various business
activities. Proposals generally explain why business goals are beneficial and how you
will use resources (people, time, partnerships, finances, etc.) to reach these goals.
Proposals vary substantially in length and format. They range from a page or two to
several hundred pages. Some proposals require a standard format, whereas others are
more flexible.

Some of the most common elements of proposals, especially for consulting, include
an explanation of the current situation (usually addressing an unresolved problem),
specific objectives, a deliverables overview, a timeline, results enhancers (why you or
your organization are positioned to add value), and pricing or budget (if appropriate).
Most successful proposal writers speak to decision makers (supervisors, clients, or
others) before submitting an official proposal. By negotiating some of the details ahead
of time, proposal writers have a better sense of what decision makers want and expect.
This helps proposal writers make decisions about how to structure the proposal to
persuade decision makers. In Figure 13.1, you can see a simple proposal from Shania
Baker for a relatively small project. As you view this proposal, notice the focus on
action. One common mistake of proposal writers is to leave out details about deliver-

ables and timelines.
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sal to Conduct a Guest Satisfaction Survey

e

propo

Proposal to Conduct Guest Satisfaction Survey
for the Prestigio Hotel and Resort

Submitted by Shania Baker, Baker Consulting
October 1, 2019

The Executise Summary provides the
Executive Summary most essertial points from the progosal.

Baker Consulting proposes conducting a guest satisfaction analysis for the Prestigic Hotel and Resort. Baker
Consulting will provide the following: (1) design and administration of a guest satisfaction survey; (2) a written
guest satisfaction report; and (3) a guest satisfaction briefing to the marketing team. Pricr to concucting the
survey, the Prestigio Hotel and Resort will provide an email list of recent conference attendees and cther
requested information. The proposed price is $5,000, which includes a $2.000 ug-front fee pricr to conducting
the guest satisfaction survey and a $3,000 final payment once the final guest satisfacticn regert is comoleted
and delivered.

Current Situation

Guest satisfaction has always been the foundation for repeat business at the Prestigic. With sc many online
reviews of hotels readily available to meeting planners, the impartance cf achieving high guest satisfacticn
ratings Is more important now than ever. Since 2013, the Prestigio has evaluated guest satisfaction and future
intentions among conference attendees with an annual survey to help cetermine pricrities in imgroving guest
satisfaction. In the past four years, the Prestigio has evaluated conference attendees’ views in the fellowing
areas: overall satisfaction, intent to return, intent to recommend, conference meals, meeting rcems, and staff
and service.

Past surveys of guest satisfaction have not addressed several areas of interest to the Prestigic: (1) guests’
views of Internet pricing and the business center and (2) guests’ actual use of conference services and
amenities. Also, prior analysis of guest satisfaction has not differentiated guest satisfacticn by gender and income.

Specific Objectives - :
The Current Situction section
describes the basic challenges
1. Conduct a survey of conference attendees in the following areas: that need to be adcressed
and seived.

A, Satisfaction with conference services and amenities
B. Actual use of services and amenities by conference guests
C. Repeat business indicators: overall satisfaction, intent to return, and intent to reccmmend

2. Complete a guest satisfaction report:

A. Provide complete analysis of each survey area
B. Analyze based on income level and gender
C. Provide realistic recommendations

The Specific Objectives section
provides clear statements about
cutcomes of the proposed work.

3. Provide a guest satisfaction briefing to the marketing team
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Deliverables Overview

The Deliverables section describes the

Baker Consulting will provide the following deliverables:

items and services that will be provided.

1. A guest satisfaction briefing and discussion. Baker Consulting will provide a written report, a 2-hour
presentation and discussion, and a digital file with raw data from completed surveys.

2. Awritten guest satisfoction onalysis. The report will include all survey findings. The report will be roughly

ten pages.

Row data from the online survey. Baker Consulting will provide a spreadsheet with all original

survey responses.

w

The Prestigio Hote! and Resort will provide the following:

1. Two meetings between Baker Consulting and Prestigio Hotel and Resort to provide
needed information for the research.

2. Emall addresses to conference attendees during 2019.

The Timeline section clearly states

Timeline «——— when key activities will occur and
when deliverables are due.

Date to Complete | Activity

November 15 Kick-off meeting at Baker Consulting office with the Prestigio
marketing team (estimate: 1-1/2 hours).

December 15 Follow-up meeting to discuss survey design (estimate: 1 hour).

January 15 The Prestigio will provide all available email addresses of
conference attendees during 2018.

February 1 Guest satisfaction report and raw data provided to the Prestigio.

February 15 Guest satisfaction briefing to the Prestigio marketing team.

Pricing and Payment Plan

The foliowing table summarizes the price for this project based on my standard rates for soliciting survey responses
and completing customer satisfaction reports.

Activity Rate Total
Survey design and administration Standard rate for 10-item survey $2,000
Data analysis $150 per hour (10 hours) $1,500
Guest satisfaction report $150 per hour (10 hours) $1,500
$5,000| <

The total pricing for conducting the guest satisfaction research and creating a guest satisfaction report is $5,000.
This includes two payments: an up-front fee of $2,000 and a final payment of $3,000 when the guest satisfaction
report is delivered.

The Pricing and Payment Plan section
states the pricing for products and/or
services and expectations for payment.
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Demonstrating Excellent Thinking by Applying a
precision-Oriented Style

The most basic and critical component of any report s precision in thinking as reflected
in style—meaning t!mt it (.>fl'crs accurate, welldocumented facts; good reasoning for con-
clusions; and a sollfl basis for recommendations (see Figure 13.2). The foundation for
these facts, conclusions, and rccommcnflations must be a well-stated business problem
of challenge. In :,:hort_. a fcport that facilitates effective decision making must demon-
strate excellence in thinking.

In Jeff's case, he spends several months working from start to finish on his two
research projects. t_\fter clearly articulating the business problem, he collects all the
necessary information, carefully checks the reliability of each of his sources, examines
the facts from many angles as'hc develops conclusions and recommendations, and asks
carious colleagues about their perspectives. His critical thinking skills allow him to
apply @ precision-oriented style to his reports.

gtart with a Clear Statement of the Business Problem or Challenge

placing a clear statement of the central business problem or challenge at the beginning
nelps establish the purpose and value of the report. Without such a statement, reports
Jack direction and may be perceived as unimportant. Also, without such a statement,
decision makers may view the report writer as naive and excessively optimistic.

Problem statements are most effective when they provide the unique context of the
problem for the organization and reflect an appropriate sense of urgency. Typically,
such statements should be one to three paragraphs long. Notice how Jeff establishes the
direction of the VR report in Table 13.1.

Use Fact-Based Language

Precision in reports relies on facts. You can raise the credibility of your report by
(1) supplying the facts with precision, (2) providing supporting details for your conclu-
sions, (3) carefully dealing with predictions and cause/effect statements (see
Table 13.2), and (4) responsibly citing your research sources (see the next section about
documenting secondary research).

Document Secondary Research and Avoid Plagiarism

By nature, decision makers adopt a methodical and skeptical approach to making
investments, changing strategies, and making other substantial changes. They expect
quality information to make these decisions. By documenting your sources, you allow
decision makers to judge the quality of your data. Decision makers are also looking for
signals that you have been methodical in collecting, analyzing, and reporting findings.
By documenting your sources, you display your thorough, detail-oriented approach.

£ 3
Recommendations

y N

Conclusions
Lo

Facts

! AL BES N

Business Problem
A

LO13.3 Demonstrate
/ excellent thinking
f/ by applying a

precision-

oriented style
to reports.

= connect

Visit http://connect.
mheducation.com for an
exercise on this topic.

FIGURE 13.2

Excellence in Thinking
for Reports
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TABLE 131
Problem Statement or Business Challenge
& pra R R 9 T I —m
Virtual reality (VR) tools increasingly allow users to Virtual reality (VR) tools increasingly allow users to experience
expenence films and other content in more films and other content in more realistic, multisensory, and even
realistic, mutisensory, and even adventurous adventurous ways. One indicator of the growing demand for
ways. Many companies in the hospltality and VR content is the demand for VR headsets. In 2018, global
tourism sector are exploring how 1o create new shipments of VR headsets amounted to 13.5 million. The demand
business opportunities with VR. Some companies for VR headsets is expected to more than double by 2023. Yet,
have already succeeded in using VR content to a small overall percentage of consumers own VR headsets or
market their sites and senvices as well as to regularly view VR content. Most experts suggest VR as a
mainstream experience is still three to five years in the future

enhance tour experiences. Therefore, we need
(Hollander, 2018).

to get in this space quickly
Many companies in the hospitality and tourism sector are
exploring how to create new business opportunities with VR.
Some companies have already succeeded in using VR content
to market their sites and services as well as to enhance tour
experiences. Yet, while investments in VR may create competitive
advantage, they involve significant risk and uncertainty. In this
section, we describe two emerging functions of VR in our industry:
(8) marketing sites and services and (b) enhancing the travel
experience. Then, we describe the benefits and risks of
developing and adopting VR content. Overall, the aim of our
report is to evaluate the business opportunities of developing VR

content for Aicasus Tours.

— . ~ — P, —
This brief statement focuses only on the opportunity.  This problem statement provides sufficient context to communicate
& doesn't draw any attention to the basic problem the opportunities of developing VR. Yet, in each paragraph,
that needs 1o be solved. Most decision makers it addresses the problems associated with developing VR
content: uncertainty and risk because VR is not a mainstream |

would increase their skepticism as a result.

experience yet.
R T o
Guest satisfaction has always been the foundation for repeat

Since 2013, we have evaluated guest satisfaction
and future intentions among conference attendees  business. With so many online reviews of hotels readily available to
meeting planners, achieving high guest satisfaction ratings is more

with an annual survey. This report provides the

results of this year's survey as well as year-to-year  important now than ever. Since 2013, we have used an annual

comparisons for the past five years survey to evaluate guest satisfaction, assess future intentions of
conference attendees, and determine how we can improve guest

satisfaction. This report provides the results of this year's survey
as well as year-to-year comparisons for the past five years.

P P,
r g | ' B
This statement fails to explain the basic purpose By adding a few additional thoughts in just two sentences, this
and velue behind conducting the surveys. problem statement establishes the importance of using the survey
to improve guest satisfaction and, consequently, repeat business.

Furthermore, it explains the increased urgency of this effort.

Typically, you should provide a reference list at the end of the report that contains
all your sources. Also, throughout your document, you should provide citations to
indicate the information you have drawn from other sources. You can use a variety of
documentation systems, including APA and MLA styles. You can see examples of these
two styles in Table 13.3. You should, however, use an official style guide to document
with precision. Style guides contain hundreds of rules for various types of sources.
Additionally, many websites contain the most current documentation guidelines,
including the APA style website (www.apastyle.org) and the Purdue Online Writing
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TABLE 13.2
Using Fact-Based Language

_\
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Less Effective More Effective
. St 3 .

T e

Nearly all of our respondents reported satisfaction  Owerall, the vast majority (84 percent) of our respondents reporteq
with their conference experiences. satisfaction with their conference experiences.

.
B % F il R
This fact is imprecise and open to interpretation. By providing the evact percentage in parentheses, this fact s precise,

Many of our prior customers expressed interest in Many of our prior customers expressed interest in viewing VR

viewing VR content as they make tour decisions. content as they make taur decisions (see Table 1). Among
customers who ovwm tethered VR headsets, nearly three quarters

(73%) expressed interest. For mobile VR headset owners and
customers without VR headsets (in the survey, we suggested we
wiould send them Google Carcboard headsets), roughly one-
quarter (28%) expressed interest.

—P

e,
T Y [ & Y
Wwithout a supporting fact, this conclusion may be This conclusion is immeciately substantiated with supporting
viewed as unsubstantiated or merely the writer's statistics (facts). It references a table with adciticnal cetails.

opinion.

In consultation with developers, each short VR film  In consultation with three VR cevelcgers, we estimate each

would cost only $5,500. At such a low cost, we're short VR film of roughly two minutes can be procuced for

basically guaranteed a return on our investment. approximately $5,500 (incluces ecuicment purchases). We
could rely on our permanent tour guices at varicus lecations to
oversee the recording of the tour foctage (J. Hardaway, personal
communication, September 14, 2019; K. Cafferty, personal
communication, September 15, 2019; M. Digccrey,
personal communicaticn, Septemger 14, 2019).

— - e

g A =N

This statement guarantees that the investment will  This set of more specific statements demenstrates a cauticus but

bring a return. Many decision makers would view confident analysis of production ¢ests. The ¢itatiens bolster the

the statement as naive. This statement lacks many  credibility of the analysis.

details (i.e., type and number of developers who

were consulted, length of videos) that can enhance

credibility.

Lab (http://owl.english.purdue.edu). Also, if you will spend a lot of time writing
reports that need documentation, you might explore some of the available software to
help in this process (see the Technology Tips box in the “Achieving Objectivity and
Positivity through Tone” section in this chapter).

Although you will generally base your reports on secondary research, you must still
demonstrate your originality in thought. That is, your goal is to combine information
from your various sources in novel and insightful ways and thereby generate your own
conclusions and recommendations. )

To develop original reports, make sure that you avoid all forms of plagiarism. Accord-
ing to the Merrian-Webster Online Dictionary, 10 plagiarize is 50 “steal :lnd‘pa.ss ofl‘ (the
ideas of another) as one’s own” and “to commit literary theft.™ Thus, plagiarism is seri-

Vit is li i i f others.

QR eralivetSallig e e S aph level, document all references to the

To avoid plagiarism on a sentence and paragr 3 :
ideas of others, including (1) direct quotations, (2) paraphrases, and (3) other instances

in which you borrow or reference the ideas of others. ‘Direcl quotations are verbatim
restatements from another source. Use direct quotations only when the quotation



410 PARTFIVE REPORTS AND PRESENTATIONS

customer and business outcomes.
tamford, CT; Gartner.

TABLE 13.3
References in APA and MLA Documentation Styles
B T APA MLA
Book Rubin, P. (2018). Future presence: How Rubin, Peter. Future Presence: How
virtual reqlity is changing human Virtual Reality Is Changing Human
connection, intimacy, and the limits of Connection, Intimacy, and the Limits of
ordinary life. San Francisco, CA: Ordinary Life. HarperOne, 2018.
HarperOne.
Report from an Resnick, M, & McGovern, J. (2018, Resnick, Marty, and James
organization December 4). How architecting for next- McGovern. How Architecting for Next-
(white paper) genergtion experiences helps to deliver Generation Experiences Helps to Deliver

Customer and Business Outcomes.
Gartner, 2018.

Scholarly or scientific
journal

Wagler, A, & Hanus, M. D. (2018).
Comparing virtual reality tourism to real-
Iife expenences: Effects of presence and
engagement on attitude and enjoyment.
Communication Research Reports, 35(5),
456-464.

— |

Wagler, Adam, and Michael D. Hanus.
"Comparing Virtual Reality Tourism to
Real-Life Experiences: Effects of Presence
and Engagement on Attitude and
Enjoyment.” Communication Research
Reports, vol. 35, no. 5, pp. 456-64.

Magazine/periodical ?

Porter, M. E., & Heppelmann, J. E. (2017,
November/December). Why every
organization needs an augmented reality
strategy. Harvard Business Review,

S5(6), 46-57.

Porter, Michael E., and James E.
Heppelmann. “Why Every Organization
Needs an Augmented Reality

Strategy.” Harvard Business Review,
Nov.-Dec. 2017, pp. 46-57.

Conference paper f Jung, T, tom Dieck, M. C., Moorhouse, N., Jung, Timothy, M. Claudia tom Dieck,
i‘ & tom Dieck, D. (2017, March 30). Natasha Moorhouse, and Dario tom
| Tourists’ experiences of virtual reality Dieck. “Tourists’ Experiences of Virtual
gpplications. Paper presented at the Reality Applications.” 2017 |EEE
2017 IEEE International Conference International Conference on Consumer
| on Consumer Electronics (ICCE), Electronics (ICCE), 8 Jan 2017, Las
Las Vegas, NV. Vegas, NV. Conference presentation.
Webpage (A variety of Hollander, R. (2018, March 27). When it Hollander, Rayna. “When It Comes to VR
rules for online sources comes to VR hardware, consumers are Hardware, Consumers Are Balancing
exist. Check a formatting balancing price point and experience. Price Point and Experience.” Business
guide to help you decide Business Insider. Retrieved from Insider, www.businessinsider.com/the-vr-
which information to www.businessinsider.com/the-vr- hardware-report-2018-3. Accessed 3
provide)) hardware-report-2018-3 April 2019.
Personal interviews (J. Hardaway, personal communication, Hardaway, Jane. Personal interview. 14
September 14, 2019)° September 2019.
*Not included in reference list; used as
in-text citation only.
In-text citations (Wagler & Hanus, 2018) (Wagler & Hanus)

contains a particularly compelling combination of words, flows effectively with your
paper, and emphasizes the credibility of the original speaker or writer. In most situations,
you should paraphrase rather than use direct quotations. Paraphrasing involves using
your own words to express the meaning of the original speaker or writer. When you paréa-
phrase, you significantly alter the original words and sentence structure, but you still need
to give credit to the original speaker or writer for the idea. Notice Table 13.4 for examples
of using direct quotations and paraphrasing in ways that avoid plagiarism.?
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way to avoid plagiarism on a documentwide level is to demonstrate originality
he best cupplying your own ideas, conclusions, and recommendations that you sup-
. together information from a variety of sources. If the majority of ideas in

ing t ; : e
S sed on just one or two sources, your report is essentially plagiarized.

mes of Information and Avoiding Plagiarism
o111 e

i " In July 2008, as the process became more involved, the committee began working with ASTM

0,|gina| ¥ International, a voluntary standards-development organization. Through each stage, members of the
statemeurce ASTM community have read and voted on the evolving document, including people unfamiliar with the
from S©° meetings industry. Spatrisano was hoping to submit the standards for the final balloting process at the

end of September. “There have been some philosophical disagreements,” notes Spatrisano, “such as
how you determine what ‘recycled’ means, as in whether a recycled item contains preconsumed
products or just postconsumed. That's one of the issues we are tied up in.”

Source: Braley, S. J. F. (2010, October). Guidelines for green meetings: MAC previews the forficoming APEX Initiatvve. Meetings & Conventions. 45(10), 57,

qra_v

Plagiarized Statement NOMN-piagia

a .
|sftuatf0{1 IO L {

,Dire ot Spatrisano explained that there have been some  As Spatrisanc explained, “There have been
yotations philosophical disagreements such as how you some philosophical disagreements . .. such as
9 determine what “recycled” means (Braley, 2010).  how you determine what ‘recycled” means”
(Braley, 2010, p. 57).
i e
frs=—" | r T
Although this statement contains an in-text This statement ccrrectly identifies the direct

citation, it is plagiarized because it does not use Guotation with guctation marks and includes a
quotation marks to indicate verbatim statements source and page number.
from Spatrisano.

ﬁ

In July 2008, as the process became more “In July 2008, as the precess became more
involved, the committee began working with involved, the committee began werking with
ASTM International, a voluntary standards- ASTM Internaticnal, a veluntary standards-
development organization. development crganization” (Eraley, 2010, p. 57).
~ - e - Y
This statement is extremely deceptive; it presents  This statement is technically not plagiarized. It
verbatim text from another source without any uses quotaticn marks and indicates the source
documentation. and page number of the original source.

However, direct quotes should be used
selectively, and this statement is unlikely to flow

~= more smoothly than a simple paraphrase.

P -
araphrasing The ASTM/APEX process became more involved ~ The Convention Industry Council has partnered

in July 2008, when ASTM International (a with ASTM International to develop industry
voluntary organization that develops standards) standards for green meetings. These evolving
became involved. ASTM community members standards will go up for vote in September
studied and voted on an evolving document at (Braley, 2010).

various stages. The final balloting will end around
September after Spatrisano submits the
standards (Braley, 2010).

I's - ~ - = "N -~
This statement is plagiarized because it retains This statement reflects the meaning of the
essentially the same set of ideas with nearly original source but is reworded sufficiently. It
identical phrases and sentence structures. correctly identifies the source of the information.
Such minor alterations are not considered Itis effective to the degree it flows with the ideas

Raranbireris before and after the paraphrasina.
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TABLE 13.4
. ‘\
(Continued)
[ re——————r——— SRR R T R s v
' Situation Plagiarized Statement r;'ﬂ_'.‘.t;‘ul!:\;{x, it STAtY ilﬂfh\‘:—\\
Other formsof  The process of developing industrywide The process of developing industrywide N
borowingthe  standards is complicated. For example, even standards is complicated. For example, Amy
ideas of others  coming to agreement about the definition of a Spatrisano, principal of MeetGreen, has indicateq
seemingly basic term such as reqycled is a matter  that even coming to agreement about the
of contention Currently, members are dividedas  definition of a seemingly basic term such ag
to whether recycled items refer to those with recycled is a matter of contention. Currently,
preconsumed or posteonsumed products members are divided as to whether recycleg
(Braley, 2010) items refer to those with preconsumed or
postconsumed products (Braley, 2010),
- . = S i
—
This statement partally identifies the source of this By including a reference to the person who
information However, it ¢can provide more complete  originally provided these ideas, this article
accounting of where the information came from by provides more complete information about the
identifying who originally stated these ideas. original source of ideas.
Base Recommendations on Facts and Conclusions in the Report
One of the foremost goals of many reports is to give good advice, but business profes-
sionals often fail to sufficiently connect their recommendations to their facts and con-
clusions. If decision makers are to take your report seriously and feel comfortable acting
on it, they must be able to see clear connections between the facts and conclusions you
present and the related recommendations, as depicted in Figure 13.3.
FIGURE 3.3

Basing Recommendations on Facts and Conclusions

Fact: Among customers | [ Fact: Among customers Fact: Among customers Fact: In consultation with
who own tethered VR who own mobile VR who don’t own VR three VR developers, wé
headsets, 73% expressed | | headsets, 28% expressed headsets, 24% expressed estimate each short VR
inferest in VR content. interest in VR content. interest in VR content. film of roughly two
minutes can be produced
| for approximately $5,500
| (includes equipment
; purchases).
3 v 3 ]
B g Conclusion: Many people| | Conclusion: Short VR
headset owners are who don't own VR promotional films are
interested in promotional headsets are interested relatively inexpensive to
materials with VR in promotional materials produce.
content. with VR content (if they
were given a Google
Cardboard).

v v v

Recommendation: Develop short VR films for
each of our 25 tours.
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TABLE 13.5
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Making Recommendations Specific and Actionable

Less Effective Mgl T
IL _l_'z -V

~ 7 A il it S ot o p i i il : i

send VR headsets to key Send inespensive mobile VR headsets to key customers. At an estimated cost of

customers. $10,000 (1,000 Google Cardbaard headsets with a cost of $10 per headset,

includmg Shpppmq)' we can send mobile VR headsets to prior customers identiﬁed

as most likely to purchase future tours. We recommend evaluating their purchase
behavior to create an RO! analysis of the mobile V2 headset strategy.

N —

SN

This recommendation is vague and  This recommendation contains a rationale as well a5 concrete details about the

|acks importa nt details. quantity and costs of VR headsets

e e e T e e e

place VR headsets at our major Place high-quality VR headsets in our 10 major offices. At an estimated cost of
$40,000, we can market cur tours with high-guality V2 exgeriences at our major

offices.
offices. We recommend tracking which tours cur customers view and how that
impacts their ultimate decision making.
. N A
—— =N 7 S
This recommendation is vague. It This recommendation is specific and provides elaboraticn about a cetail all

indicates a superficial, nonthorough  decision makers are interested in: evaluating impact.
effort to provide advice.

Provide Specific and Actionable Recommendations

In addition to being based on facts and conclusions in the report, recommenda-
tions must be specific and actionable. Many business professionals run out of steam
by the end of the report or are reluctant to take a firm position, so they provide
vague and sometimes superficial recommendations. Make sure you provide recom-
mendations that are sufficiently detailed and realistic for decision makers (see
Table 13.5). You can elaborate on your recommendations with a section on your
rationale, the implications of your recommendations, and clear steps to take toward

implementation.

Designing Your Reports to Help Decision Makers

Some decision makers will read your reports from start to end. Others will try to glean
the key messages by first reading the summary and headings before reading the report
completely. Other decision makers will skim the report due to time pressures. In any
case, assume that decision makers may not read your report from start to end. and
design it so they can navigate the information rapidly.

One way to make your report easy to navigate is to provide a structure that decision
makers are familiar with. Figure 13.4 contains sample structures from common types of
business reports. Some formal reports contain many additional components, as illus-
trated in Figure 13.5, These additional components can be classified as front matter,

text, and back matter.

Tell the Story of Your Report with an Executive Summary
As you glance through Figure 13.4, you'll notice that one scctioz}'co‘m:\on tg’all of
these reports is the executive summary. Nearly all .WP_OHS- especially tigif) ;uﬁ :123
more than a few pages long, contain one at lhtj beginning. T.he purp:::lusmns ma
fize the most important contents. including key findings, ¢ o i

LO13.4 Design your

f reports to aid in
ﬁ decision making.
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FIGURE 13.4

Common Structures for
Business Reports®

Components of a Components of a Components of 5
Survey Report Trend Report Business Proposal |
Executive Summary Executive Summary Cover Page ;
Introduction and Introduction Executive Summary |
Background Background Current Situation ;
Methodology Trend Analysis Specific Objectives
Findings Recommendations Deliverables Overview |
Conclusions References Timeline :
Recommendations Appendixes Results Enhancers |
References , Pricing/Budget i
Appendixes ! ;
Components of a Components of a Componentsofg |
Business Plan Strategic Plan Progress Report
Cover Page Cover Page ' Executive Summary |
Executive Summary Executive Summary i Introduction ;
Business Description SWOT Analysis Background
and Vision/General Vision, Mission, Values | Accomplishments ’
Company Strategic Objectives Problems ;
Business Objectives Action ltems Future Plans/Timeline ’
Description of the Implementation Conclusion §
Market/Market Process References |
Analysis Evaluation Appendixes i
Description of the l:
Products and i 3
Services : |
Organization and 1
Management ’ :
Marketing and Sales i
Strategy E
Financial Management : I
Appendixes | l
Componentsof an Componentsofa Componentsofa |
Annual Report SWOT Analysis | Marketing Plan ;
t |
L 4
Cover Executive Summary ; Executive Summary i
Narrative Statements Strengths Market Research i,
(letter to Weaknesses ‘ Product :
stockholders from Opportunities ; Competition I[
the CEO—functions Threats Mission Statement t
as executive Recommendations Marketing Strategies |
summary, company References ! Pricing %
overview, mission Appendixes { Positioning/Branding i
statement, history) Budget ;
Financial Statements Marketing Goals/ i
(income statement, Objectives l
balance sheet, cash i
flow, auditor’s ‘
report) J
References f '

Appendixes
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Preface or Foreword
List of Tables and/or Figures
Table of Contents Conclusion
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| J
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Front Matter Text Back Matter

recommendations, so that busy executives and other decision makers can quickly
understand and act on the report.’ A good executive summary “demonstrates that
you can clearly focus on your goals and state, in no-nonsense fashion, who you are,
what you want, and where you are going.” Generally, an executive summary should
be about I page long for every 10 to 20 pages in the report. You can see two examples
of executive summaries in the sample reports in the “Assessing Key Features of a
Completed Report” section as well as an executive summary for the business plan in

the Bonus Appendix.

Provide the Story Line with Descriptive Headings
and Other Content Markers

Nearly all reports contain headings to help readers quickly navigate. Particularly
With reports, decision makers often skim from section to section to find informa-
tien. At a minimum, you will include first-level headings. For reports over five pages,
You will likely use second-level headings and perhaps even third-level headings (see
Table 13.6). In addition to accurately showing what is contained in each section,
headings should also demonstrate the basic logic of a report. Notice in the left-hand
clumn in Table 13.6 how Jeff uses headings to develop the basic story line of the
eport: business problem = opportunities and risks = options = advi.ce.
Although your reports must generally follow a fairly standard_order with n:gur‘d to
ontents, you do have some flexibility in how you label your headings. Where possible,
*for descriptive titles and headings that help your readers quickly recognize the value
“d contents of any given section. Notice in Table 13.7 how minor changes can make

“dings more efficient and engaging.
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TABLE 13.6

Providing Clear Headings That Support a Story Line
Heading Structure ' Title (14-pt bold)

(should stay consistent ' Level-1 Heading (11-pt bold)
throughout document] | ayel.2 Heading (11-pt italicized)

Should Aicasus Tours Invest in Virtual Reality Content?

Title is descriptive

Story
of the report Executive Summary
ik r
Business problem -——l—lntroduction to Virtual Reality for Travel and Tourism
or challenge j’
1
l f « Marketing Travel with Virtual Reality
Opportunities * Enhancing the Travel Experience with Virtual Reality
and risks * Return on Investment (ROI) for Virtual Reality initiatives in Travel and Tourism
« Drawbocks and Risks of Virtual Reality for Travel and Tourism
Opvti ons Options for Developing Virtual Reality Content at Aicasus Tours
= Develop Short VR Films for Marketing Purposes
« Promote Select Tours with Our VR Films at Our Agency Locations
-8 Create VR Content for Several Strategic Tours
v ,
Advice — Recommendations
« Develop short VR films for each of our 25 tours.
« Send inexpensive mobile VR headsets to key customers.
| = Place high-quality VR headsets in our 10 major offices.
| = Create a three-part series of 15-minute VR films for our European Pipe Organs Tour.
TABLE 137

Hal

Creating Headings to Help Decision Makers Navigate the Document

RTINS 7%7
A

Should Aicasus Tours Invest in Virtual Reality Content?

A Report on Virtual Reality Use in the Travel and

Tourism Industry
. —P
g r N

>
This title is difficult to process with a variety of noun This title is more intriguing and signals to the decision maker

the central direction of the report.

clusters.
VR Options Options for Developing Virtual Reality Content at Aicasus Tours
e e,
-~ g | r =Y
The addition of just a few words clarifies what will be included

This brief heading in isolation tells little about the

contents of the section. in this section.

Use Preview Statements to Frame Your Messages and

Accentuate Takeaway Messages
Reports are often lengthy and dense, so preview statements can help decision makers
follow the direction of your text. Also, preview statements frame the message, allowing
readers to create a mental map of your key takeaway messages (see Table 13.8).
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section, we describe VR trends and opportunities, In this section, we describe two emerging functions of

VR in our industry; (a) marketing sites and services and

(b) enhancing the travel experience. Then, we describe the

benefits and risks of developing and adopting VR content.

Overall, the aim of our report is to evaluate the businesg

opportunities of developing VR content for Aicasus Tours,
e —

0 " o ey
This short. abrupt statement leaves readers with no direction  This preview statement—in just a few sentences—creates
pout the trends. If the readers do not read further, they will  the mental map for decision makers as they read further
2ot have any indication of the key takeaway messages. and groups the takeaway messages all in one place.

Ir] [I‘IiS

TABLE 13.9

m to Support the Story Line of the Report

Less Effective

S —

o~

Figure 1. Gender Composition of Survey Respondents  Figure 1. Guest Satisfaction by Gender

e s T |
-f ' Women
; 47% ® Men
Would |
Recommend | CEX
| 63%
Want to Return —
. , |
Overall | e
Satisfaction g
‘ 9%
Percentage of Agreement
— .
R

f B r

This chart presents a set of statistics that is peripheral This chart is central to the story line of the report, as one key
tothe main themes of the report. Therefore, itis not a theme is how women and men perceive conference

strategic use of space. experiences differently.

Insert Charts and Tables to Draw Attention to Your Key Points

Reports based on research data frequently include tables and figures (including charts)
supplement the text. You will apply principles for tables and charts that you learned
" Chapter 12, Keep in mind that the purpose of tables and charts is first and foremost
it into the story line you have established for your report. Also, tables and charts
Shoul simplify or clarify complicated numerical information that may bog down your

ader in text (see Table 13.9).



Less Effective e
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Based on the existing research about using VR content for  Based on the existing research about using VR content for
promoting and enhancing tours and our own survey work, promoting and enhancing tours and our own survey work,
we recommend Aicasus Tours adopt a VR initiative that we recommend Aicasus Tours adopt a VR initiative that
positions us as an early adopter of travel-enhancing positions us as an early adopter of travel-enhancing
technologies. Yet, we also recommend avoiding excessive  technologies. Yet, we also recommend avoiding excessive
risk. Specifically, we recommend the following: We should risk. Specifically, we recommend the following:

develop short VR films for each of our 25 tours; send

1. Develop short VR films for each of our 25 tours.
inexpensive mobile VR headsets to key customers; place 5 Send inexpensive mobile VR headsets to key customers.
high-quality VR headsets in our 10 major offices; and 3. Place high-quality VR headsets in our 10 major offices.
create a three-part series of 15-minute VR films for our 4. Create a three-part series of 15-minute VR films for our
European Pipe Organs Tour. European Pipe Organs Tour.

— e ~ s estive: N
This passage is too dense to read and process quickly. By using bullets, readers can much more quickly digest the

information.
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Most word processing software packages—
notably Microsoft Word—contain features t help
you provide structure and documentation 10 your
reports.

Using Word, you can accomplish some of the
following tasks in your reports:

. Create a table of contents that can be auto-
matically updated as you make revisiong,

Create your own styles that apply to headings
(Title, Heading 1, Heading 2).

Use captions for tables and figures that auto.
matically update numbers as you work on the
document.

Use cross-referencing so that if ¥ou change
the order of referenced objects, any refer-
ences to objects in the text are updateqd with
the new object reference number,

. Use co-authoring tools.

You can also use Word to help you document
the information contained in your reports, Typi-
cally, you'll use the following sequence:

Create @ source. You'll use a simple wizard
that walks you through the information you need
to provide. Word automatically generates the ref-
erence in APA or MLA style and places it in the
reference list. Word also keeps track of sources
you've used in any project. So, you have a library
of sources to access any time in the future.

Create an in-text citation. Within your report
where you want to insert a citation, simply use the
Insert Citation feature, select the reference, and
click OK: Word automatically inserts a properly
formatted in-text citation,

Your challenge: Take a research paper you've
done before. Re-create several paragraphs that
contain in-text citations. Use these reference tools
in Word. How well does it work? How can it help
you work more efficiently?

Tips

USING SOFTWARE TO PROVIDE STRUCTURE AND DOCUMENTATION

i Should Aicasus Tours Invest in Virtual Reality Content?
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Other words, project objectivity first and positivity second. erherryorct ensure that
Your enthusiasm and strong positive emotion do not appear to cloud )°“fJUdg‘f“?"‘- In
Table 13.11, notice the comparisons between IWo alternam\? appmachhes. tlo \m.t;(ng ;n
"SCulive summary. As you read through these passages, consider how to strike the

"8t balance between objectivity and positivty
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Each of these use cases about VR to enhance tours shows
tremendous potential. Research conclusively shows
tourists enjoy these experiences and want to experience
them again. Industry experts suggest these use cases

can significantly enhance many tours, particularly those
involving culture, history, and nature (Gerrity, 2018). These
are exactly the types of tours we offer our sophisticated,
educated customers. We definitely have a first-movers
advantage to get into this space ahead of our competitors
to gain & long-term advantage.

To assess interest in VR content as part of the tour
experience, we surveyed former customers for the
following three tours: () European Pipe Organs Tour,

(b) Medieva! Castles Tour, and (¢) Redwood Forest
Meditation Tour. Before answering survey items, customers
watched & two-minute video explaining how VR headsets
could be used in these tours. The short videos contained
pictures and three sample video clips.

What is absolutely clear from the surveys is there is
strong interest in VR content to enhance these tours (and
think how much more interest they would show if they
actually experienced VR rather than our explanation of

what it's ike). They were most interested in these tours in
the following order: (1) European Pipe Organs Tour,

(2) Medieval Castles Tour, and (3) Redwood Forest
Meditation Tour. | strongly urge us to immediately begin
production on VR content for these tours so we can reap
the benefits and gain valuable strategic knowledge about
how 10 enhance tours with VR, We anticipate explosive
growth in this ares, and we should certainly get on board
before other companies do

i e

T
Each of these use cases about VR to enhance toyrs )
shows potential. Research shows tourists enjoy thege
experiences and want to experience them again, Stin,
most of these examples involve limited development and
adoption. Industry experts suggest these use caseg can
significantly enhance many tours, particularly those
involving culture, history, and nature. Further, experts
suggest more sophisticated content that includesg SOcial
content and gamification features can make tours more
fun (Gerrity, 2018).

To assess interest in VR content as part of the tour
experience, we surveyed former customers for the
following three tours: (a) European Pipe Organs Tour,

(b) Medieval Castles Tour, and (c) Redwood Forest
Meditation Tour. Before answering survey items, Customer.
watched a two-minute video explaining how VR headsetsS
could be used in these tours. The short videos contained
pictures and three sample video clips.

Prior customers of the Redwood Forest Meditation
Tour were the least interested in VR content to enhance
their experience (see Table 2). About one in five prior
customers thought VR content could significantly enhance
the tour, and just 3 percent thought this tour feature would
increase the likelihood of selecting the tour. However,
most prior customers of the European Pipe Organs Tour
expressed interest in viewing VR content. About three-
quarters of prior customers thought VR content could
significantly enhance the tour, and about half thought this
tour feature would increase the likelihood of selecting the
tour. Since the European Pipe Organs Tour appears most
promising, we recommend creating a three-part series of

15-minute VR films for this tour. This will serve as a pilot to
determine whether we should continue developing VR

content to enhance tours.
i

' B
The tone of this passage projects excessive enthusiasm
and perhaps & rush to action. Some of the adjectives

are exaggerated, perhaps displaying an imprecise,
unprofessional approach to the report.

i i
The tone of this passage projects objectivity. The
adjectives are businesslike and measured. A tempered
can-do attitude emerges without sacrificing the sense that
the research is methodical, thorough, and unrushed.

Assessing Key Features of a Completed Report

In the upcoming pages, you can see two examples of business reports. The first
(Figure 13.6) is based on primary and secondary research. It can be classified as a busi
ness trend or business issue report. The second (Figure 13.7) is based on survey results,
which is primary research. Although you will find that reports vary greatly in purpose
and length, as you glance through these examples, consider the key features to strive for
in all your reports: value to decision makers, precision, documentation, easy navigation:
and objectivity. Also, notice how the report in Figure 13.7 is in slide deck format. Many
reports, particularly survey reports, are increasingly created in slide deck format. This
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FIGURE 13.6 s S

mport with Secondary Research

Should Aicasus Tours Invest in Virtual Reality Content?

Prepared by Jeff Anderton and Barbara Brookshire
October 2019

iMoved Studio/Shutterstock; Cultura/image Scurce 5C the Lusy re
Executive Summary — | pecoen

Virtual reality (VR) tools increasingly allow users to experience films and cther content in mere realistic,
multisensory, and even adventurous ways. Some companies in the hospitality and tourism secter are
exploring ways to create business opportunities with VR by marketing tours and by enhancing tours.

The most common application of VR in hospitality and tourism is marketing. Marketing with VR helgs premete
lesser-known destinations and showcase the many available tour experiences in an area. Destination managers.
tour companies, airlines, and hotels have successfully used VR content to market tourism sites. Many VR designers
are in the early stages of creating content to enhance tours. Industry experts suggest tounists will enicy certain
types of tours—particularly those involving culture, history, and nature—much mere with VR content. While cases
of strongly positive ROI for applicaticns of VR in marketing are well documented, much less is knewn abeut RO for
applications of VR to enhance tours.

Based on the existing research about using VR content for prometing and enhancing tours and our own survey
work, we recommend Alcasus Tours adopt a VR initiative that positions us as an early adopter of travel-enhancing
technologies. Yet, we also recommend avoiding excessive risk. Specifically, we recommend the fellowing:
Develop short VR films for each of our 25 W | Theewcw
Send inexpensive mobile VR headsets to key customers. [
Place high-quality VR headsets in our 10 majer offices.
Create a three-part series of 15-minute VR films for cur European Pipe Organs Tour.

summery concludes

pwn s

Introduction to Virtual Reality for Travel and Tourism | Int

Virtual reality (VR) tools increasingly allow users to experience films and other content in more

realistic, multisensory, and even adventurous ways. One indicator of the growing demand for VR content
is the demand for VR headsets. In 2018, global shipments of VR headsets amounted to 13.5 million. «
The demand for VR headsets is expected to more than double by 2023. Yet, a small overall percentage of

- Page 1 -
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(Continued) S

consumers own VR headsets or regularly view VR content. Most experts suggest VR as a mainstream
experience Is still three to five years in the future (Hollander, 2018).

Many companies in the hospitality and tourism sector are exploring how to create new business opportunities with
VR. Some companies have already succeeded in using VR content to market their sites and services as well asto
enhance tour experiences. Yet, while investments in VR may create competitive advantage, they involve significant
risk and uncertainty. In this section, we describe two emerging functions of VR in our industry: (a) marketing sites
and services and (b) enhancing the travel expenience. Then, we describe the benefits and risks of developing angd
adopting VR content. Overall, the aim of our report is to evaluate the business opportunities of developing VR

content for Aicasus Tours. i
Heodmgscleery L5 Marketing Travel with Virtual Reality Introduction concludes with
| stote section content a preview of report contents

The most common application of VR in hospitality and tourism is marketing. More so than with
brochures, still images, and even video, VR content can help prospective customers experience

a hotel, catch a glimpse of a tour experience, and interact with tour sites in many ways.

it provides a leve! of simulation not possible with traditional media. m
4// citations allow

Marketing with VR is particularty helpful for lesser-known destinations. For example, the Apulia readers to

region in ltaly competes against dozens of better-known destinations in Italy. Tour planners know exactly

created a VR app that allowed potential tourists to see the historical and cultural treasures in where the

the area along with natural landscapes, local wildlife, and even a local bakery. This allows tourism | /?formation

planners to better market Apulia in @ hypercompetitive destination country (Manghisi et al., 2017). \_‘M

Marketing with VR also helps showcase the many available experiences in an area. For example, Visit
Sweden has created many two-minute VR films that highlight the unique and lesser-known experiences of
Sweden, such as enjoying the sounds of Sweden's forests, roaming through the countryside, swimming

in lakes, and watching wildlife (available at visitsweden.com/sweden-vr-films/). Similarly, Visit Wales features
two-to-three-minute VR films of zip lining, exploring caves, and participating in other exhilarating adventures
(available at vwwyoutube com/userivisitWalesivideos).

Aside from destination managers, tour (a3 ” i
companies, airkines, and hotels use VR content i 3 27 E
to market destinations. Tour companies use h‘ > & & ;
VR films to feature niche elements of their : e, v i
tours. For example, Quark Expeditions, a &:. - v, B : j
company specializing in Antarctic tours, A s 3 ‘:‘; > ‘ A L "1"1
produces two-to-five-minute VR films with close- r " N )
ups, aerials, and underwater views of icebergs, aF TN - + i
penguins, and other wonders of Antarctic é ‘ e
4

explorations (see Figure 1; available at www.
youtube.com/playlist?iist=PLigTuSPqDZU0z5-
GZNBnX4NxixielfWC). Airlines use VR films

to highlight featured airline destinations, For
example, Australian airline Qantas provides
many two-to-eight-minute VR films of Australian :
destinations that focus on urban-centered and Hyoung Chang/The Denver Post/Getty Images

nature-focused vacations (available at vivewe,

qantas.com/us/en/promotions/virtual-reality.html). Hotels and cruise lines also create VR films that display rooms and

other amenities. Prominent examples include Marriott, Royal Caribbean, and Azamara Cruises (Haugen, 2018).

4

e B
)
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F'GunE 13.6
(continued)

Enhancing the Travel Experlence with Virtuol Reality

Many VR designers are creating content to supplement and enhance tours. For example, VR designers creatgd VR
experiences for tourists at Kendal Calling, an annual music festival at the Lake District National Park in the United
Kingdom. T he VR experience included aeria‘l footage of the lake and its wildiife filmed via drones (Jung. tom Dieck,
Moorhouse, & tom Dieck, 2017). In an experiment of self-guided tours, VR designers created a VR tour of state
capitol bulldings to compare with audio tours, Tourists clearly preferrad the VR experience (Wagler & Hanus, 2018‘).
VR designers have also created content for castle tours in Finland that simufate medieval dining experiences (Quist
etal. 2016). Some destinations have even marketed VR experiences. For example, Legoland in Orlando promotes

its VR roller coaster (Gerrity, 2018).

Samuel Borges Photography/Shutterstock

Each of these use cases shows potential for tours. Research shows tourists enjoy these experiences and want to
experlence them again. Still, most of these examples involve limited develcpment and acdepticn. Incustry experts
suggest these use cases can significantly enhance many tours, particularly those invelving culture, histery, and
nature. Further, experts suggest more sophisticated content that includes social content and gamification features
can make tours more fun (Gerrity, 2018),

Return on Investment (RO) for Virtual Reality Initiatives in Travel and Tourism

Reporting about VR tools for marketing suggests travel agencies gain significant returns on investment (Ghavri,
2018). For example, the travel agency Thomas Cook put VR headsets in many of its offices. Petential travelers
could experience locations in Asia, Europe, and North America. Thomas Cook reported a 40 percent ROL The most
effective destination was New York {Haugen, 2018). Other research suggests using VR for marketing is particularly
effective for younger consumers. For example, 73 percent of Gen Zers are interested in using VR for consumer
decislons {Ghavri, 2018).

No known research provides reliable financial breakdowns of using VR toois to enhance tourist expenencgs.
The examples we provided in the “Enhancing the Travel Experience with Virtual Reality” section are primarily
proof-of-concept tests that are funded by governmental agencies and universities.

Drawbacks and Risks of Virtual Reality for Travel and Tourism
Developing VR content for marketing and tour enhancements presents several potential drawbacks and risks. On

the marketing side, excellent VR content may deter some customers from purchasing tours. On the tour side, VR
Content is expensive to develop with unproven retums. Further, some expeits wonder whether VR content for tours

- Page 3-

—

e L




424 PARTFIVE REPORTS AND PRESENTATIONS

FIGURE 13.6
(Continuea)

is more of a fad than a trend (Haugen, 2018). For all VR content, no market research yet shows a significant demand
for VR tools and content in travel and tourism.

Many experts wonder whether marketing with VR content is an advantage or a deterrent. While promotional
materials have long relied on pictures and some video, they rarely simulate the travel experience as closely as
well-produced VR content. As a result, VR experiences could serve as a deterrent if they replace the expensive
experience of traveling (Haugen, 2018). For example, the Discovery VR app (available at www.discoveryvr.com)
allows users to enjoy sky diving experiences, get close-up looks of giraffes or bears or dozens of animals, tour
remote villages, and experience adventures across the world. Some experts wonder whether some potential
customers will avoid trave! if they can gain these experiences for little to no expense. While this is a reasonable

risk, the research about marketing seems to suggest generally positive returns.

Headings support
No market research yet shows a significant demand for VR tools and content to enhance common story lines
travel and tourism. This may create an opportunity for early entrants in the industry, yet it and rationales in
may also result in wasted investments. We think mainstream adoption of these tools is likely | pusiness decision
given the broader VR trends. Most organizations are at the beginning stage of using making, including
VR tools to market 1o customers. Only about 12 percent of organizations are currently terms such as
using VR. However, another 18 percent are evaluating VR options, and another 12 percent benefits, risks, and
expect to evaluate or explore VR options soon (Resnick & McGovern, 2018). A survey of best practices.

595 VR and AR professionals found about 27 percent of these professionals believe VR will go
mainstream within two years. Another 42 percent believe VR will go mainstream in roughly

three to four years (Parmrish, 2018). «

Options for Developing Virtual Reality Content at Aicasus Tours

Through our research (including conversations with VR developers), we suggest Aicasus Tours has the
following reasonable options: (1) develop short VR films for marketing purposes; (2) promote select tours
with our VR films at our agency locations (this will require the purchase of VR headsets); and (3) create
VR content for several strategic tours. We describe each of the options in more detail along with

related research and needed investments.

Develop Short VR Films for Marketing Purposes

Following the model set by tour companies such as Quark Expeditions, we can produce and develop 360 videos of
our various tours, place them on YouTube, and link the videos to booking webpages (Tilly, 2017). Potential customers

could watch the videos with or without VR headsets.
Report relies on

In consultation with three VR developers, we estimate each short VR film of roughly two | firsthand interviews in

minutes can be produced for approximately $5,500 (includes equipment purchases). addition to secondary

We could rely on our permanent tour guides at various locations to oversee the recording | "€S€0rch. The

of the tour footage (J. Hardaway, personal communication, September 14, 201; K. Cafferty, | firsthand information

personal communication, September 15, 2019; M. Dipprey, personal communication, addresses difficult-

September 14, 2013). « to-find secondary
information.

To assess interest in VR content to help make tour selections, we surveyed 515 former customers.
We received responses from 217 of these customers. Each customer received a short online survey.
Before answering survey items, customers watched a two-minute video explaining how VR headsets
can be used to showcase tours. The short video contained pictures and three short sample video clips.

= @re
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Many of our prior customers expressed interest in viewing VR content as they make tour decisions survey
see Table 1). Among customers who own tethered VR headsets, nearly three-quarters (73%) ~

p statistics so
expressed interest. For mobile VR headset owners and customers without VP headsets | busy readers
J egde

(in the survey, we sugge:;:d we wgulc: send them Gq:gle Caf!board headsets), roughly | con rapidy
one-quarter (28% and 24%, respectively) expressed interest. « | process them,

Table 1. Interest in Viewing VR Content to Evaluate Tours,

r’f Tethered VR Mobile VR Customers without | Customers Who
Headset Owners' | Headset Owners? VR Headsets? Go to Our Offices*
(n=231,14% (n = 45; 21% (n=151,70% (n=753;24%
of sample) of sample) of samgle) cf sample)
Interest in VR content to help 73% 28% 28% 53%
you make tour decisions

Interest in sharing VR
content with other group 51% 25% = "

tour members

Note. Responses separated based on how they answered the following questions: 1. Do yeou cwn a tethered
VR headset (i.e., Oculus Rift, HTC Vive, PlayStation VR)? 2. Do you own a mobile VR headset (ie., Gocgle
Cardboard, Google Daydream View, Samsung Gear VR)? 3. If we sent you a Google Carcbeard to watch

VR videos of our tours, would you use it? 4. Have you visited an Aicasus Tours office? Scme customers are
included several times. For example, a customer may own a tethered headset, may own a mebile VR headset.
and may have gone to one of our offices.

Promote Select Tours with OQur VR Films at Our Agency Locations

Once we create 360 videos, we can allow customers who visit our offices to view the VR content on high-quality VR
headsets. This option would require us to purchase roughly five VR headsets (about S8C0 per headset) for each of
our 10 major offices. Among customers who go to our offices to book tours (see the final column in Table 1), over half
expressed interest in viewing VR content,

Create VR Content for Several Strategic Tours

We can also create VR content to enhance our tours. This is clearly the most expensive and highest risk cption.
Content for these VR films would need to be higher quality, more sophisticated, more engaging, and mere
interactive than the short VR films used for promotion. In consultation with VR developers, creating a 15-minute VR
film would cost between $25,000 and $50,000. We envision creating three VR films fer tours of five to seven days.

To assess interest in VR content as part of the tour experience, we surveyed former customers for the following
three tours: (a) European Pipe Organs Tour; (b) Medieval Castles Tour; and (c) Redwood Forest Meditation Tour.
Before answering survey items, customers watched a two-minute video explaining how VR headsets could be used
in these tours. The short videos contained pictures and three sample video clips.

Prior customers of the Redwood Forest Meditation Tour were the least interested in VR content to enhance their
€xperience (see Table 2). About one in five prior customers thought VR content could significantly enhance the
tour, and just 3 percent thought this tour feature would increase the Iikelihpoq of selecting the tour. However, most
prior customers of the European Pipe Organs Tour expressed interest in viewing VR content. About tt:nree-quarters
of prior customers thought VR content could significantly enhance the tour, and about haif thought this tour feature

would increase the likelihood of selecting the tour.

| - Page 5 -
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(Continuea)

Table 2. Percentage of Customers Who Agree VR Experiences Could Enhance Select Tours.

European Pipe Medieval Redwood Forest
Organs Tour Castles Tour Meditation Tour
(h=73) (n=28) (h=82)
Do you believe the VR experiences & 18%
would significantly enhance the tour? =% 48%
Would you be more likely to select
this tour knowing It would have VR 45% 29% 3%
experiences?
Recommendations

Based on the existing research about using VR content for promoting and enhancing tours and our own survey
work, we recommend Aicasus Tours adopt a VR initiative that positions us as an early adopter of travel-enhancing
technologies. Yet. we also recommend avoiding excessive risk. Specifically, we recommend the following:

1 Develop short VR films for each of our 25 tours. At an estimated cost of $137,500, we can immediately start
promoting tours with these videos.

2. Send inexpensive mobile VR headsets to key customers. At an estimated cost of $10,000 (1,000 Google
Cardboard headsets with a cost of $10 per headset, including shipping), we can send mobile VR headsets
to prior customers identified as most likely to purchase future tours. We recommend evaluating their
purchase behavior to create an ROI analysis of the mobile VR headset strategy.

3. Ploce high-quality VR headsets in our 10 mgjor offices. At an estimated cost of $40,000, we can market our
tours with VR experiences with high-quality VR experiences at our major offices. We recommend tracking
which tours our customers view and how that impacts their ultimate decision making.

4. Crecte o three-part series of 15-minute VR films for our European Pipe Organs Tour. At an estimated cost
of $137,000 ($105,000 of productions costs; $32,000 for 40 high-quality VR headsets for tour participants),
we can test the value of developing VR content to enhance tours. « |

At atota! cost of $334,500, we anticipate the VR initiative will help us market our Enumerated list contains
tours and strengthen our position as a distinctive provider of sophisticated tours. recommendations. They

4 are set apart in italics and
/ foliowed by short rationale

to allow decision makers to
understand the ideas clearly.

;f Recommendations ore specific

| end ochievable. They are bosed
on needs ond opportunities
described in the body of the poper.
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Guest Satisfaction among Conference Attendees
at the Prestigio Hotel and Resort

~ Prepared by Shania Baker « February 2020

Andersen Ross/Blend Images LLC

Survey Details

Baker Consuting surveyed 236 conference attendees who
partiepated in three- or four-day conferences between
January and December 2019

Key Findings

» Satsfaction ratings for key Qguest senvizes and amenities:
conference meals, 76 percent: meeting rooms, 75 percent;
staff and senvice, 69 percent.

« Key indicators of repeat business: overall guest
satstaction, 84 percent, willingness to recommend the
Prestgio, 57 percent.

= Overall satsfaction raungs by gender and income: women,
mmmwpefmh@nerm:me,espeecem
lower-income, €8 percent

= Overall satsfacton in the past five years: 2015, &7 percent:
2016, 81 percent; 2017, 79 percent. 2018, 79 percent
2019, 84 percent.

Key Conclusions

* The Prestigio fell short of £5 percent satisfaction targets in
the following areas: confer

€nce meals, meeting rooms,
and staff and senvice.

+ The Prestigio received high ratings for its restaurants,
which are the most poputar guest service and amenty.

Executive Summary

Key Conclusions (continued)

Preferences for other guest services and amenities are
highly vanable based on gender and income.

« The Prestigio fell short of its goals for overall satisfaction
and willingness to recommend.

+ Women and higher-income guests tend to be less
satsfied, less willing to retumn, and less willing to
recommend the Prestigio. Similarly, women and
higher-income guests are also less satisfied with
conference meals and staff and service.

+ The Prestigio has made significant improvement over the

pastyear in nearly all satisfaction ratings following four
years of declines.

Recommendations

+ Examine ways 1o raise satisfaction among women and
higher-income conference attendees.

+ Adapt the marketing of meetin
of prospects.

= Continue customer service intiatives to improve staff and
service ratings.

gs to the group composition

+ Reexamine catering services to improve conference meals,
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st satisfaction has always been the f
g:iness_ With so many online reviews o?:;?:"sk:z;t:’r repeat
avalable to meeting planners, the importance of ach-lly
igh quest satisfaction ratings is more important nw:i'hwng
ever, Since 2015, the Prestigio has evaluated guest 4
sansfadi"" and future intentions among conferenca
attendees with an annual survey to help deter P
for iImproving guest satisfaction. This report pr
results of this year's survey as wel| a5 year-to-year
comparisons for the past five years,

survey Purpose and Administration

This guest satisfaction survey addressed the foy

owing br
questions: g broad

» How satisfied are conference attendees with ¢

senvices and amenities? onference
. What hotel amenities do conference attendees y

their conference stays? se during
+ How likely are our conference attendees to contribute to

future business?

Most of the survey questions have remained identical since
annual surveys were started in 2015, Some unigue questions
are inserted Into the survey each year to address particular
areas of strategic concern, Survey Questions are provided in
the Appendix of Survey Questions,

The survey was administered online, The survey link

. ; was sen
to 534 guests who had participated in three- or four-day :
conferences between January and December 2019,
Altogether, 236 respondents completed the Survey, garnering
a participation rate of roughly 44 percent.

Resufts from This Year's Survey

Finding", and conclusions
areas: (1) satisfaction with

Use of Prestigio Gues;
conferenca Stays;
intentions among

Saﬁsfacﬁon
Amenities

Betwoen two-thirds (g4 ks
5 *) and thraaf; 15 (767%) of
fespondents epres e

56d safisfaction with various conference
Senvices and amenities (see Tatie 7). Thesa rasutts incicate the
lol)‘wdng:

€an be grouped into three broad
conference senvices and amenities;
tsendces and amenities during

and () overall satisfaction and future
conference atendens,

vith Conference Services and

* The Prestigio fell short of its goats in the following oreas:
conference meals, meeting roams, and stoff and service.
In January 2019, the Prestigio markefing team set goals 10
reach at least 85 percent satisfaction for these three key
areas. Barbara Brookshire has indicated that
85 percent satisfaction in these areas would placa e
Prestigio in the elite category compared 1o our

competitors. The Prestigio fell between 9 and 16 percent
short of these goals.

Prestigio quests ore most satisfied with conference mecis
and meeting rooms. While the goal remains to reach

85 percent satisfaction for all conference services and
amenities, the Prestigio marketing team generally views 75
percent satisfaction as good performance. Trerefore,
satisfaction with conference meals and meeting rocms i
acceptable. However, the Prestigio may not have the
unique competitive advantage in this area that it ¢ic fve
years ago.

Many of Prestigio guests are unhcopy with Intemet pricng
and the business center, Roughly one in three
respondents was not satisfied with these services.

Table 1. Satisfaction with Conference Services and Amenities,

All Respondents 76% (179) 75% (178) 69% (163) | 66% (155) 64% (152)
Gender
Male 85% (108) 76% (97) 72% (91) 73%(93) 56% (M
Female 65% (71) 74% (81) 66%(72) | 57%(62) 74% (81)
Income
Under $40,000 73% (94) 77% (56) 78%(57) | 38%(28) 64% (47)
$40,000-$75,000|  62% (79 76% (97) 68%(87) | 76%(9m 66% (84)
Over $75,000 57% (20) 1% (25) 54%(19) | 86%(30) 60% (21)
Note: Altogether, 236 respondents

parentheses) refer to those who re:

Prestigio
Restaurants

Comedy
Club

took the survey. Percentages and number of respondents (in
sponded satisfied or extremely satisfied on the survey.

Table 2, Use of Prestigio Guest Services and Amenities during Conference Stay.

All Respondents 53%(126) | 39%(92) | 35%(82) | 313 | 19%@5) | S¥ 9
Gender
Male 46%(59) | s53%(67 | 38%we | 20%Gn | 2@ | M
Female 61% (67) 23%(25) | 31%(34) | 33%(36) [ 39%(42) | 4B
Income
Under $40,000 33% (24) 22%(16) | 18%(13) | 33%24) ww ey
$40000-875000|  62%(79) | Sow(6e) [ 39%(50) | 30%EA [ M@ b
Over $75,000 66% (23) 34%(12) | 43%(5) [ 29%00) [ 63%(Q2)
—

Note: Aitogether, 236 respondents took the survey. Percentages and number of 'esﬁov:dems «
Parentheses) refer to those who responded satisfied or extremely satisfied on the survey.

————

ishi tock
Photos: top) Monkey Business Images/Shutterstock; (bottom) Ingram Publishing/SuperS

Headings and bulleted
items allow readers to
fairly rapidly read this
report. This is particularly
helpful for data-intensive
reports such as this one.

[talicized conclusions
help decision makers
recognize what big ideas
emerge from the report.

Tables allew

decision makers to
examine the data
themselives and make
their own judgments.

Several pictures help
readers visualize what
survey respondents are .
providing feedback about.
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(Continueq)

Use of Prestigio Guest Services and Amenities
during Conference Stays

By far, the most used Quest senices and amentties by
conference attendees are the Preshoid restaurants, with over
haf (53%) of our respondents stating they ate at Preshigno
restaurants dunng their conferance stays Rooghly 30 to
40 percent of respondents reported Lsing the comedy club
(39%L the finess center (359 or the swimming pool (3%
Relatvely fow of our conferences guests reparted using the
spa or go¥f course (see Table 2) These resus hdicate the
following

+ The restouronls o most comvenet far use curing

conference stovs Other ntena’ sumveys show tha! our

the swimming pool, and the 0o Course more s0 than our
restaranis. This implies that conference attendees most
ey use the restaurants more than ather senices and
ameniies because of thel busy conference schadules.

» Use of puest sanices onc omendies & hiohy vanobie
bosas on pender onc income This i dscussad further in
the Differences by Gender 070 hoome section

Overall Satisfaction and Future Intentions
among Conference Attendees

Overal, the vast maiorty [82%) of resnondents reparted
satisfachion with ther conference expenences Neatly three
ot of four (73%) resoondents stated that they would want to
atend another conference 3t the Prestioio, and nearty six in
ten respondents (ST5) sa they would recommend the
Prestgio as a pood ste i 2 busness conference

nonconference ouests tend 10 fraguent the Maess center,

{soe Table 3) These results indicate the following

+ The Preshiglo fall short of fis ooo's oy guests” overof!
Sotscton nd wiltngness b rscommend the Prestigio. 1n
January 2019, the Prestiglo marketing toam set goals for
overall satisfaction at 90 percent and willingness
1o recommend the Prestigio at 65 percent, The Prestigio
fell shovt by 6 1o 8 percentage points.

« Ovevol eatisfaction, desire 1o return fo the Prestigio, ond
wilngaess 1o recommend the Prestigio ore highly variable
o1 pender ond income. This s discussed further in the
DFprences by Gender ond Incame section.

Table 3. Overall Satisfaction and Future Intentions among
Conference Attendees.

Overoll Wonto Woud
Satisfoction ~ Retum  Recommend

A7 Resrondonts 8 meg) | 7Ty | STR(3G)
Genoey

e 0% M3) | TTR(98) | 66%(S4)

Female TER(ES) | 69%(TS) | 4ATR(SY)
hcome

Under $40 000 BEL(64) | 81%(59) | 67%(49)

$80000-$75000 | E™ (M) 74% (95) 5™ (13)

Over $75.000 66%23) | 54%[19) 3 (13)

Note: Aogether, 236 respondents took the survey Percentages
and number of respondents (in parentheses) refer to those who
responded satisfied or extremely satisfied on the survey. The full
wording for survey ftems was as follows. Overall, | was satisfied with
the conference experience, | would like o attend another business
conference held at the Prestigho, | would recommend the Prestigio
2s 2 good site for a business conference.

Differences by Gender and Income

For the first tme, this year's Quest satisfacion survey includes

breakgowns by gender and income. The results indicate the

following’

« Women ond higher-income gues?s tend 10 be less
sotsfied, less wiling 1o rem, ond less willing to
recommend {see Figures 1anc 2). A review of findings in
Table 3 reveals that women and higher-income guests are
far less ikely 10 express sabsfachion on those tems that we
consider barometers of fiture and repeat business On the
tssve of wilingness 1 recommend, roughly hatf (47%) of
women repored Tt hey a%e willing to recommend,
whereas roughly two-thirgs (E7%) of men said they would
recommend the Presugs. The difference s even larger by
income level. Just one-third (37%) of high-income
respondents said that they would

recommend the Prestigio, whereas roughly two-thirds
(67%) of lower-income respondents said that they would
doso

« Women and higher-income guests are less sotisfied with
conference meals and stoff and service. A review of Table
1revesls that women and higher-income guests are less
satsfied with conference meals and staff and service. In
past years, we have identffied these as key factors leading
1o overall satsfaction. The gaps are especially wide for
conference meals. Whereas the vast majority (85%) of men
were satisfied with conference meals, just two-thirds (65%)
of women were satisfied. The gap is wider when
considening income level. Whereas nearly all (89%)
lower-income respondents were satisfied with conference
meals, just over half (57%) of higher-income respondents
felt this way.

Figure 2. Guest Satisfaction by Income.

Formatting allows
readers to quickly
grasp the key Ideas.

Table notes give
additional information
to decision makers to
evaluate the data
quality and relevance.

A section focused on
gender and income
emphasizes some of
the key differences in
satisfaction levels.
These conclusions
directly lead to some of
the recommendations.

Charts reveal the key
findings. Readers can
rapidly see the
differences by gender
and income.
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(continued)
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. Women conference attendees tend to dispre, on,
choose Prestigio restaurants ond the spa. Zezocr;nfereiz’e

course. Women attendees’ top two cholces of
uest services and amenities are Prestigio restaurants
{6 and the spa (39%), whereas men attendees’ top two
cholces are the comedy ¢lub (53%) and the Prestigio
restaurants (46%). Men are roughly three times as likely to
use the goif course (11% to 4%).

. Higher-ncome guests tend to disproportionate
me’g:pa and the golf course; middle-income gue’:g;:sdefo
d,sp,opon:onarery choose the comedy club: and
jower-ncome guests tend to utilize ofl hotef senyices ond
gmentties less with the exception of the swimming poof.
Higher-income guests are three to four times more likely to
use the spa and golf course compared to middle-income
quests. Lower-Income guests rarely If ever use the spa and
golf course.
These conclusions regarding the experiences of women and
nigherincome guests are quite concerning, The Prestigio
deals mostly with meeting planners who are women, and our
women respondents likely reflect the expectations of these
meeting planners. Furthermore, the Prestigio brands itself as
ding high-class conference experiences —those that
would by assumption cater to the tastes of higher-income

guests.

gttendees disproportionately choose the comedy chub ane Five

Conﬁ;!son 0f Guest Satisfaction Rates over the Past
rs

mm of survey results ever the past five years reveal
ASIC trends (sée Tatde 4 for complete resuttsy

’ ”C,t!/emﬂ Satisfaction and vallingriess to recommend have
sw:‘fmedoverrhe past yeor. From 2015 to 2012, overall
action and vallingness to recommend fefl 10 ard 13
percentage points, respactively. Howesver, in the past year
(201810 2019), veral satisfaction and vlingress to
recommend improved S and 8 percentage points,
respectively (see Figure 3),

Figure 3. Five.Year Trends in Indicators of Repeat Business

100% = Overat
Safisfaction,
90% -4 7% P o
o] T e
7% Wartto
70% - Petum, 73%
0% 74% " 72%
60% - Would
6% com 49% )
50% - 55% %
2015 ' 2016 @ 207 | 2018 ' 2019 |
Year

|

e

. Satisfaction with conference meals and stoff and service
has increased over the past year. From 2015 to 2018,
satisfaction with conference meals and staff and service
decreased 19 and 3 percentage points, respectively.
However, in the past year (2018 to 2019), satisfaction with
conference meals and staff and service increased 8 and 7
percentage points, respectively.

+ Most indicators of sctisfaction hove returned to levels from
five years ogo. In general, nearly all indicators of
satisfaction showed steady deterioration from 2015 to
2018, with the past year showing improvement back to
near-2003 levels of satisfaction.

2015 2016 2017 2018 2019
Indicators of Repeat and Referral Business
Overolt Satisfaction 87% 81 2% . -
Wonl to Return 7% 7% oy dox ks
Would Recommend 62% 5% 55% 49% 57%
Conference
Conference Meals 87% %% 2% 68% -
Meeting Rooms ™ ™ % 7% Pt
Stoft & Service 65% 6% 6% 2% 69%
Intemet Pricing " . R R 66%
Business Center - . 5 64%

Note: Altogether, 236 respondents took the survey. Percentages and number of respondents (in parentheses) refer to these
who responded agree or strongly agree on the survey. The items for Internet pricing and the business center were introduced
for the first time In this year’s survey.

The report provides
perspective by
comparing current
satisfaction rates with
those of past years.

A line chart rapidly
allows readers to see a
trend: slight declines
over the 2015-2018
period and slight
improvements during
the past year.

Table with five years
of data allows
readers to quickly
see the trend for all
survey items.



432 PARTFIVE REPORTS AND PRESENTATIONS

FIGURE 13.7
(Continued)
Recommendations
ings for the
omine sorsfoctan o women ond For example, each year the Prestiglo hosts meetings
: Em’ nﬁ:% wu;.:‘?m and Novthem Hunters Association, with over 90 percent male
hghef-incume guests ae pa;mla-’y Important to the membership, and the Famers Healthcare Group, comprised
Prestigio's brand and finandlal success. Most meeting mastly of fomale nurses Recommendations
planners the Prestigio works with are women and fely 3 Contiue custamer senvice intiatives to improve stoff and emerge directly from
reflect the perspectives of female QUESIS MOTR SO QUT i rosinars. The recent Inftiatives to improve the survey findings
male guess. Furthermore, since the Prestigio brand stands personalized guest service appear to have been successful. and conclusio
for providing high-enc CorRenence SVECES, The fact That Ghen the emphasis on quest service as a foundation for all ns.
gherd 0 BN M- : ? m’ g To improvements, the Prestigio should maintain a high
e I Bow ko eese 0 e staff-to-guest ratio, provide incentives for exceptional guest
F' i e I; iy . PN senvice, and continue the intensive two-month mentoring
Wl g3 and training program for new guest attendants.

a Set up focus groups with wamen and higherdncome 4 Reexamine cotering services to improve conference meols.
guests to gain a more idepth ynderstanding of thelr  Five years ago, Prestigio guests were overwhelmingly

concems and suggestions for improvement satisfied with conference meals. In fact, many guests These recommend ations
b Informally talk 10 women and higher-ncome guests TecomEnendied '?rpe"" business In large part due to the serve as a good way to
Giaing Sxrhmecs S CEIG e G e:;" bt S bl b prioritize initiatives to
foedback in 8 lessonsdeamed database catering senvices over the past five years, and the result has biise 5
been far lower quest satisfaction with meals. To strengthen Prove guest satisfaction,
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allows writers to create visually stronger and more creative reports. Yet, the same prin-
ciples of strong report writing apply to this format. Notice that the report in slide deck
format is for reading, not for a presentation. As you'll see in the upcoming chapters,
vour slides for presentations should contain far less content.

Reviewing Your Reports for Fairness and Effectiveness

LO13.6 Review reports As with other written documents, you will always review your reports to ensure that you
for effectiveness  have been fair to yourself and your readers. Also, you want to make sure the report is as
ﬁ and faimess. effective as possible.

Since research-based reports are generally commissioned for high-stakes decisions,
you have likely worked collaboratively with others. If you've developed the report by
yourself, you should still try to get other perspectives before you officially submit it.
When possible, discuss the report with the ultimate decision makers so that you can
best tailor the final product to their needs.

As you review the report by yourself and with others, run through it numerous times,
each time considering a different perspective. For example, review the entire document
several times for accuracy and precision in logic. Review it at least once, imagining
yourself in the position of decision makers to improve it based on what you perceive as
their needs. Also, review it at least once for typos or mechanical errors. Make sure you
review the report over several sittings and several days if possible, since you are unlikely

to catch all of the changes you would ideally make in just one sitting.
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