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Writing for Your
Readers

Before you begin to plan your document, first think about your readers and then
your purpose. Every decision you make in developing your document should re-
flect your audience, their needs, and your purpose.

Avoid becoming absorbed in ideas and information you plan to include. Never
forget that the person or group who will read the document may have a very dif-
ferent perspective of the content. Your readers cannot climb into your mind and
know your thoughts. When you carefully analyze your readers, you can often de-
sign and write your report in a way that helps them understand what’s in your
mind. Reexamine Case Documents 1-14, 1-1B, and 1-1C at the end of Chapter 1.
In what ways has Matt shown his awareness of the needs of readers?

Giuick Tips

To develop any communication, you have three main goals that connect
reader, purpose, and context:

" 1. You wan} your readers to understand your meaning exactly in the way
you intend.

2. You want vour writing to achieve its goal with the designated readers.

3. You want to keep the goodwill of those with whom you communicate,




16

Chapter 2: Writing for Your Readers

UNDERSTAND YOUR READERS—THE HEART
OF THE PLANNING PROCESS

To achieve the three goals just listed, you must pursue the following four tasks, both
before you begin to write and while you are actually composing your document:

1. Determine as fully as possible who will read what you write.
9. Know the goals you want your writing to achieve and the business confext in

which you need to communicate.
3. Understand your role in the organization as a writer and how your role

should be reflected in what you write.
4. Determine the content by considering your readers frame of reference and

your purpose in writing.

* Keep in mind that business readers want answers now. Employees in

most organizations, particularly large ones, have more to read than they can and
will read. Tf you want your lefter ot report to be read, be sure that important tnfor-
mation occurs on the first page of a report and in the first paragraph of an e-mail,
(memo, or letter and that you answex the following questions your readers will ask:

« What is this?

« Do I have to read it?

« How does it affect me?

« What will I have to do?

« What are the main ideas?

If you answer their questions at the beginning of your document, readers may be

willing to read more of your report, e-mail, or letter.
To answer these questions in the minds of your readers, you will have to answer

three questions yourself about the document you are writing:

« Who will read what T write?

» Who will act on what T write?

« Who else may read what I write?

In many cases, your primary reader will transmit your document to someone.
clse for action. Perhaps this individual is one of your secondary readers or SOIE-

one unkunown to you.

Determine your readers and their perspectives. When you consider your, '

ceaders, determine as much as you can about them.

« How much do your readers know about your topic?
« Do your readers have expertise in this area?

Readers with technical expertise in the area you discuss have different needs’

(and often different perspectives) from readers who lack technical expertise.
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Understand Your Readers—The Heart of the Planning Process

« How miuch do your readers know about your topic?
*» Do you know or can you estimate your readers’ educational levels?
» Do you know your readers’ cultural backgrounds?

If you work in an organization that does business with readers from other cul-
tures, plan to do background reading on these cultures.

» Will your readers have interest in what you write? If not, how could you
present your message to make it appealing?
» What kind of relationship do you have with these readers? Do you know the
readers’ attitude toward-you, the subject matter you need to communicate, the
job you have, and your area within the organization? Do you have credibility
with these readers?

A host of factors determine your readers’ perception: education, family, geo-
graphical and cultural background, job responsibilities, rank in the organization,
age, life experiences, and gender—just to name a few demographics that define
how people see the world. How much your readers know about your topic deter-
mines what you say and the technical level of your presentation.

« How well do you know your readers?

You may not know your readers personally. However, if you know an individu-
al’s level in the organization, the responsibilities associated with that level, and the
kind of technical expertise your reader has, this information will help you decide
what you need to say and how to present your information. Knowing your readers’
responsibilifies in the organization can help you anticipate their attitude—if your

“subject will interest them. Because people tend to read only what will help them,

try to relate your message to your readers’ job. Knowing the readers’ attitude to-
ward the topic addressed in your message will help you determine how to present
your information...

» Who else might read what you write?

o

Most reports and letters have distribution lists: the names of those who receive
copies. A person on the distribution list may be the person who will ultimately act
on what you write. Thus, the needs and perceptions of those who receive copies
should be considered.

» Why is each person on the distribution list receiving a copy?
* How much does each person on this list know about your topic?

Sometimes your primary reader may know the situation you are discussing,
and the purpose of the report may be to inform others within the organization by
going through proper channels.

« What situation led to the need for this document?

Often, you can better understand your reader’s perspective if you understand
the situation that requires you to write this document. The need for written

17
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Chapter 2: Writing for Your Readers

communications develops from interactions of people involved in a work envi-
ronment. 'To be able to select content, level of language (technical or general),
and amount of explanation needed in a business context, a writer must be careful
to determine the needs of each reader. Closely examining a situation requiring a
written response may even help you determine what you need to tell your readers
and how to present your message.

Determine your purpose.

+ D6 you know why you need to write this document?
« What do you want to achieve with your document?

Determining why you are writing—what you want to achieve—equals the im-

portance of determining your readers. Purpose always relates to readers. And you

may have more than one purpose. For example, you may be writing to inform, to

provide information, to recommend action. In addition, what you say may serve

as documentation-—proof of your efforts—to show that you have provided the in-

formation requested. Written messages that document employees activities serve

a major function in today’s business organizations. Without documentation, you-
may have difficulty proving that you performed specific tasks.

Understand your role as a writer.
« What position do you have in the organization?

As an employee, you will be hired to perform the duties that define a particular
job. As the one responsible for performing specific tasks, you will be communi-
cating with employees above yotl, below you, and on your own level. In writing to
individuals in any group, you wilt communicate not as you would with a friend
or family member but as the person responsible for the work associated with that
position. When you write, you create a personality that should fit the position
you hold. -

To have credibility as a writer in an otganization, the image that you project
should be appropriate to your position. What you say and how you say it should
reflect your level of responsibility in the organization—the power relationship that
exists between you and the reader. The image you project will change, depending
on your readers. You will project the image of a subordinate when you write to
those higher than you, but you will transmit the image of the supervisor {0 those
who work directly under you. When you communicate with others on your own
job level, you will convey the image of a colleague. Good writers have the ability to
fit their message to each reader.

Plan the content.

« What ideas should you use to achieve the goals of the message?
+ What ideas should you omit?
« How should you arrange your ideas?
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The Basic Parts of the Composing Process

Once you have analyzed your readers and your purpose, you can begin to
decide what you want and need to say, then how you will phrase and arrange
your ideas.

» How do you want your message to sound?

Knowing how your message should sound will always be critical. Always try
to convey a respectful tone commensurate with your position in the organization.
How a message is conveyed may often be as important as the content.

Case 2-1 shows how a writer’s assessment of audience and purpose changes the
content and presentation in the e-mails for each reader involved in the situation.

Anticipate the context in which your writing will be received.
« How will readers use your writing?

Once your document has reached its primary destination, it may be placed in a
stack for later reading; it may be skimmed and then routed to the person who will
be responsible for acting on it; it may be read, copied, and distributed to readers
unknown to you; it may be read and used as an agenda item for discussing a par-
ticular point; or it may be read carefully and later used as a reference. Knowing
how readers to whom you write will use the documents they receive can often
guide you in deciding not only what to say but also how to organize the informa-
tion and arrange it on the page.

THE BAsic PARTS OF THE COMPOSING PROCESS

‘The composing process, integral to your analysis of audience, has six main stages:

1. Analyzing the situation

2. Choosing/discovering content
3. Arranging content

4, Drafting

5. Revising

6. Bditing the finished draft

A writer who tries to do all stages at once usually creates a document that will
fail. Research has shown that good writers usually follow a standard process—one
that will make your writing tasks easier and the results more effective,

Analyzing the writing situation—purpose, readers, and context. The
first step in composing is the most critical. In this step, you need to know why you
need to write; what you want to achieve with your document, what situation or -
problem has led to the necessity of your writing this document. Then, you need to
consider your readers—those who will or may read your document.

19




Chapter 2: Writing for Your Readers

Every technical or workplace document responds to a specific situation. Each
document has a targeted audience, Writing responds to both-—the situation and
the readers in that situation. When you write, you do not simply compile informa-
tion abouf a subject.

Choosing/discovering content. You select content for your document based
on your purpose, what your veader needs and how you think your reader perceives
the subject.

As you search for information, remertiber your purpose, what you want your
reader to know and do with what you write.

'Then, begin to list ideas you can use to develop your topic, Based on these
ideas, ask yourself what additional information you will need to locate. Don't like
what you wrote? Delete it. You may want to begin your document by writing your
purpose at the beginning to help you stay on track,
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The Basic Parts of the Composing Process

As Case Document 2-1A indicates, Running Brook Neighborhood needs money
to mainiain the entrance to the subdivision. Charles Fields, treasurer of the prop-
erty owners' association, has decided to write a flyer to place in each mailbox

of the Running Brook homes. He has received very little meney for the required
upkeep. He drafts his request, but before he makes copies for the project, he
asks a neighbor for her opinion of his flyer. She offers to revise the flyer (Case
Document 2-18) because she sees the difference between his version and what
she thinks should be written. He makes the required number of copies, places
one in each mailbox, and receives more than the amount RB needs for its en-

trance maintenance.

CASE DOCUMENT 2-1A

Subject: Running Brook Subdivision Market (RBSM) Fund

T have been remiss in reporting the status of the RBSM fund. In the past, an
oral-report was delivered at the annual subdivision picnic. T did not make such
a report at the last picnic since I felt the information should be provided to all
RB residents and not just to picnic attendees. The report for 2011-2012 will
be distributed with the flyers that announce the 2013 Running Brook picnic.
Since the subdivision has several new families, a historical element was added
to this report.

The POA supphies each subdivision with a marker, which generally is lo-
cated in the middle of a small landscaped area. Maintenance, decoration, and
any embellishment of the marker area is the responsibility of the residents of
the subdivision. Resident involvement in the care of the RBSM began in De-
cember 2009 when a waterline and meter were installed at a cost of $450.00
and obligation to pay an annual water usage fee was assumed. The fee allows
for consumption of 4,000 gallons of water each month. Water consumption
above 4,000 gallons incurs an additional charge, an event that has occurred
during the hot summer mounths of the past 3 years. The fee has increased from
$106.98 to $123.30 over the past 3 years, and I pay it from my checking ac-
count every 2 months throughout the entire year.

As of October 2012, cost of care of the marker was $712.34 (waterline and
meter, water usage, plants, and landscaping material). This cost was defrayed
by donations amounting to $705.00 from 70 percent of the residents, and
money ($123.78) from the 2010 picnic. The account had a positive balance of
$116.44 ($828.78 minus $712.34).
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Expenditures for the period October 2011 through October 2012 included
water usage ($126.72) and plants ($88.76) fora total of $215.48. For a time, the
account had a negative balance of $99.04. Donations amounting to $245.00
were received from only 16 of the 62 families (25 percent) in the suhdivision.
The account was healthy again with 2 positive balance of $145.96,

Expenditures for the period October 2012 through October 2013 were
$230.12 (water usage $372) and plants, fertilizer, hat, pumpkins, etc. $93.
Once again, the fund had a negative balance ($84.16). Recent donations from
9 residents totaled $135.00. The current fund balance is $50.84.

Projected costs from now until next October include water (3 123.30) and
plants in the spring and fall ($90.00-$100.00) or approximately $250.00.
Clearly, the present fund balance will not support these costs. Accordingly,
contributions are needed. The treasurer for the fund is Joann Fields. Hope-
fully, every RB famity will participate. I sense we all believe that participation
provides a measure of the RB community spirit. -

Seasons Greetings,
Charles Fields
2 Roaring Brook Court, phone 933-33 14, e-mail clfields@earthlink.com.

CASE DOCUMENT 2-1B

Running Brook Marker Fund Needs Your Donations

The Problem
» Our marker maintenance fund currently has a balance of $50.84. Our
projected maintenance cost this year is $250.00. '
. Since 2000, the number of residents contributing has dropped from
70 percent of the residents to only 9 residents. Without contributions,
maintenance cannot 0Ccur :

How You Can Help

Please contact Joann Fields, treasurer, at 922-3314 or clfields@earthlink.com.
Or you can mail her a check, made out to the Running Brook Marker Fund,
for $10, This amount will cover the cost of water, plants, and maintenance.
Any money left over will be applied to next year's maintenance.
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Information for New Running Brook Residents

Each subdivision in Hot Springs Village has a marker that denotes the en-
trance to the subdivision. The Property Owners Associations provide the
markers, bul residents must maintain and decorate the area surrounding the
matler.

A few years ago, we installed a waterline and meter. Water costs have in-
creased, particularly during the summer. Other expenses include plants, fer-
tilizer, hay, and pumpkins.

Keeping our marker area well maintained provides a positive first impres-
sion of our neighborhood. ‘

clfields@earthlink.com. Contact [nformation—Give us a call if you have questions
Charles and Joann Fields
2 Roaring Brook Court
Hot Springs Village
phone 933-3314, e-mail clfields@earthlink.com
Your Donations Why is Case Document 2-1B better than Case Document 2-1A? Why would you
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Completion of the survey and postsurvey interviews is voluntary; you may
skip questions and can quit any portion of the study at any time. If you are
willing to participate in this study, please click on the following link and com-
plete the survey: htip://www.surveymonkey.com/ PineAvenueBooks. If you
wish to participate in a follow-up interview, please include contact informa-
tion at the end of the survey.

You may contact me via e-mail (DHS48@packard.com) or phone
(512-823-9235)

CASE DOCUMENT 2-2B

SUBJECT: Please take a 5-minute survey about online
shopping at Pine Avenue Books.

SURVEY PURPOSE
This study seeks to gauge your opinion of the online shopping sections of the
Pine Avenue Books website (www.pineavenuebooks.com}. Your participation
will help us to improve your future online shopping experience. ,

If you have purchased books online in the.last 2 years, please consider
participating and passing the attached invitation on to your friends for their
potential participation.

SURVEY REQUIREMENTS
1f you participate, your obligations will be minimal.

1. You will complete a short, anonymous survey via the Infernet that will
require approximately 5 minutes of your time and will be returned to me
via Survey Monkey, an online data collection service.

2. If you complete a survey, your responses will be returned to me anon-
ymously. (I will not be able to identify your e-mail address, your 1%
address, or any other information that would inforrm me as to your iden-
tity or your location.)

3. If you agree to do so, you will also participate in a 15- to 20-minute
follow-up session (this meeting will occur by telephone or e-mail as you
choose).

4. All data for surveys and follow-up interviews will be strictly confidential.
Your identity will never be revealed in any results, discussions, or pre-
sentation of the research. In addition, all information will be destroyed
after I have analyzed the data.
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information at the end of the survey.

You may contact Ime
(512-823-9235)

5. Completion of the survey and follow-
may skip questions and can quit any portion of the study at any time.

6. I you are willing to participate in this study, please click on the link bttp://
www.surveymonkey.com/PineAvenueBooks and complete the survey. If
you wish to participate in a follow-up interview, please include contact

via e-mail (DHS48@packard.com) or phone

up interviews is voluntary; you

Arranging content. Asyou collect and begin summarizing information
and data, consider how to arrange the material. In what order should you

present your content? Memos, for example,

need to begin with the news or ¢s-

sential information to ensure that readers at least read what's most important
before they start skimming the document or stop reading it altogether. Most
reports begin with an introduction, followed by a summary of the report. Al-

ternately, you can combine the introductio

n with a summary of the report.

The discussion section, in which you present the supporting information, fol-

lows. Most reports follow some version 0

tions have templates for reports.

¢ this plan. Many business organiza-

You can arrange content by placing imaterial in “stacks} which can be used
as a resource when you begin writing. If you know what arrangement you
want or have to use, sort material so that you can easily find it when you begin
drafting specific segments of your document. You can also sort material elec-
tronically: create folders for each segment of your report, then arrange mate-
rial within each folder before you begin drafting. This method altows you to
track material you use and insert appropriate citations when you use material

from a specific source.

If you use electronic articles from your library’s database, insert these
articles into files that can be accessed later when you begin to draft your

document.

Drafting, Bvery individual drafts diffe
ment in a start/stop fashion. When you

rently. Most writers work on a docu-
begin your draft, open your file and

save it with the name of your report, Then, begin typing ideas or sections.
(You may wish o move/paste material you listed, arranged, and then devel-
oped in step 2.) You may wish to type the names of your main segmenis,
boldface those, and insert information beneath the appropriate segment. This
method helps you keep track of the information that you are using to develop

your draft. Note that some of the ideas in your list become headings. Some
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may be combined with other ideas. You can arrange, delete, and add ideas as you
need to.

As you continue to draft, you will revise. But during the drafting stage you
should revise only to improve the meaning. Try to avoid worrying about sentences
that dor’t sound “quite right” If the sentence you write captures what you want fo
say, even clumsily, don't stop to revise. You can “clean up” these sentences later.
Dot attempt to correct mechanical problems unless you feel you can do so with-
out slowing your ability to transfer your ideas from your mind to the screen. Focus
on presenting your material to your veaders; then you can begin a formal revision
process once you believe you have your basic ideas on the screen or page.

Revising. During the formal revision process you need to revise several times
and focus on different issues:

« Logic. Does your presentation make sensef Try reading paragraphs aloud
that seem to be “scrambled” Hearing what you have written often tells you iff
where problems in logic occur. Does your material occur in the appropriate
order for your purpose and for your readers?

» Completeness. Does your presentation seem complete, in terms of your
purpose and your readers’ needs and requirements? Have you checked afl
your information for correctness? Does your document contain all requested
information? '

+ Style. Examine each paragraph and each sentence. Are your paragraphs really
paragraphs? Do they have topic sentences? Do all the sentences in the paragraph
pertain to the meaning you are building in the paragraph? Start each paragraph
with a topic sentence. Eliminate or recast sentences that provide little support
for the topic sentence. Today’s readers usually dislike wordy, dense, complicated
sentences. Make your sentences cleat, concise, and precise to encourage your
readers to follow your ideas. Also, watch the length of your paragraphs. Long
paragraphs discourage readers and tend to become incoherent.

» Visuals. Do youneed visuals—photos, graphs, drawings, pictorial illustrations—
to help your reader “se¢” and remeraber key ideas? Visuals combined with text
often provide the best means of communicating with your readers.

« Document design, When you began drafting, if you used headings or names
of report segments to help you organize your draft, you began at that point
to design your document. Document design refers to the way you arrange
information and display it on the page. The importance of how information
looks on the page cannot be stressed enough. If you want your writing to be
read, design the page so that information is inviting and accessible.

Bditing. Get into the habit of performing several “edits” for any document: one
for mechanics—spelling, usage, punctuation, and sentence structure.

A second edit focuses on the document as a whole, How does it look? How
does it sound? Ts the important information easy to locate? Have you included all
needed information in the document?
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n citing sources: check your documentation to be sure

Another edit focuses o
that you give credit or sources of all information you have used. Be sure that when

you use illustrations and ideas from other sources you give credit to the source.
In short, dox't try to check for every error at once, in one reading. Editing re-
quires care, objective reading, and diligence. ‘
For an example of how the composing process works when it is applied to
a routine business document, read Case 2-3 and track the development of this
memorandum. Note how the message looks after Bobs initial revision of his draft.
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The Basic Parts of the Composing Process

Bob Johnson, an engineering project manager with a local civil engineering flrm,

has been named local arrangement chair of the forthcoming construction en-
gineering conference, Two months before the conference, Bob needs to send a
memo to everyone in his group to let them know what responsibilities they will
have at the conference. While all employees know about the conference, Bob
has informed his group via e-mail that each office group will have responsibili-
ties throughout the conference. Bob wants the memo to inform his group spe-
cifically about what they will need to do.

Bob uses the planning stage of developing the memo to decide what topics
he wants to present to his group. He will send this memo as an e-mal! attach-
ment. As he plans his memo, Bob types the following fist of topics:

Location, date, time info of conference
Specific dufies of the 5& Group

General instructions

Conference schedule

Other information SE Group needs ta know

As he develops the memo, he inserts inforration beneath each heading and high-
fights Incomplete sections. He writes notes to himself to allow him to keep track
of ideas he may need to add. His first draft looks like this (Case Document 2-3A):
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CASE DOCUMENT 2-3A

Bob’s First Draft

Conference Location, Date, Time

CE conference—October 28-29-—Lancaster Center. Our groups resp onsibility—
serve as greeters, help prevent glitches. Over 150 engineers have already reg-
istered, and the cutoff date is still 3 weeks away. We need to be sure we are
organized. Conference may be larger than Jast year. We want to do our part to
ensure the success of the meeting, Help all attendees have a good conference. Be
proactive in anticipating problems with people getting where they need to be:

Please be at the Lancaster Center at the following times:

Oct. 28: noon-end of the day
Oct, 29: 7:00—end of the conference. Last session begins at 3:30
Refreshments will be available during break periods. WATERIN ALLRO OMS.
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Our Responsibilities

Helping visitors locate the section meetings, angwer any questions, deal with
any hotel reservation glitches, transportation problems, questions about res-
taurants. Remain available until after the dinner on Oct. 28. Oct. 29: On site
throughout the day.

General Instructions Information

« Number expected to register and attend: 200+

« Visitors will arrive at the hotel by mid-morning on the 28th. Some will
come the evening before. [Contact Ralph to see if we need to be at the
hotel on Oct. 27 after 5:002 Check information folder for sponsor letters.]

« Be avaitable no later than noon on 28th. If possible, arrive at the Lancaster
Center earlier than that. Dress is business casual.

« Tf those flying in arrive late, contact Jim or Joanna via their cell phones to
cnsure that registrations are not canceled. Jim: 228-3459; Joanna: 3221875,

Conference Schedule

Oct. 28

Light lunch: noon-1:15

Opening session: 1:30-3:00

Second session: 3:30-5:00 [check sponsors for ali sessions. ‘These have to
be correct!l!l Check with central planning group.]

Dinner: 6:30—Holcomb Room, 2nd floor of the LC

Oct. 29 :
Breakfast: Room 104 of the LC, 7:00-8:00 [sponsor? Be sure we have a
complete list with all names spelled correctly. Contact info for each.]
Third session: 8:30-10:00 [session sponsor?]

Closing session: 10:30-noon {sponsor?]
Lunch: noon

Displays
Nine vendors will display software all day the 29th in room 106. Consultants wilk
be on hand to discuss compatibility issues. Be available to help vendors set up.

Conference Materials

Will be available at the check-in desk at the front doot.

Fach folder will contain brochures about new products and a schedule. Add a
Yist of restaurants downtown?

Other
Breakout rooms will be available for the second part of the sessions.
Phone and faxes are available in Room 110, 8:00-5:00.
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Bob'’s revision follows (Case Document 2-3B). How could he have improved it
with the following goals in mind? He wants his employees to

* report on time

« know what they shouid do when they arrive

* have cell phone numbers for guick contact purposes
* know whom to contact throughout the conference

Does the memo enable Bob's employees to achieve those goals?

CASE DOCUMENT 2-3B

Bob’s Revision

TO: SE Group DATE: Qctober 1, 2011
FROM: Bob Johnson '
SUBJECT: Preparations for the Consiruction Engineering Conference

Conference Location, Date, Time

The construction engineering conference is scheduled October 28-29 af the
Lancaster Center. Qur group will serve as greeters. Over 150 engineers have
already registered, and we still have 3 weeks before the cutoff date for registra-
tion. We need to be sure we are organized to help visitors as they arrive,

Please be at the Lancaster Center at the following times:

Oct. 28: noon-~end of the day
Oct. 29: 7:00-end of the conference. Last session begins at 3:30

SE Group—Spectfic Duties

We will be responsible for helping visitors locate the section meetings, answer-
ing any questions, and dealing with any hotel reservation and transportation
glitches and will remain available until after the dinner on Oct. 28. Oct, 29—
We need to be on site throughout the day and help guests who need to leave
promptly at the close of the morning session.

General Information
« Number expected to register and attend: 200+.
« Visitors will arrive at the hotel by mid-morning on the 28th. Some will
come the evening before.
« Be available no later than noon. If possible, arrive at the Lancaster
Center earlier than that.

If those flying in arrive late, contact Jim or Joanna via their cell phones to
ensure that registrations are not canceled. Jim: 228-3459; Joanna: 322-1875.
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Conference Schedule

Oct. 28

Noon-1:15  Light lunch—Mellon Room (Sponsor; KLM Ltd.)
1:30-3:30 Room 105, Opening session

3:30-5:00 Room 105, Second session (Sponsor: Bickie and Lauren)
6:30 Buffet in Holcomb Room, 2nd floor of the LC

QOct. 29

7:00-8:00 Brealfast: Room 104 of the LC

8:30-10:00 Room 105, Third session {Sponsor: MERK Inc.)

10:30-noon  Room 105 Closing session (Sponser: Malcolm, Fisher, &
Peabody)

Lunch: noon Mellon Room

Software Displays
Nine vendors will display software all day the 29th in Room 106, Consultants

will be on hand to discuss compatibility issues. Be available to help vendors
with set-up.

Conference Materials
« Available at the check-in desk at the front door.
« Registration folder with name tags: will contain brochures about new
products and a schedule of activities. List of restaurants in town for
those who are staying for the weekend.

Other Information
. Phone and faxes are available in Room 110, 8:00-5:00.
. Refreshments will be avaitable during break periods. Bottled water in all

TOOmS.

Call me on my cell phone if anything comes up that isn’t covered here,
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EXERCISES

1. Phoenix Publishers has always provided free child care to all employees with
children ages 3 months to 5 years. For its 50 years of operation, the company has
taken great pride in being a family-friendly employer. Tough economic times
for the book publishing industry and rising costs of operation for the child-care
center, however, now require that the company begin charging parents $100
per month per child for the services of the child-care center. According to the
president of the company, it was either that or freeze wages for all employees or
fower the already sltim dividend paid to the company’s stockholders and risk a
loss of investors. The president of the company directs you to write three let-
ters regarding this important change: one to parents using the child-care center,
one to all employees, and one to the stockholders. Note that parents will also
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Exercises

receive the letter addressed to employees. Note also that some employees are
also stockholders. The president recognizes the sensitivity of this policy change
and thus will also expect from you a memo justifying the variations you made
in the three letters.

. Find a blog posting aimed at specialists in your field. Revise the posting for a

specific group of readers outside your field who might need to know this infor-
mation (e.g,, business managers, city officials, school administrators). Attach
the original to your revision, and submit both to your instructor.

. Examine Figure 2-1 (addressed to parents) and Figure 2-2 (addressed to em-

ployers). What similarities and differences do you notice in the verbal and visual
information included? How do the writers adapt information to each audience?
What changes, if any, would make the two documents more suitable for their
specific audiences?

4. Since Figure 2-2 addresses employers, how would you adapt this information

for a message addressed to employees?
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Handwashing Is an easy, inexpensive, and effective way to prevent
the spread of germs and keep peopie healthy.

Far kids, washing hands can be a fun and entertaining activity.

It is simple enough for even very young children to understand.
Handwashing gives children and adults a chance to take an active role i
their own health. Once kids learn how to properly wash their hands, they
can—and often do—show thelr parents and slblings and encourage
them to wash hands, foo.

Parents can help keep thelr families heaithy by:
+ Teaching them good handwashing technigue

. Reminding their kids to wash their hands
. Washing their own hands with their kids

Improving Health
. Handwashing education in the community:
» Reduces the number of people wha get sick with dlarthea by 31%
» Reduces diartheat ilfness In people with weakened immune
systems by 58%
» Reduces respiratory illnesses, like colds, In the general population
by 21%

Saving Time and Money
« Handwashing is one of the best ways to avaid getting sick and
spreading illness to others.

+ Recudng fllnass Increases productivity due to:

» Less time spent at the doctor’s office

» Mare time spent at work ar school

Helping Families Thrive

Children who have been taught handwashing at school bring that
Kknowledge home to parents and siblings. This can help family members
get sick less often and miss less work and school, .

Despite widespread knowledge of the importance of handwashing, there
is stilf oo for improvement. A recent study showed that only 319 of men
and 65% of women washed their hands after using a public restroom.

For more details, visit vwsyw.cde.govih andwashing.

CSTHISA

FIGURE 2-1 Document for Exercise 3
Source; US Department of Health and Human Services, Centers for Disease Control and Prevention.
Handwashing: A Family Activity. Washingtor, DC: GPO, 2012, hitps/fwrww.cde.gov/healthywater!

pdffhygiene/hwfamily pdf
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For more details, visit www.cde.gov/handwashing.
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FIGURE 2-2 Document for Exercise 3

Source: US Department of Health and Human Services, Centers for Disease Control and Prevention.
Handwashing: A Corporate Activity. Washington, DC: GPO, 2012. http://www.cdc.gov/healthywater/ i
pdf/hygiene/awcorperate.pdf

e Control and Prevention.

vede.goviheatthywater/




