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	The Writing Process 

Unit 2 - Assignment 1 

Assignment Type: 
Individual Project 

Deliverable Length: 

1 Page 

Points Possible: 

100 

Due Date: 

10/20/2007 11:59:59 PM 

Read the following document and revise it so that it follows the guidelines in Chapter 4-6.

I am a new publisher with some really great books to sell. I saw your announcement in Publishers Weekly about the bookseller's show you're having this summer, and I think it's a great idea. Count me in, folks! I would like to get some space to show my books. I thought it would be a neat thing if I could do some live airbrushing on T-shirts to help promote my hot new title, T-Shirt Art. Before I got into publishing, I was an airbrush artist, and I could demonstrate my techniques. I've done hundreds of advertising illustrations and have been a sign painter all my life, so I'll also be promoting my other book, hot off the presses, How to Make Money in the Sign Painting Business.

I will be starting my PR campaign about May 2000 with ads in PW and some art trade papers, so my books should be well known by the time the show comes in August. In case you would like to use my appearance as part of your publicity, I have enclosed a biography and photo of myself.

P.S. Please let me know what it costs for booth space as soon as possible, so I can figure out whether I can afford to attend. Being a new publisher is mighty expensive!

Please submit your assignment.
Unit 2 - Assignment 2 

Assignment Type: 
Discussion Board 

Deliverable Length: 

2-3 paragraphs 

Points Possible: 

80 

Due Date: 

10/20/2007 11:59:59 PM 

What are the strengths and weaknesses of the original document from the Unit 2 Individual Project?

In your own words, please post a response to the Discussion Board and comment on other postings. You will be graded on the quality of your postings.
Presentation 

Presentation: The Writing Process
While some business messages are written to be informative, even the act of passing information through channels is, at its base, a persuasive act. Messages are constructed for specific reasons and goals. Effective business writers reach their goals by shaping readers’ and listeners’ actions through the use of rhetorical argumentation. 

Planning Business Messages
Aristotle argued that effective rhetorical argument employs all available means of persuasion. Today’s business writers still employ Aristotelean logic by trying to persuade contemporary audiences to act or believe in particular ways. The only difference is that it is now known as impression management. The best method for managing impressions of your business messages is rooted in classic rhetorical theory: Remember both the purpose of your message and your intended audience. Let’s look at this more closely.

Just as profits drive the organization of a business, purpose drives the organization and format of a business message. Well-designed documents focus on their purpose. Good design also highlights expected rhetorical features. Rhetorical features are the common expectations of content, organization, and format given a specific purpose. Writers need to ask, "What are the stylistic conventions of this form? Is there a specific organizational format I should follow?" 

Effective business messages are also audience centered. Planning the message construction around the audience’s expectations, motivations, needs, and cultural backdrop is significantly more effective than planning a message around self-preferences. Writers should ask themselves, "Is there technical language appropriate for this form, or should I use terms that any informed adult would understand? Given this audience, is there a motivating factor that is more likely to produce the desired results? Does this audience have predefined criteria I need to address and satisfy? Do I share a common cultural understanding of the content with my audience?" 

Finding, Evaluating, and Processing Information
Now examine the elements of persuasion more closely. Aristotelean theory suggests that an effective communicator uses logos, ethos, and pathos. What does this mean in terms of finding and evaluating information?

Aristotelean principles imply that you have a responsibility to meet the standards of effective evidence in argumentation. The standard typically used today is the Toulmin model of argumentation. This model tells us that a good argument has a claim, the grounds for making that claim, and a warrant that establishes the link between the claim and the grounds. More importantly, the grounds and the warrant need reliable and valid backing or evidence to meet the criteria of sound reasoning.

Writing Business Messages
While evidentiary exposition is required in sound business documents, Aristotelean theory also includes the elements of pathos and ethos. Business writers need to analyze what appeals are likely to produce the desired effect. Remember that good writing is audience-centered writing. Based upon audience analysis, writers should understand the needs and desires of their readers. The power of motivational appeals is not to be underestimated. Examine a standard list of persuasive appeals. It will include items such as building on guilt, appealing to one’s need for recognition, profit motives, and so on. It is precisely because appeals are, by their nature, emotion-laden that they can be so powerful. It is also one of the reasons a writer’s responsibility to the standard of ethos is critical. The act of persuasion need always be based in moral discourse.

Completing Business Messages
Persuasion is impression management. Completing a message means engaging in a critical assessment of purpose and method. Use these questions as guides:

· Is this the right approach for this audience? 

· Does it meet the standards of convention and expectation? 

· Does it effectively employ the available means of persuasion? 

· How well have I understood the requirements of this rhetorical situation?

Questions and Answers
Question #1
How do I write to my audience if I don’t really know the people who will receive the document?
Many receivers of business communication are, in fact, unknown quantities to the writer. You can, however, learn as much as possible about target audiences by engaging in audience analysis standards. Marketing divisions, for example, often have documentation on target demographics that can help you begin to identify potential recipients. Asking questions about current and potential customers can provide you with enough information about element including normative educational backgrounds, levels of expertise, consumer needs, and market vacancies that can inform your writing and your choice of motivational appeals. 


Question #2
What do argumentation theoretical principles have to do with contemporary business writing?
The basics of rhetorical theory refer to the process of writing to an audience, motivating an audience to believe and act in particular ways, and the methods for successfully achieving your aims. The principles of logic, ethics, and motivation have remained stable, although what might appeal or resonate with audiences certainly changes over time and cultural boundaries. These stable principles have continued to maintain their significance and relevance, because business writing is, at its core, a persuasive act. 


Question #3
How do I know if information is valid or reliable?
One of the primary responsibilities of an effective business communicator is the commitment to moral discourse. Because a writer is asking a reader or listener to think or behave in particular ways, it is essential that the goal of the communication is, at its base, ethical. One of the criteria for ethical discourse is the use of sound information. In an age of information proliferation and accessibility, evaluating the reliability and validity of resources is crucial. There are a number of assessment techniques which include reviewing critiques of an author’s work; examining affiliations of the author to determine possible vested interests; using citation indices to determine whether or not a resource or perspective has been cited by other experts; reviewing existing additional information to evaluate whether or not the source you want to use correlates with the greater body of knowledge; checking the internal consistency of the information (is a singular and non-contradicted position advanced and does all the data support that position?); and statistical analyses of data. 


Question #4
What are some examples of invalid reasoning?
A valid argument follows the principles of Toulmin’s model. There are, however, some common logical syllogisms used in business communication that violate the standards of sound reasoning. These include some of the following: 

· False Dilemma: presenting two opposing views when there are additional viewpoints advanced in the literature.

· Arguing From Ignorance: arguing that because it is not known to be true, it must be false, when in actuality the issues are still under investigation.

· Appealing to Emotions without Evidentiary Support: pathos, while important, needs to be logically linked to the evidence. Failing to provide evidence but appealing to someone’s fear of consequences is poor reasoning and unethical discourse.

· Ad Hominens style: attacking a person rather than a issue.

· Ad Populems: arguing that the prescribed behavior is the right behavior because, after all, everyone else is doing it.

· Appealing to Authority: presenting “expert” information that has never been stated or written by an acknowledged expert or presenting expert one-sided information when experts are still debating the issue and both positions can point to valid data. 

For additional fallacies you can examine, “Stephen’s Guide to the Logical Fallacies” at http://onegoodmove.org/fallacy/welcome.htm


Question #5
What is a well-organized business document?
A well-organized business document follows the expected conventions of the business community.  Typically, business writers use one of three approaches to organization: direct, pivoting, or indirect organization.

The most common approach is the direct plan, which begins with the main idea followed by supporting sentences and evidence.  The direct plan is useful for exposition, definition, illustration, and documentation; follows the principles of deductive reasoning; and works best with audiences that may already favor your position or ideas.

The pivoting paragraph begins with a limiting sentence followed by the main and supporting sentences. This plan is useful for comparing and contrasting.  For example, when crafting a document that compares the advantages of your product or services to the competitor’s, the pivoting plan is appropriate as an organizing feature.

The indirect plan begins with supporting evidence, and ends with the claim which follows the organizing principles of inductive reasoning.  This organizational format is useful for delaying bad news, for criteria-satisfaction arguments, and building foundations for resistant audiences. 


Question #6
What are motivational appeals?
Motivational appeals are used to provide impetus for an audience to act or behave in particular ways. Contemporary western motivational appeals are based primarily on Maslow’s Hierarchy of Needs. Maslow contends that humans have needs which guide behavior toward need satisfaction. Needs become more complex as our basic survival requirements are met. For example, human needs for belonging are important to an individual only if food, shelter, and clothing needs have been satisfied. Writers can use the hierarchy to situate appeals to particular audiences. It is important to remember, however, that motivational appeals do not effectively transcend cultural boundaries. What may be motivating to individualistic societies is not likely to move communal societies. Additionally, motivational appeals have been used in corrupt ways by unethical business communicators. Illegal profit motives have, for example, been subtly camouflaged by emotional appeals that appear to be virtuous. Fear appeals, not based in fact or actual consequence, have motivated audiences to relinquish personal funds without due cause. 


Question #7
What are the standard methods of reviewing business writing? How do I do it?
The standard method of reviewing business writing is proofreading. Five areas of interest in proofreading include spelling, grammar, punctuation, names and numbers, and format. When reviewing simple documents, on-screen proofreading is an efficient and effective method. Complex documents, however, should be proof read at a time removed from the time of completion, and are best proof read as hard copies. There also seems to be a natural tendency toward self-protection when proofreading your own work. It is more ego-gratifying to draft a perfect text than one with errors. When proofreading, psychologically prepare to find and address errors by remembering that a draft copy was never intended to be the final copy, and that a solid work performance is reliant not just on composition, but on editing well. 

Resource Links
  Argumentation/Persuasion: Logic in Writing
(http://owl.english.purdue.edu/handouts/general/gl_argpers.html)
Brought to you by the Purdue University Online Writing Lab, this page discusses the study of logic and their relationship to effective communication. 

  Aristotle's Rhetoric
(http://plato.stanford.edu/entries/aristotle-rhetoric/)
Stanford University’s online philosophical encyclopedia provides a robust description of Aristotle’s theories and the means of persuasion. 

  Articles of Intercultural Interest
(http://www.sietarhouston.org/articles/articles4.htm)
Understanding cultural differences is fascinating and challenging. Some differences are easy to comprehend. For example, the stress on individualism in the United States compared to the group and family orientation reflected in Asian countries. However, some differences are not that straight forward. This website by the Society for Intercultural Education, Training, and Research provides numerous resources on cultural differences and communication between cultures. 

  The Art of Rhetoric
(http://www.rpi.edu/dept/llc/webclass/web/project1/group4/)
This is a lucid account of ethos, logos, and pathos with contemporary examples of usage. 

  Business Letter Writing
(http://www.businessletterwriting.com/)
Multiple articles and links on business letter writing and the writing process are provided at this site. 

  Communication Problems
(http://www.colorado.edu/conflict/peace/problem/commprob.htm)
Multiple resources for communication problems including framing issues, misinterpretations, shifts in perspective taking and misinterpreted moves are provided here. In depth information can be accessed through the link on the bottom of the page. 

  Criteria for Assessing Quality Of Internet Info
(http://hitiweb.mitretek.org/docs/criteria.html)
Although written for the evaluation of health information, the criteria presented can be applied to a wide range of resources and one’s ability to assess their quality. 

  Critically Analyzing Information Sources
(http://www.library.cornell.edu/okuref/research/skill26.htm)
You can begin evaluating a physical information source (a book or an article for instance) even before you have the physical item in hand. Appraise a source by first examining the bibliographic citation. The bibliographic citation is the written description of a book, journal article, essay, or some other published material that appears in a catalog or index. Bibliographic citations characteristically have three main components: author, title, and publication information. These components can help you determine the usefulness of this source for your written work. 

  Cross-Cultural Communication Strategies
(http://www.colorado.edu/conflict/peace/treatment/xcolcomm.htm)
Provided by the Conflict Resolution Consortium, this page details strategies for communicating effectively across cultural boundaries. This page also provides useful links to additional resources. 

  Editing and Proofreading
(http://www.unc.edu/depts/wcweb/handouts/proofread.html)
A concise description of the revision process is provided on this page. 

  Employee Motivation in Practice
(http://www.accel-team.com/motivation/practice_00.html)
Although written for team motivation, the list of appeals by audience within business is useful for business communicators. 

  Ethics and Communication
(http://www.ivysea.com/pages/ethicsportal.html)
A brief text with additional links is provided on this page. 

  Evaluation Criteria
(http://lib.nmsu.edu/instruction/evalcrit.html)
An interactive site that provides a checklist for evaluating the reliability and validity of resource material is provided by the University of New Mexico. 

  Evaluation of Information Resources
(http://www.vuw.ac.nz/~agsmith/evaln/evaln.htm)
This page contains pointers to criteria for evaluating information resources, particularly those on the Internet. It is intended to be particularly useful to librarians and others who are selecting sites to include in an information resource guide, or informing users as to the qualities they should use in evaluating Internet information. 

  Organizational Formats for Writing
(http://www.powa.org/)
Everything has a form. In writing, the goal is to find a form that suits your material and purpose. This site helps clarify the issues and methods of organizing your writing. 

  Outlining
(http://web.princeton.edu/sites/writing/)
The basics of organizational formats are provided on this page by Princeton University. Follow this path: Writing Center > Writing Resources > Outlines. 

  Introduction: Audience
(http://writing.colostate.edu/guides/processes/audmod/index.cfm)
When you write, you communicate information to your readers. What you say depends on who will read what you are writing. 

  Overview: The Toulmin Method
(http://writing.colostate.edu/guides/reading/toulmin/)
From the Colorado State University Writing lab, this site details the Toulmin method and demonstrates how to use the method in contemporary writing. 

  Toulmin
(http://www.unl.edu/speech/comm109/Toulmin/)
From the University of Nebraska, the Toulmin project contains interactive links, definitions, and examples of Toulmin’s model of effective argument construction. 

  Writing Resources
(http://web.princeton.edu/sites/writing/Writing_Center/WCWritingRes.htm)
Multiple links and handouts are provided here at the Writing Center of Princeton University. 

  Writing Web Links
(http://www.learningcommons.uoguelph.ca/ByTopic/Writing/index.html)
Multiple resources and topics are covered on this site with links to useful information on the writing process. 




