Good Communication Top Ten Tips

1. Try to anticipate all the different audiences that might see your communication. Consider your intended (and possibly unintended) audience. Knowing who your potential recipients may be is important because different people interpret things differently. In some cases, your recipient could misinterpret your communication altogether. Your potential audience includes your company's major competitors, contractors, other nonemployees who periodically work closely with your company, customers (large and small, loyal and fickle), disgruntled former employees, judges, juries, governmental regulators, noncompany attorneys, special interest and activist groups, company suppliers, and the press. 2. Communications can reach unintended audiences. Messages can reach unintended audiences through corporate espionage, discovery in lawsuits, regulatory compliance, or even the normal course of business. You should always assume that any message you write could get into the wrong hands. 3. Practice careful techniques in all your communications, including memos, letters, e-mails, phone calls, and face-to-face conversations. Poorly crafted communications can harm a company through public embarrassment, damaged reputation, and loss of customer goodwill. Poorly worded communications can result in lawsuits, injunctions, judgments for damages, government investigations, prohibitions against doing business with the government, and criminal prosecutions, not to mention huge litigation costs.
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4. The best business communications are factual. Business communications should be phrased so that any other person observing the same people, objects, or events described in your communications would agree with your descriptions. 5. Avoid using slang or figures of speech in your business communications. Someone who says, "That idea is cool" or "Her career is red hot," isn't referring to the literal temperature of the idea or career path but is using figurative language. Slang or figures of speech are usually employed to spice up the message and make it more interesting. The problem with figures of speech is that they can be hard to defend later when someone interprets them literally. 6. Shun racist, sexist, and demeaning terms in business communications. Stick with words and phrases that have neutral connotations for the potential audience. Words and phrases with overly positive or negative emotional associations are generally not recommended. Racist, sexist, or demeaning terms are far from neutral and should never be used. 7. Avoid humor, sarcasm, and exaggeration. Speak and write literally in your business communications. Although figures of speech can sometimes liven up mundane communications, they can also confuse or mislead, especially if the audience interprets them literally or has a different point of reference from yours. 8. Avoid stating opinions in your business communications. Like slang and figures of speech, personal opinions are discouraged in business communications. The problem with opinions, even carefully thought-out ones, is that they are based 2

on the facts known at the time the opinion is given and may also reflect some unstated assumptions. If you think an opinion is absolutely necessary, clearly state that you are giving an opinion, and qualify the statement if possible. 9. Include only relevant information. In careful business communications, relevance is the cardinal rule. Irrelevant information could add to the data outsiders might later use against you or your company. 10. Include only as much information as necessary. Closely related to the relevance of information is the amount of information in your communications. Avoid conveying either too little or too much information.
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