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In recent years rhetoricians have taken a renewed
interest in rhetorical invention, the process by which
writers generate the ideas for their communica-
tions.! Many of the most recent general composi-
tion textbooks are emphasizing the role of invention
in the writing process and are presenting one or
more “heuristics”—systematic procedures—that stu-
dents can use to carry out the task of invention.?
The current scholarly literature in the field of rhet-
oric and composition includes newly developed
invention heuristics as well as much discussion of
invention heuristics both new and old.

Among the moest popular heuristics are those
developed from the Classical tradition of Aristotle,
Cicero, and Quintilian.? In the Classical period,
invention was a part of a rhetorical program intend-
ed primarily for persuasive communication in legis-
lative and legal contexts. But revised Classical
heuristics are now often applied to informative as
well as persuasive communication.

Perhaps the most intellectually impressive of the
modern heuristics is the tagmemic heuristic of
Young, Becker, and Pike.* Derived from contem-
porary linguistics and physics, the tagmemic

AS PROFESSOR FARKAS SAYS, THE HEURIS-
TIC IS AN OLD, USEFUL IDEA THAT HAS
STOOD THE TEST OF TIME. WHAT DO YOQU
THINK OF THE HEURISTIC HE HAS DE-
SIGNED? CAN YOU SUGGEST ANY MODIFICA-
TIONS OR ADDITIONS? SPACE ALLOWING,
WE WILL PRINT YOUR SUGGESTIONS. {KEEP
THEM SHORT!) '

heuristic is a powerful tool for enabling individuals
to think creatively and to find fresh perspectives
on problems.

Finally, one heuristic that is very- widely known

is the journalist’s 5 W’s—Who, What, Where, When,
and Why. This is a modest but practical heuristic
designed to ensure that the journalist does not leave
out any essential information from a news story.
Although the interest in invention has been direc-
ted mostly toward general composition, its value in
professional communication is increasingly being
recognized.’ My purpose now is to present a heuris-

tic designed specifically for business and technical
professionals. The tagmemic heuristic, the revised
Classical heuristics, and others as well can certainly
be valuable in business and technical communica-
tion. But they leave a special need unanswered.
One of the most distinctive and important features
of business and technical cominunication, both
written and oral, is the complexity of many com-
munication situations and the number of goals that
a single communication may have to achieve. This

" heuristic meets this need because, unlike other

heuristics, it is based onidentifying communication
goals. It enables the communicator to identify all
the goals that pertain to a particular communication
situation and to generate subject matter that will
achieve those goals.

This heuristic, which I call the Heuristic of Pro-
fessional Communication Goals, is a checklist made
up of six broad categories:

1. The audience will be able to make a practical
decision.

2. The audience will be able to perform a task.

3. The audience will become aware of practical
information requiring no immediate decision.

4. The audience will respond with intellectual
interest, human interest, aesthetic satisfaction, or
amusement.

5. The audience will be motivated to do some-
thing,

6. The audience will approve of you, your ideas,
or your organization.

Each category contains within it the goals of an
infinite number of individual professional cominu-
nications. Moreover, the six categories together en-
compass the full range of goals that a business or
technical person might have to achieve in his (or
her) professional communications. To use the heur-
istie, the communicator simply runs down the list
and applies each of the six categories to the com-
munication he is planning—asking in each case if
the communication being planned ought to achieve
a goal or goals belonging to that category. If the
answer is yes, the communicator states the goal in
terms specific to that communication situation.
Once the communicator knows what goals must
be achieved, he can usually retrieve from his



reservoir of information about the situation those
facts and ideas that are relevant to the goals. Here
is a demonstration of the heuristic at work.

An individual has been asked to write a memo
asking the employees of the organization if they
would like to have their paychecks deposited direc-
tly into their checking accounts. Looking at Cate-
gory 1 of the heuristic, the communicator might
say, “Yes, I want my audience, the organization’s
employees, to be able to decide whether or not to
participate in the plan. My memo must therefore
include all the pertinent provisions of the plan—
which banks are participating, when the money is
credited to the checking account, etc.” Probably
the heuristic has not so far reminded the communi-
- cator (whether an actual businessperson or a stu-
dent doing a casebook assignment}) of anything he
would not have thought of anyway. At Category 2,
the heuristic will remind the communiecator fo in-
clude instructions for enrolling in the plan, perhaps
even a tear-off form on the bottom of the memo.
Some students, certainly, would have otherwise
neglected to provide a means for the audience to
enroll in the plan. At Category 6, the heuristic
might well make a very important contribution to
the planning process. Most organizations offering
such a plan would want the individual writing the
meme to use the opportunity to generate good will
toward the organization. The memo, in other
words, should at least suggest that the direct deposit
plan is one more instance of the crganization’s in-
. terest in the well being of its employees. This goal,
I suspect, would have been missed by some students
and by some businesspeople as well. Internal com-
munications often fall to display any interest or
concern for employees even when it is good news
that is being communicated.

SIX CATEGORIES OF PROFESSIONAL
"COMMUNICATION GOALS

I will now draw a few distinctions concerning
each of the six categories of professional commu-
nication goals.

1. The audience will be able to make a practical
decision. A very large percentage of professional
communications, especially upward communica-
tions, are prepared to enable the audience to make
a decision. This category, it should be noted, con-
sists simply of providing the audience with the
necessary information for decision-making but
does not include motivating the audience to choose
a particular course of action.
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2. The audience will be able to perform a task.

~ Included here isany kind of “how to” information,

from a long training manual to a single sentence.
As before, this category does not include motiva-
ting the audience, just giving its members the ability
to perforin the task.

3. The audience will become aware of praf;tical
information reguiring no immediate decision. This
category includes communications conveying such
very routine information as ‘“The meeting will be
held in room 402 instead of room 604.” This in-
formation is very practical but there is no decision-
making involved, This category also includes rou-
tine business data which are not being used immed-
iately but which will eventually become part of a
decision-making process. Also included here are
non-routine messages to which no immediate deci-
sion is directly tied—for instance, your request to
research a particular problem has been denied or
your request for a pay raise has been approved.

4. The audience will respond with intellectual
interest, human interest, aesthetic satisfaction, or
amusement. This category c¢onsists of four sub-
categories linked in that the goals encompassed by
each have inherent appeal for audiences.

Intellectual interest can be defined as human-
kind’s natural curiosity about the world and inclina-
tion toward thinking and learning. The articles in
Scientific American, for instance, are usually read
for intellectual interest, rather than for job-related
reasons.

The talks that business and technical profession-
als give to non-specialist audiences are very often
intended to generate intellectual iriterest. Profes-
sional journals are read sometimes for intellectual
interest, and sometimes for job-related reasons (Cat-
egories 1, 2, and 3), but, most frequently, for a
combination of the two.

Communications intended wholly or primarily
to penerate human interest, aesthetic satisfaction,
or amusement are almost exclusively the province
of feature journalists, literary artists, and profes-
sional humorists, respectively. I nevertheless prefer
to include these three subcategories in the heuristic
because business and technical professionals do have
occasion to generate human interest, aesthetic satis-
faction, and amusement—as well as intellectual in-
terest—in short sections of longer communications.
Functioning not as goals but as means of generating
appeal, they help the communication achieve its
goals. For instance, there may be something amu-
sing included in a memo, aesthetic appeal in the
prose (or graphics) of an advertisement, an element
of intellectual interest in a report, or an element of



human interest—such as a personal profile on the
life of a scientist—included in a talk before lay-
people that is intended primarily to generate intel-
lectual interest in an area of research.

5. The audience will be motivated to do some-
thing. This goal includes motivating the audience
to perform an action of any kind. Notice that Cate-
gory 5 always encompasses within it Category 1
{decision-making), even though Category 1 can take
place without Category 5. When we think about
motivating audiences, we usually think of motiva-
ting through positive means; however, there are
negative means, such as threats.

6. The qudience will approve of you, your ideas,

or your organization. Gaining approval is much like

motivating through positive means; the difference,
of course, is that in gaining approval the communi-
cator is not trying to elicit any immediate, and pet-
haps not any particular, action from the audience.

There is also an ‘‘unofficial™ seventh category to
the heuristic. This category is not actually part of
the heuristic because it is not a category of profes-
sional communication goals. Rather it encompasses
almost all school assignments except for casebook

problems and other assignments that simulate *“‘real
world” situations. This goal can be phrased as fol- -

lows: The audience, your instructor, will recognize
that you have learned the assigned material or have
mastered the appropriate skills. Students, I believe,
should understand that school writing differs from
the instrumental writing of the real world in that
school writing has no real purpose other than to let
students display what they have learned to an audi-
ence who already knows much more about the sub-
ject than they do. Students do better assignments
when they clearly understand the special ground-
rules they are working under.

TEACHING THE HEURISTIC

The Heuristic of Professional Communication
Goals is simple and therefore very easy for instruc-
tors to teach and for students to learn. You can in-
troduce it to a class, explain the categories, and
help the class through a few practice runs in a single
_class period,

In the teaching of this, or any other, heuristic
the emphasis must be on the free play of the mind
rather than on right and wrong answers. Students,
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of course, must understand the categories, but two
students working on the same communication prob-
lem might come up with somewhat different goals,
and even with the same goal in inind might generate
very different subject matter for achieving it. Some-
times a person will generate an idea about presenta-
tion—otganization, style, etc.—rather than subject
matter. This too is perfectly acceptable. Communi-
cators, you will find, are especially likely to gener-
ate ideas about presentation when they try to give
appeal to a communication through one of the sub-
categories of Category 4. For instance, a cominuni-
cator trying to generate amusement may get the
idea of doing so not through the addition of subject
matter but through the stylistic device of inflated
diction, '

Just as the heuristic is easy to learn, it is easy to
use. Therefore, there is real hope that students will
carry it into their professional lives and use it on
the job. To ensure that my students use the heuris-
tic throughout the course and thereby become thor-
oughly familiar with it, I have them fill out planning
sheets for their assignments in which they list under

“each of the six categories the specific communica-

tion goal or goals they have drawn from that cate-
gory. The planning sheet also asks them to specify
and describe their audience.

A further aspect of teaching this heuristic is
the possibility of teaching it in conjunction with
other more complex and more, specialized heurist-
ics. This is feasible because the Heuristic of Profes-
sional Communication Goals takes so little time to
use. I have begun teaching the tagmemic heuristic
of Young, Becker and Pike.® As I noted before,
this is a powerful tool for fostering creative think-
ing and fresh perspectives. It is, therefore, an
excellent supplement to the Heuristic of Profes-
sional Communication Goals, especially in the case
of communications that must generate intellectual
interest. In addition, it is valuable not only for
communicating but for problem solving in general.
There are also heuristics designed specifically for
argument and persuasion.” These can be used to
supplement the Heuristic of Professional Commu-
nication Goals when the comimunicator is embark-
ing on a complex or difficult argumentative or
persuasive communication. I hope and expect that
in the coming years business and technical writing
will be enriched by the use of heuristics for rhetori-
cal invention.
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- Writing a Conclusion

Marvin Swift
. General Motors Instifute

Problem-centred reports in business and industry
generally have a section called “Summary of Re-
sults,” “Findings, Conclusions and Recommenda-
tions,” or simply ““Conclusion.” Whatever the label,
it certainly marks off the most important part of
the report—the part that everybody turns to and
reads with a critical eye. It may also be the most
difficult part to write, for a number of reasons.
Sometimes the difficulty lies with the problem itself,
If it has never been pinned down, then trying to
provide an answer to the unanswerable is an impos-
sibility; it amounts to chasing a will-o’-the wisp.
Sometimes the difficulty lies in the reasoning pro-
cess. The writer gefs so involved in the intricacies
of the data that he is hesitant to conclude anything
at all. And sometimes his difficulty is a psychologi-
cal one. He may be so intimidated by the fact that
his readers are also his superiors that he has trouble
saying what he would like to say.

There are other difficulties. This article examines
two of them: the semantic and the organizational,
The first has to do with the writer not getting tang-
led up in the key words that denote the critical ele-
ments comprising concluding material. The second

is that he arrange and locate the material such that

_ it will best meet the needs of all who must act upon
it. We begin with a review of the critical elements.

CONCLUDING ELEMENTS

A conclusion results from the investigation of a
problem, as shown below.

Needs and Assumptions: Department A needs
more workspace to increase its productivity. That
space requires {amaong other things) an eight-foot
ceiling height, which is impossible to obtain in the
present area.

Problem: Does the building across the street meet
the specification?

Procedure: The height is to be measured with a
yardstick and the readings averaged. '

Resultant Data: 8° 0,7 11-7/8, 7' 11-15/167".

Conclusion: The data average out at 7° 11-15/16"",
Since the specification calls for 8’ 07, the ceiling
does not meet the specification—it is not high
enough. Therefore Department A will have to stay
where it is. o .

The investigational process seems straightforward
enough, almost mechanical in its movement through
the various steps. But let us look at cone of them,
the conclusion, more closely.

First consider that the accuracy of the 77 11-
15/16” depends on the accuracy of the yardstick,
the accuracy of the individual readings, the number
of readings, and the way the data were statistically



