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PART I:

COMMUNICATION BASICS



We fly and
fight for a
living ...

... S0 why
should we care
about
communication
skills?



CHAPTER 1

A BASIC

PHILOSOPHY
OF
COMMUNICATION

This chapter covers:
How we define communication.
Why communication is important in today’s Air Force.
Characteristics of effective communication.

Common problems encountered when people try to communicate.

This is an exciting time to be in the United States Air Force! Our mission and our
operations tempo reflect the larger world around us—a world of rapidly accelerating
technology and nearly unlimited access to information. Airmen are successfully
accomplishing more missions with fewer people than ever before, and there is a constant
battle to cover the bases with limited resources. With many demands on their time, why
should the men and women of the Air Force care about effective communication? This
chapter answers that question, identifies five principles of effective communication, and
describes common speaking and writing problems.
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WHAT DO WE MEAN BY COMMUNICATION,
...AND WHY IS IT SO IMPORTANT?

comemueniecastion n 1: an
act or instance of transmitting
information; 2: a verbal or
written message; 3: a process
by which information is
exchanged between individuals
through a common system of
symbols, signs or behavior.

Why are we
here again?

4

Communication is defined as the process of sharing ideas, information and messages with
others. In the Air Force, most communication involves speaking and writing, but this
definition includes nonverbal communication such as body language, graphics, etc.

Any communication can be broken into three parts: the sender, the message and the
audience. For communication to be successful, the audience must not only get the
message, but must interpret the message in the way the sender intended.

Since communication requires effort, it should always have a purpose. If the purpose
isn’t clear to the audience, you will have a problem! Most Air Force communication is
intended to direct, inform (or educate), persuade or inspire. Often the sender has some
combination of these motives in mind.

Chapter 3 describes the process of determining your purpose and audience in detail, but
here are a few examples of Air Force communication targeted toward a specific
objective:
The headquarters staff (the sender)
writes a new policy on trip report procedures (the message)
and sends a copy to all subordinate units (the audience).
Purpose of this communication: to direct
An aircraft technician (the sender)
reports the results of an aircraft engine inspection (the message)
to his supervisor (the audience).
Purpose of this communication: to inform
A branch chief (the sender)
requests additional funding for new computers (the message)
in a meeting with the division chief (the audience).

Purpose of this communication: to persuade

—4-
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Most communication outside the Air Force falls in these categories as well. Can you spot
the purpose of each of the following sentences?

“You didn’t wash the car like you promised.”

“But Dad! Everyone else is going to the beach. Why can’t | go?”

“Son, | know you’re a fine young man, and fine young men keep their promises.”
“Aw, Dad...”

“Wash the car NOW!”

If you look carefully, you can see the efforts to inform, direct, persuade or inspire in this
common conversation.

COMMUNICATION, TEAMWORK AND LEADERSHIP

Communication skills are vitally important in any environment where teamwork is
important. Simply put, communication enables us to come together to accomplish things
better than we can accomplish as individuals. Communication skills are particularly
important for leaders. The ability to communicate a vision and direction, to motivate and
inspire others and to persuade our superiors are all essential in bringing people together to
achieve a common goal.

The military environment is unique, and much of its uniqueness requires extraordinary
communication skills. We operate highly technical equipment in a lethal environment
and we are held to very high standards by the country we serve. Miscommunication can
cause expensive mistakes, embarrass our organization and in some cases cause accidents
or even death.

A CALL TO ARMS...

This book is designed to give you tools and ideas that will help you learn to communicate
better ... and to teach others as well.

Both the Air Force and the large culture we live in are drowning in a sea of information.
Around-the-clock media coverage, universal electronic mail (e-mail), and the expansion
of the Internet and other electronic information sources make it difficult for us to sift out
the valuable information we need to accomplish our mission. Now, more than ever, it’s
important to communicate with clarity and focus.

The only way to become a better writer and speaker is to work at it—there are no short
cuts. The good news is that service in the Air Force will provide plenty of opportunities
for you to improve. Your communication skills will become stronger with practice,
regardless of your initial ability, and this book is designed to help you on your journey.

“Perseverance is a great element of success. If you only knock
long enough and loud enough at the gate, you are sure to wake
somebody up.”

— Henry Wadsworth Longfellow
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PRINCIPLES OF EFFECTIVE COMMUNICATION

Once you accept that communication is important, it’s important to understand what
makes communication succeed and what makes it fail. Most mistakes are caused by
forgetting one of five principles of good communication. This section addresses these
core principles, which we’ve organized to spell out the acronym FOCUS. It also
describes some of the most common mistakes that occur when you miss the mark.

@ FOCUSED: ADDRESS THE ISSUE, THE
WHOLE ISSUE AND NOTHING BUT THE
ISSUE

The first hallmark of good communication is that
it is focused—the sender has a clear idea of
purpose and objective, locks on target and stays
on track.

In staff or academic environment, writing and
speaking often attempts to answer a question
provided by either a boss or an instructor. In such
situations, the principle may also be stated as the
following:

Answer the question, the whole question and
nothing but the question.

Failure to focus comes in three forms:

fo-cus n

1. a state or condition
permitting clear perception or
understanding: direction; 2.a
center of activity, attraction or
attention; a point of
concentration; directed
attention: emphasis.

FOCUS Principles
Strong Writing and Speaking:

Focused

Address the issue, the whole issue and
nothing but the issue.

Organized

Systematically present your information
and ideas.

Clear

Communicate with clarity and make
each word count.

Understanding

Understand your audience and its
expectations.

Supported

Use logic and support to make your
point.

1. Answering the wrong question. This happens when
we don’t understand the assignment or what the audience

really wants. Have you ever written what you thought was an excellent paper, only to be
told you answered the wrong question or you missed the point? Have you ever asked
someone a question and received a long answer that had nothing to do with what you

asked?

2. Answering only part of the question. If a problem or question has multiple parts,
sometimes we work out the easiest or most interesting part of the solution and forget the

unpleasant remainder.

3. Adding irrelevant information. Here the communicator answers the question, but
mixes in information that is interesting but unnecessary. Though the answer is complete,
it’s hard to understand—it’s like finding that needle in the haystack.




A Basic Philosophy of Communication

Failure to focus can really hurt staff communication. Time and time again our efforts
crash and burn because we never carefully read the words or really listen to the speaker
for the real message ... for the specific question! Most executive officers will tell you
that failing to answer the question is one of the primary reasons staff packages are
dumped back into the laps of hapless action officers.

Chapter 3 provides suggestions on how to be clear on your purpose and avoid these
problems.

@ ORGANIZED: SYSTEMATICALLY PRESENT YOUR INFORMATION AND
IDEAS

Good organization means your material is presented in a logical, systematic manner.
This helps your audience understand you without reading your words over and over,
trying to sort out what you’re really trying to say.

When writing or speaking is not well organized, audiences become easily confused or
impatient, and may stop reading or listening. Even if you’re providing useful, relevant
information, your audience may underestimate its value and your own credibility.

Chapter 6 is full of suggestions on how to organize well. Problems with organization are
relatively easy to fix, and the payoffs are enormous. In these high-tempo environments, a
little effort on your part will save your audience a lot of time and pain.

® CLEAR: COMMUNICATE WITH CLARITY AND MAKE EACH WORD COUNT

This principle covers two interrelated ideas. First, to communicate clearly, we need to
understand the rules of language—how to spell and pronounce words, and how to
assemble and punctuate sentences. Second, we should get to the point, not hide our ideas
in a jungle of words.

People are quick to judge, and mangled, incorrect language can cripple your credibility
and limit acceptance of your ideas. Acceptable English is part of the job, so commit to
improving any problems you may have. Developing strong language skills is a lot like
developing strong muscles—steady commitment produces steady improvement. Always
remember that progress, not perfection, is the goal.

Grammar scares most of us, but the good news is that many common mistakes can be
corrected by understanding a few rules. Start by scanning our section on editing
sentences, phrases and words on pages 95-101. If you want to dig deeper, then check out
some of the books and Internet sites that address grammar and writing—contact your
local librarian or our References section for some suggestions.

Using language correctly is only half of the battle, though—many Air Force writers and
speakers cripple themselves with bureaucratic jargon, big words and lots of passive voice.
These bad habits make it hard to understand the message. See Chapter 7 pages 73-88 for
some suggested cures to these problems.
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@ UNDERSTANDING: UNDERSTAND YOUR AUDIENCE AND ITS
EXPECTATIONS

If you want to share an idea with others, it helps to understand their current knowledge,
views and level of interest in the topic. If you’ve been asked to write a report, it helps to
understand the expected format and length of the response, the due date, the level of
formality and any staffing requirements. It’s easy to see how mistakes in understanding
your audience can lead to communication problems, and 1I’m sure you’ve watched others
make this mistake. Check out Chapter 3 for some helpful hints on audience analysis.

® SUPPORTED: USE LOGIC AND sup port 1 information that
SUPPORT TO MAKE YOUR POINT substantiates a position.

v to furnish evidence for a position.

Most writers and speakers try to inform or
persuade their audience. Part of the
communicator’s challenge is to assemble and organize information to help build his or
her case. Support and logic are the tools used to build credibility and trust with our
audience.

Nothing cripples a clearly written, properly punctuated paper quicker than a fractured fact
or a distorted argument. Avoiding this pitfall is most difficult, even for good writers and
speakers. Logic is tough to teach and learn because it challenges the highest levels of
human intellect—the ability to think in the abstract. We slip into bad habits at an early
age, and it takes effort to break them. Chapter 4 provides practical advice on how to use
support and logic to enhance your effectiveness as a speaker and how to avoid common
mistakes.

SUMMARY

In this chapter, we defined communication as the process of sharing ideas, information,
and messages with others, and described how effective communication enables military
personnel to work together. To help writers and speakers stay on target, we introduced
five FOCUS principles of effective communication. In the next chapter, we’ll describe a
systematic approach to help you attain these principles and meet your communication
goals.

“Jargon allows us to camouflage intellectual poverty with verbal
extravagance.”

— David Pratt



CHAPTER 2

SEVEN STEPS

TO EFFECTIVE
COMMUNICATION:
AN OVERVIEW

This chapter covers:
e A systematic process to help achieve communication success.
e How this process helps attain FOCUS principles from Chapter 1.

e Where to find detailed information on each step in later chapters.

Chapter 1 introduced five FOCUS principles of good communication. In this chapter, we’ll
introduce a seven-step approach to hitting the target. Here you’ll get the big picture introduction,
but later chapters will describe each of the seven steps in greater detail.

You can tailor the steps to your own style and approach, but completing each of them will
increase your chances of speaking and writing success. These steps are not always used in
sequence, and for long and complicated assignments you may find yourself moving back and
forth between steps. That’s OK—it’s better to deviate from a plan, than to have no plan at all.
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PREPARING TO WRITE AND SPEAK: THE FIRST FOUR STEPS

Like many things, good communication
requires preparation, and the first four steps SEVEN STEPS FOR EFFECTIVE
lay the groundwork for the drafting process. COMMUNICATION
Though much of this seems like common
sense, you’d be surprised at how many people
skip the preparation and launch into writing
sentences and paragraphs (or speaking “off
the cuff”). DON’T DO IT! Good speaking
or writing is like building a house—you need
a good plan and a firm foundation.

@O ANALYZE PURPOSE AND AUDIENCE

“Where there is no vision, the people perish.”
— Proverbs 29:1&

Analyze Purpose and Audience
Research Your Topic

Support Your ldeas

Organize and Outline

Draft

Edit

Fight for Feedback and Get Approval

NogsdwDdhE

Too many writers launch into their project without a clear understanding of their purpose
or audience. This is a shame—a few minutes spent on this step can save hours of
frustration later, and help determine whether you end up looking like an eagle or a turkey.
You’re much more likely to hit the target if you know what and who you’re aiming at.

Carefully analyzing your purpose helps with FOCUS Principle #1: “Focused—answer the
question, the whole question and nothing but the question.” In some cases, if you take a
hard look at the purpose you might find that a formal paper or briefing might not be
needed. You’d be startled at how many briefings, paper documents and electronic
messages are processed in a typical day in a MAJCOM or wing. Formal communication
takes effort and costs money—make sure you don’t unnecessarily add to everybody’s
workload.

If you take the time to “understand your audience” (FOCUS Principle #4) and think about
their current knowledge, interest and motives, you’ll be better able to tailor your message
so that you’ll accomplish your purpose, regardless of what it is. Instructing a hostile
audience about changes in medical benefits will be different than inspiring a friendly
audience at a Veteran’s Day celebration, and writing for the general’s signature will be
different than writing for the base newspaper. Chapter 3 has lots of helpful suggestions
about analyzing purpose and audience.

@ RESEARCH YOUR TOPIC

“Truth is generally the best vindication against slander.”
— Abraham Lincoln

Remember that FOCUS Principle #5 states good communication should be supported
with information relevant to your point. Step Two—"“Research your topic”—qgives you
the raw material to build your case.

For many of us, “research” sounds intimidating—it brings back memories of painful
school projects and hostile librarians who wouldn’t let us sneak coffee into the building.
Don’t let the idea of research scare you. In the context of the seven-step approach,

-10 -
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research is the process of digging up information that supports your communication
goals. Think of it as “doing your homework” to get smart on your communication topic.
Chapter 4 is full of helpful advice on how to approach the challenge. For those of you
interested in academic research, Appendix 2 has additional information on the topic.

® SUPPORT YOUR IDEAS

“If you can’t dazzle them with brilliance, baffle them with bull.”
— Anohymous

Often our communication goal involves persuasion. In such cases, throwing information
at our audiences isn’t enough—we have to assemble and arrange our facts to support our
position. Different kinds of information gathered during the research process can be used
to form a logical argument. A logical argument is not a disagreement or a fight—it’s
how we assemble information to make decisions and solve problems.

At the same time we are trying to persuade others, others are trying to persuade us and
not all their arguments are airtight. A logical fallacy is a weakness or failure in the logic
of an argument. Chapter 5 describes logical arguments and several common logical
fallacies—allowing you to recognize mistakes in other’s arguments and avoid them in
your own.

Building logical arguments are part of everyday life. We build arguments when we
decide which new car to buy, who to nominate for a quarterly award or how we should
spend our training budget. You’ll find that many of the ideas described in Chapter 5 are
part of the way you think, even if you didn’t know the formal terminology.

@ ORGANIZE AND OUTLINE

“Organizing is what you do before you do something, so that when you do it,
it's not all mixed up.”
— Christopher Robin in A.A. Milne’s Winnie the Fooh

You know your purpose and audience, you’ve done your homework—it’s time to deliver
your message, right? Not so fast! Before starting to write sentences and paragraphs (or
deliver your speech), you’ll save time and frustration by organizing your thoughts and
developing an outline of how you are going to present your information.

Successful communicators organize their material logically and in a sequence that leads
their audience from one point to the next. Audiences often “tune out” a speaker or writer
who rambles on without a logical pattern. Poorly organized essays are a common
complaint in both civilian and military schools. Save yourself and your audience a lot of
pain—read Chapter 6 to learn different patterns and techniques to organize and outline
your material.

FOCUS Principle #2 states that good communication should be organized so that the
audience can efficiently understand your point. You’ve taken the first steps towards
accomplishing this principle when you take the time to organize and outline your work
before starting to write ... but how you actually draft and edit paragraphs will take you
the rest of the way.

-11 -
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DRAFTING AND EDITING:
WHEN THE FINGERS HIT THE KEYBOARD

The first four steps are identical for both writing and speaking assignments, but the
drafting and editing processes are somewhat different for the two forms of
communication. In this section we’ll describe the steps from a writing perspective, and
Chapters 9 and 10 will describe how the steps are adapted for Air Force speaking.

® DRAFT

“Writing is easy. All you do is stare at a blank sheet of paper until drops
of blood form on your forehead.”
— Gene Fowler

When we think about the writing process, we immediately think of drafting sentences and
paragraphs. If you’re uncomfortable with your writing skills, this step usually causes the
most anxiety. The good news is that your work on Steps 1-4 will make the drafting
process less painful and more efficient.

Once you’ve completed the preliminaries and are ready to write, there are several
practical ways to ensure you connect with your readers.

e First, get to the point quickly—use one or more introductory paragraphs to state your
purpose up front. Most Air Force readers don’t have the time or patience to read a staff
paper written like a mystery novel with a surprise ending.

e Second, organize your paragraphs so the readers know where you’re leading them,
and use transitions to guide them along.

e Third, make sure your sentences are clear and direct. Cut through the jargon and
passive voice, use the right word for the job and don’t make them wade through an
overgrown jungle of flowery words.

e Finally, summarize your message in a concluding paragraph that connects all the dots
and makes the message feel complete.

Chapter 7 is full of practical advice on drafting, and it takes a top-down approach. It
begins with preliminaries such as writing tone and formats, transitions to paragraph
construction, provides practical tips on writing clear, vigorous sentences, then concludes
with advice on overcoming writer’s block.

® EDIT

Experienced writers know that editing should be a separate, distinct process from
drafting. When you draft, you create something new. When you edit, you shift from
creator to critic. This change in roles can be tough, and no one wants to admit that his
baby is ugly. Remember that criticism and judgment are inevitable in communication.
The better you are at critically evaluating and correcting your own writing, the fewer
people will be doing it for you.

-12 -
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There are two important aspects of the editing process—WHAT you are editing for, and
HOW to edit efficiently. What to edit for is simple—remember those FOCUS principles
from Chapter 1? How to edit is a little more complicated, but we recommend starting
with the big picture and working down to details like spelling and punctuation.
Ironically, many people do just the opposite; they focus on details first. Some even think
that editing is all about the details. Nothing could be farther from the truth. Though
details are part of editing, they’re only part of the puzzle.

@ FIGHT FOR FEEDBACK AND GET APPROVAL

“Wisdom is the reward you get for a lifetime of listening when you’d have
preferred to talk.”
— Doug Larson

When you’ve completed the editing process and done what you can to improve your
communication, it’s time to move outside yourself to get feedback. We are all limited in
our ability to criticize our own work, and sometimes an outside opinion can help us see
how to improve or strengthen our communication. Your objective is to produce the best
possible product; don’t let pride of authorship and fear of criticism close your mind to
suggestions from other people. Also, what we write or say at work often must be
approved by our chain of command through a formal coordination process. Your
supervisor needs to see it, the executive officer needs to see it, then the big boss, and so
on.... Chapter 9 provides tips on how to give and receive feedback and how to manage
the coordination process.

SUMMARY

In this chapter, we summarized a systematic process—Seven Steps to Effective
Communication—that will help you achieve the five FOCUS principles. These steps
will help you improve your writing and speaking products. Each step is described in
greater detail in subsequent chapters.

THE BASIC STEPS... FOR MORE DETAILS, REFER TO:

1. Analyze Purpose and Audience Chapter 3

2. Research Your Topic Chapter 4

3. Support Your Ideas Chapter 5

4. Organize and Outline Chapter 6

5. Draft Chapter 7 (Writing); Chapter 11 (Speaking)
6. Edit Chapter 8 (Writing); Chapter 11 (Speaking)
7. Fight for Feedback and Approval Chapter 9

-18 -
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A systematic approach helps
when planning to write or
speak... check out the Seven
Steps in The Tongue and Quill.

Thanks for
the tip.

’,
d
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PART II:

PREPARING TO WRITE AND
SPEAK
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Beautiful report—logical,
well written... T just wish
it covered what I
needed...
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CHAPTER 3

STEP 1:
ANALYZING
PURPOSE
AND
AUDIENCE

This chapter covers:

e Evaluating purpose and emphasis in your communication.
e Drafting a purpose statement.
e Audience analysis—know yourself, your unit, and the audience.

e Tips for success with your audience.

In Chapter 2, we introduced the Seven Steps for Effective Communication. Now we’re going to
discuss the first of these steps in further detail. First and most importantly, you can save yourself
a lot of work by asking yourself if the PowerPoint briefing, memo, meeting, e-mail, you name it,
is going to help get the mission done or a task accomplished. In today’s fast-past work
environment, we don’t need to create unnecessary work for anyone.

-17 -
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Once you’re clear on the need for communication, Step 1 requires you to get clear on your
purpose and audience. As you’ll see in this chapter, these are not two distinct categories. The
characteristics of your audience will influence all parts of your message, and your purpose often
involves influencing your audience.

KEY QUESTIONS

Masters in the art of communication stay focused on their objective and approach audience
analysis seriously. The more you know about your audience, the more comfortable you will feel
writing that memo or delivering that briefing to the commander. Where do you start in this?
Here are some questions to help you begin to analyze your purpose and audience and get you on
the right track. We’ll discuss many of them in more detail later in the chapter.

e What is the overall purpose of the communication? Are you trying to make a change in your
audience? Are you writing just to inform your audience?

e If you had one sentence or 30 seconds to explain your specific objective, what would you
write or say?

¢ What format are you using to communicate? How much time do you have to prepare?

e Is there anything unusual about the time and place your audience will receive your
communication? (i.e., is it 1600 on a Friday before a holiday weekend?) A lengthy informative e-
mail sent out late on a Friday afternoon may not be appreciated or even worse—not read!

e Who will read this communication? Your boss? Your subordinates? Civilians? The
answers will have a direct bearing on the tone and formality of your message.

e What are the education levels, career fields and areas of expertise of your readers/listeners?

e Do you need to supply any background information, explanation of terms, or other
information to your audience? Does your audience have experience with the ideas and concepts
you are presenting?

e What does the audience think of you? Are you known and trusted?
e Isyour audience motivated to hear/read your communication?

e Do you need to coordinate your communication?

e Are you making promises your organization will have to keep?
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WHAT IS MY PURPOSE?

Most Air Force writing or speaking falls under one of the following purposes: to direct, inform,
persuade or inspire. Your task is to think about the message you want to send (the “what”) and
make some sort of determination what your purpose is (the “why”). Some communication has
primary and secondary purposes, so don’t Kill yourself trying to make sure your message fits
neatly in one of these categories. Once you decide the purpose, you’ll know where to place the
emphasis and what the tone of your communication should be. Here’s a quick synopsis of these
purposes and how they might work for you.

e To Direct. Directive communication is generally used to pass on information describing
actions you expect to be carried out by your audience. The emphasis in directive communication
is clear, concise directions and expectations of your audience.

e To Inform. The goal of informative communication is to pass on information to the
audience. The communication is successful if the audience understands the message exactly the
way the speaker or writer intended. The emphasis in informative communication is clear, direct
communication with accurate and adequate information tailored to the education and skill levels
of the audience. Audience feedback and interaction may be appropriate in some situations to
make sure they “got the message.”

e To Persuade. Persuasive communication is typically used when you are trying to “sell”
your audience on a new idea, new policy, new product or change in current operations. Though
emotions are one tool of persuasion, most persuasive communication in the workplace requires
convincing evidence put together in a logical way. Audience analysis is critical, because
different audiences have different views on what evidence is convincing. Since the purpose is to
guide your audience to a specific course of action, you cannot overlook tone and delivery.
Chapter 5, Supporting Your Ideas, describes how to build your persuasive skills.

e To Inspire. One final purpose for writing or speaking that doesn’t get much attention but is
frequently used in the military is to inspire. As you climb the leadership ladder you will
increasingly be requested to perform retirements, promotions, commander’s calls—opportunities
where you will want to inspire the audience with your profound insight on someone’s career or
possibly your philosophy on leadership. Although protocol drives portions of these events, the
opportunity to send a personal message and inspire the audience should not be overlooked. The
emphasis in inspirational communication is delivery, a thorough knowledge of your topic and
likewise your audience.

Regardless of whether your mission is to inspire, direct, persuade or inform, there are general
principles that apply to almost all communication. See “Tips for Success” at the end of this
chapter to round out your portfolio for analyzing purpose and audience.
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GET CLEAR ON YOUR BOTTOM LINE: DRAFTING A PURPOSE STATEMENT

OK, we’re making progress. You have a feel for the general purpose of your communication (to
direct, inform, persuade or inspire), but what is your “bottom line” you need to communicate to
your audience? If you have difficulty nailing down your objective, your audience will be equally
confused.

One way to make sure you’re clear on your objective is to write a purpose statement, which is
one sentence that captures the essence of what you’re trying to do—your “bottom line.” It’s the
one sentence you’d keep if you were allowed only one.

Developing a clear purpose statement will help you in two ways:
e It will help you FOCUS as you develop your communication.
e It will help your audience FOCUS when you deliver your message.

Think about it; your audience wants a clear statement of your position and where you are going.
This is especially true when your audience consists of higher-ranking individuals with many
demands on their time and issues requiring their attention.

Let’s look at some examples of draft purpose statements:

Purpose Statement: To inform individuals in the Civil Engineering Squadron about new
policies on hazardous waste disposal.

Purpose Statement: To encourage (inspire) at-risk high school students to work hard, stay in
school and have hope in the future.

Purpose Statement: To persuade the division chief to buy three laptops for use during official
travel.

As we’ll mention in Chapter 5, you may update your purpose statement after researching your
topic. (For example, you might find out you need four laptops, not three.) Even if it isn’t locked
down, a draft statement will help guide your research and support efforts.

ANALYZING PURPOSE: OTHER ISSUES

Knowing your “bottom line” is not the end of analyzing purpose. Here are some questions you
want to ask to make sure you look at all parts of the equation. The answers will help refine your
purpose and shape your entire project.

e What format will I use to communicate? Today’s commanders are increasingly more
vigilant of the value of their troops’ time—and their own. Make sure that the communication is
required and that you select the most appropriate format for delivery. Think about how much
time you will have to deliver your message before you go any further. Will you have 2 minutes
in a staff meeting with the general that starts in 1 hour? One hour at your commander’s call next
week?

e How much time do I have to prepare my communication? The breadth and scope of a
report your boss needs the next day will be different than a staff project due by the end of the

fiscal year. What’s the suspense? How long is it going to take to write the report? Be sure to
budget adequate time for all “Seven Steps,” especially “Researching your Topic” (Step 2),
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“Drafting” (Step 5), and “Editing” (Step 6). If coordination is part of the master plan, it will also
affect your timelines.

There’s more to successful communication than getting clear on purpose. There’s always that
human factor, and in the communication game that translates to analyzing your audience.

AUDIENCE ANALYSIS: THE HUMAN FACTOR

As stated in Chapter 1, all communication involves a sender, a message and an audience. “A”
sends the message (either verbally or in writing) with a specific intended meaning to “B.” “B”
receives the message, processes the message and attaches perceived meaning to the message.
This is where it gets interesting. Did the intended message actually get to “B” (or not to “B”—
that is the question)? Was the perceived meaning what “A” intended? If not, why not? Ah, thus
begins our journey into audience analysis.

KNOW YOURSELF: Before you look around, you need to look in the mirror. Knowing your
strengths and weaknesses will help you meet your communication goals.

e Do you do better with certain communication formats than others? Be aware of your
personal strengths. If you know that you’d rather be buried in a pile of fire ants than speak in
public, you may choose to send your message in writing—if that’s an option. If not, spend some
time in Chapter 10 and improve your speaking skills!

e Are you an inexperienced briefer that needs notes? If so, make sure they are written in a
format that is easy to refer to while the general is listening intently and watching the beads of
sweat form on your forehead.

e Do you have expertise in the area? If so ... great! But don’t lose your audience with lots of
lingo and unfamiliar jargon. You may think it’s cool; others may not. On the other hand, if you
lack expertise in the area, you will need to focus your research to beef up on unfamiliar territory.
Remember, there’s always someone in the crowd that knows as much or more—no pressure!

e What is your relationship with the audience? Are you personally familiar with them? You
may be able to present a more informal briefing or written document if you know this is
acceptable to the audience. See the section on tone for more guidance.

KNOW YOUR ORGANIZATION: Once you’ve taken a hard look at yourself, you need to
take a look at your work environment and your organization. In the military we rarely act or
speak in a vacuum. Often we represent our organization, unit or functional area and must
understand them and accommodate their views, capabilities or concerns in our communications.
The following questions may help bring things into focus.

e Am | promising something my organization can deliver? (You can substitute boss or
personnel for organization.) If not, why are you bothering?

e Iswhat I’m saying consistent with previous policy or operating philosophy? If not, you need
to shift to a persuasive tone and explain why your approach warrants a change or breach in

policy.
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e Who needs to coordinate on this? Who else owns a piece of this action? The coordination
game can be a mind maze, but if you leave a key player out, you will undoubtedly hear about it.

KNOW YOUR AUDIENCE: The receiving audience falls into one of four sub-categories.
Depending on the type of communication and coordination necessary, you may or may not deal
with each and every one of these.

e Primary receiver: The person you directly communicate with either verbally or in writing.

e Secondary receiver: People you indirectly communicate with through the primary
receivers. Let’s say, for example, that you’re a group commander. You send a written memo to
the unit’s first sergeants (primary receivers) identifying establishments near your base that are
now designated “off limits” to the troops. The first sergeants post these areas in the squadron
orderly rooms for “widest dissemination.” The secondary receivers would be the troops that read
(and hopefully heed!) the commander’s directive.

e Key decision makers: These are the most powerful members of the audience ... the ones
that really make the decisions. Knowing who they are will help focus your attention and
potentially your delivery in larger briefings and certain written communication.

e Gatekeepers: These are people in the chain that typically review the communication before
it reaches your intended audience. Knowing who they are and what their expectations are can
save you embarrassment and help ensure your success in the long run. We all know that
administrative assistants are keenly aware of their bosses’ preferences. Listen to their inputs!

“Therefore | say: Know the enemy and know yourself; in a hundred battles you will never
be in peril. When you are ignorant of the enemy but know yourself, your chances of
winning or losing are equal. If ignorant of your enemy and of yourself, you are certain in
every battle to be in peril.”

—5Sun Tzu

Sun Tzu was ahead of his time. He knew the importance of audience analysis! We’re not
recommending you view your audience as “the enemy,” but Sun Tzu had the right idea. Read on
for some final tips for connecting with your audience.
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TIPS FOR SUCCESS WITH YOUR AUDIENCE

e RANK—don’t be afraid of it. Differences in military rank can be a real barrier to
communication in the Air Force. Too many of us become tongue-tied when communicating with
those senior in rank, and cursory or impatient with those who are junior in rank. We must
constantly remind ourselves we are all communicative equals and should strive to be candid,
direct and respectful with everyone.

e JARGON—tailor to your audience. Don’t overestimate the knowledge/expertise of your
readers, but don’t talk down to them either. Be careful with excessive use of career-field specific
jargon and acronyms. Yes, they are second nature to most of us in the military, but you can lose
your audience with unfamiliar terminology.

e Be INCLUSIVE—remember our diverse force. Sometimes we inadvertently exclude
members of our audience by falling into communication traps involving references to race,
religion, ethnicity or sex. Remember this concept when designing your visual support. Your
visual aids should show a range of people who represent our Air Force. Avoid traditional
stereotyping of jobs based on sex or race. Inclusiveness also applies to humor. Humor is not
universal, and joke telling is the biggest area where otherwise sensitive people unknowingly get
themselves into trouble. Knowing your audience and adhering to good taste and sensitivity will
keep you in check.

e TONE—it’s not just what you say, it’s how you say it. Closely tied to the purpose of your
communication is the tone you take with your audience. Speakers have gestures, voice and
movements to help them communicate. Writers only have words on paper. How many times
have you seen colleagues get bent out of shape over a misunderstood

e-mail? Why? Because the nonverbal signals available during face-to-face communication are
absent. Recognize this disadvantage in written communication and pay close attention to it.
Words that carry uncomplimentary insinuations (ignorant, opinionated) make negative
suggestions (failure, impossible) or call up unpleasant thoughts (liable, unsuccessful) can
potentially defeat your purpose.

e COURTESY—Dbe polite (please!). The first rule of writing is to be polite. Forego anger,
criticism and sarcasm—strive to be reasonable and persuasive. Try not to deliberately embarrass
someone if it can be avoided with a more tactful choice of words. Rudeness is a weak person’s
imitation of strength.

e Make it PERSONAL—Dbut it’s not all about you! When appropriate, use pronouns to
create instant rapport, show concern and keep your reader involved. Using pronouns also keeps
your writing from being monotonous, dry and abstract. The pronouns you’ll probably use the
most are you, yours, we, us and our. Use I, me, and my sparingly. One rule of business writing
is “put your audience first,” so when possible, avoid using | as the first word of an opening
sentence and avoid starting two sentences in a row with we or I unless you’re trying to hammer
home a point. These guidelines will help you to avoid sounding self-centered and repetitive.

e Be POSITIVE. To cultivate a positive tone, give praise where praise is due; acknowledge
acceptance before focusing on additional improvements; and express criticism in the form of
helpful questions, suggestions, requests, recommendations, or clear directives rather than
accusations. When having to give bad news, lead with a neutral comment before jJumping in
with the bad news. Save the positive for the closing by offering alternatives, etc. Stay away
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from using clichés, restating the refusal, hiding bad news in a fog of wordiness and inappropriate
apologizing. Your audience always appreciates sincerity and honesty. To get you started
thinking “positive,” listen for the tone of the following sentences:

Commanders will recommend only qualified persons for training. [Constructive]

Commanders may not recommend for training any person who is not qualified. [Destructive]

Positive Negative

reception area waiting room
established policy old policy

change of schedule postponement

confirm meeting reminder

competition is keen opportunity is limited
start writing well stop writing badly

use the big hoist don’t use the small hoist
the cup is half full the cup is half empty

e FORMAL (“To be, or not to be”) versus INFORMAL (“hey dude”). Different
communication situations require different levels of formality. The informal tone is more like a
conversation between you and your reader, and it is characterized by clear, direct, active
language. In today’s Air Force, most of your writing will be informal, though ceremonies and
awards may require more elaborate (formal) language. Whether your tone is formal or informal,
you still need to follow the accepted rules of grammar. In any case, the best advice is to keep
your writing clear, concise and simple. We’ll cover this in more detail under “drafting clear and
concise sentences” in Chapter 7.

SUMMARY

This chapter covered the key concepts of analyzing your purpose and audience—the first step
towards developing effective communication. Getting clear on your purpose early in the process
helps you focus your preparation. Taking the time to understand your audience will help you
tailor your message to their knowledge, interests and motives. Once you’ve determined your
purpose, nailed down your purpose statement, and carefully analyzed your audience, you need to
do some homework on your topic...

...it’s called R-E-S-E-A-R-C-H.
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This chapter covers:

CHAPTER 4

STEP 2:

RESEARCHING
YOUR TOPIC

Things to think about before getting lost in the library.
Where to go to get information.

Internet searches.

Tips for evaluating sources.

A list of useful references for Air Force personnel.

Whether your communication goal is to persuade or inform, you’ll need more than fancy
words to win the day—you’ll need substance as well as style. Once you’re clear on your
purpose and audience (Step 1), you’ll need to research your topic to uncover information
that will support your communication goals.

In some ways, research has never been easier—electronic databases and the Internet give
us access to quantities of information unthinkable 20 years ago. But new opportunities
bring new challenges. With so much information, how do we find the data we need to
meet our purpose? And how do we know a source should be trusted? This chapter gives
some basic suggestions that will be useful in nearly any assignment.
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BEFORE YOU HIT THE LIBRARY

Okay—you need to research your topic ...
?

Ihf[)t\;v do )IIOU Iappr.oach the,ltla;k' It y(])cu do ad describe a multistep investigation process

Ittie ear y_ planning, you ) € more tocuse used to either answer a question or solve a

and effective when searching for data. problem. Academic research expands

knowledge by finding answers to
questions, while nearly all military staff
research revolves around identifying and

Chapter scope and related sections

The word “research” is often used to

For simple projects, planning means spend a
few quiet moments thinking about your task.

For longer projects, you may write out a solving problems. This chapter
detailed research plan. Regardless of the emphasizes information retrieval and
scope, think through these issues: evaluation of sources, and will not

. describe the end-to-end process associated
e Review the purpose and scope of the with academic research (which is covered
overall project. in Appendix 2), or details of systematic

problem solving (which is described in the

After completing Step 1, Analyzing Purpose Military Staff Study chapter).

and Audience, you should have a good idea of
what you need, but sometimes your purpose
and scope may evolve as you learn more about the topic. You may also need to do some
preliminary research just to get smart enough to scope out the effort. If you’ve been
handed a vague topic, try to get some feel for how far you should go in your research,
what you can realistically do, and where you should stop.

e Assign yourself a deadline for the research effort.

It’s easy to get lost in the research process. Don’t do an outstanding job of data retrieval,
then a marginal job on the presentation because you ran out of time. For larger projects,
assign yourself a time budget for the data-gathering process.

o Ask the boss—Are there unusual sources or knowledgeable individuals you
should seek out?

Your boss gave you this research problem for a reason—nhe or she thought that you were
capable of finding the answer. Even if you can eventually find the answer on your own,
you might save some time by asking for suggestions on where to start. An early vector
could be particularly helpful if you’re working on a practical problem that’s “local,”
specialized, or requires information that isn’t available to the general public.

e How much do I know about this topic and what are my biases?

Before you look for answers outside yourself, look in the mirror first. You may have
valuable knowledge about an assigned research project, but you need to acknowledge and
guard against your own biases in working a research problem. It’s tough to keep an
unbiased attitude; in fact, it’s probably impossible if you know anything about the subject
in question. The good news is once you realize you may be biased, you’ll be less likely to
automatically dismiss data that’s not consistent with your personal philosophy.
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WHERE SHOULD | LOOK FOR INFORMATION, AND WHERE DO | START?
Three things will probably influence how you approach the data gathering process:
e Your research topic.

e Your experience as a researcher, and your expertise in this research area.

e Your experience with Internet and electronic database searches.

If you are seeking information that’s publicly available and are comfortable with
electronic search tools, you’d probably start with the Internet. If you are dealing with a
local problem, a sensitive topic, or feel uncomfortable with the research process or search
technology, you’ll probably want to start by talking to another person. Regardless of the
order you approach them, here are four major categories of information:

® COWORKERS AND BASE PERSONNEL that you can easily meet face-to-face
may be subject matter experts on your topic. They may also know where you can get
valuable information on local projects, even if they are not subject matter experts
themselves. The person who gave you the research assignment may also be a resource.
Get clear on the big picture and be specific when you ask others for information—you’ll
save everybody’s time.

@ YOUR OFFICE FILES AND REFERENCES, both in paper form and on your
computer network, may be valuable sources of information. We haven’t totally evolved
to a paperless workplace, but in most offices, a great deal of current information on
policies and procedures is contained on the office computer network. Paper files are still
used for correspondence, sensitive information and older archives. Each office has its
own policies—check them out.

In addition to office files, larger units typically produce unit histories that can be very
useful for staff research. They tell what happened, when it happened, why it happened
and where it happened. A good history also shows how past experiences relate to current
plans and how recent experiences relate to future plans.

® THE INTERNET—Become an instant expert on anything without leaving your
chair! The amount of information available from your desktop computer has exploded
over the last decade. The web can be intimidating for those who didn’t grow up with
computers, but set your fears aside—the payoffs are enormous. The two biggest
challenges in using the Internet are (1) finding the information you need, and (2) sorting
out what you can believe and what you can’t. Remember—anyone with an ax to grind
can build a web site, and there’s no one out there checking to see if the facts are even
remotely correct. It’s an interesting environment—information ranges from official,
credible sources to the lunatic fringe, and web sites may appear and disappear without
notice. Later in this chapter, we’ll give you details on searching the net and evaluating
what you find.

97—



The Tongue and Quill

@ THE LIBRARY—Libraries have unique benefits for the researcher:

e Librarians (real, honest-to-goodness humans!) who can help you find information and
give basic research advice.

e Free access to books and periodicals—maost of which aren’t available on the Internet.
e Free access to the Internet and electronic databases.
o Interlibrary loans that let you get at nearly any book in print—even at small libraries

Though the Internet is a convenient source of information, a great deal of information
needed for serious research is not on the Internet—it’s still found in books and
periodicals. Libraries purchase these sources, and then give you free access to them.
Isn’t America great?

Someone other than the author has critically reviewed most information you find in a
library. The end result is less trash and outright errors than you find out on the Internet.

Public libraries are available in most bases and cities ... and don’t forget about your local
college or university! Even if you can’t borrow books, many of them allow nonstudents
to visit and read books.

“Virtual libraries” are another important resource—they’re web sites that give you access
to several library resources. Though these can be reached through an Internet browser,
the information meets the same quality standards as the material in the physical library.

Air University Library’s World Wide Web page—PortAUL—is an example of a virtual
library that contains several on-line research tools and traditional library resources. They
include access to search engines, full-text bibliographies, online library assistance, full-
text periodicals, relevant research links and assignment assistance for the Professional
Military Education (PME) schools located at Maxwell Air Force Base. PortAUL is
available online at http://www.au.af.mil/au/aul/aul.htm.

HOW CAN | ACCESS THE INTERNET TO GATHER DATA FOR MY RESEARCH?
e For the computer phobic: the absolute minimum you need to know.

There is nothing to fear but fear itself. But seriously, accessing the Internet is easy ...
even if you don’t want to spend any time learning about it. If someone gives you a web
site address, just open your Internet browser software and type it in exactly as it is given.
If you DON’T know exactly what you want, you’ll need to use a search engine to find
web sites that have useful information. Search engines use key words and phrases to
search the Internet. Some allow you to type in questions, and most have catalogues that
sort a limited number of sites by topic.

One popular and user-friendly search tool worth mentioning is Google. To get to Google,
simply type www.google.com into your Internet browser. Once you are at the site, type
in a few words or phrases that describe the main concepts of a topic. Google only returns
web pages that contain all the words you type in, making it easy to refine or narrow your
search.

¢ Refining your keyword searches to improve search efficiency.
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Once you’re comfortable with the Internet, you may want to learn some tricks to improve
your search efficiency.

Use “and” or the plus symbol “+” to make sure that your search engine gives you pages
that have all the words you enter. For example, either of these searches will keep you
away from sites that describe military aviation, but not military aviation accidents.

Military AND aviation AND accidents
Military+aviation+accidents

Use “not™ or the minus symbol ““-” to eliminate sites with unrelated words that clutter
your search. For example, if you’re looking for Windows 95 information but keep
getting Windows 98 or Windows 3.1 sites, you can eliminate them by using the following
search:

Windows -98 -3.1

Windows NOT 98 NOT 3.1 Fun fact: The words AND,
. . OR and NOT, when used
The Google search engine requires a space before the between keywords in a
minus sign. database search, are called

. . . Boolean operators. Boolean
Using Quotation Marks (* ”) to get web sites that have operators were developed in

your search words in the order you specify. For example, I e 18005 by George Boole,

(13 L)

an English mathematician.
Boolean operators are

gives a much tighter search than heavily used in the design of
electronic circuits.

“Operation Desert Storm”

Operation+Desert+Storm

Combining Operations: Once you’ve got the basics down, you can combine operations.
For example:

“Operation Desert Storm” AND “Air Operations”

gives you relevant sites on the war in the air. If you don’t want to hear about Gulf War
Syndrome, you can subtract it out:

“Operation Desert Storm” + “Air Operations” — “gulf war syndrome”

Internet searches require some judgment. If you don’t use enough keywords to narrow
your topic, you’ll end up spending a lot of time scanning sites and trying to find the ones
that are most relevant. On the other hand, a tightly focused search might overlook a
relevant citation. There are no easy answers, but through trial and error you’ll probably
find the balance that works for your particular topic.

Search Engine Options. If you’re having trouble finding material on your topic, you
might try more than one search engine. Different search engines may yield different
results, and some specialize in certain fields of study. To find out more details, do an
Internet search for current rankings and recommendations.

Though anything on the web is subject to change, here are some of the top rated search
engines at the time of publication: Google, Alltheweb.com (fast), Yahoo, MSN Search,
Lycos, Ask Jeeves, AOL Search, Teoma, Wisenut, Altavista and Netscape Search.
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Specialized Military Search Engines. Several search engines located on the Internet are
tailored to search for military and government information. FirstGov, Jane’s Defence
Discovery Search, Searchmil.com and Google!Unclesam may be useful for such topics.
Call’s Military Domain Search Engine (http://call-search.leavenworth.army.mil/) also
searches multiple military related sites, including CALL, Army, Army Field Manuals,
Army regulations, Corps of Engineers, Early Bird, Joint Service, Mitre Corp., NATO,
Navy, Rand, USAF, USCG, and USMC sites.

Metasearch Engines. Meta search engines search other search engines. Since they
often search smaller, less well-known search engines and specialized sites, they are a
good choice if you are struggling to find relevant materials on your topic. Again,
consider an Internet search to find out if one of these engines specializes in your field of
interest. Flipper, Iboogie, Infogrid, Infonetware Real term search, Ithaki, Ixquick,
Kartoo, Profusion, Qbsearch, Query Srver, Searchonline, Vivisimo, Dogpile, Excite,
Metacrawler and Webcrawler.

EVALUATING THE QUALITY OF INTERNET SOURCES

Once you’ve found web sites on your topic, you need to decide which ones to take
seriously. Some feel that a positive attitude is key to success in life, but in the case of the
Internet, your attitude should be deep suspicion unless the source is official and you can
confirm the site is what it pretends to be. There are lots of credible web sources with a
known pedigree (the Air University Library, for example), but there are also many sites
that are either factually incorrect or deliberately misleading.

When looking at a web site, ask yourself some questions. Who is responsible for the web
site, and can you confirm that? How distant are the authors from the “event” they are
writing about? (See page 32 for a description of primary, secondary and tertiary sources.)
What are the authors” motives? Are they part of a group whose goal is to influence
public opinion or to sell you something? Are there things about the site that make you
question its accuracy, objectivity or currency? Take a look at the checklist on the next
page for more specifics to add to your paranoia.

Another way to build confidence in the information you gather is to seek confirmation of
the facts from multiple sources. The weaker the source, the more important it is to get a
second opinion before believing it. Most of us instinctively do this in the workplace—we
have a very short list of people we absolutely believe every time they open their mouths
(these folks usually don’t talk much!), we have a longer list of people who are right most
of the time, and then there’s usually one or two who have no credibility whatsoever. If
the issue is important and you want to be sure, try to get the answer in stereo.

The less you know about a topic, the more authoritative the
sources sound.
— Quill Law of Research
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How to Recognize an Informational Web Page

An informational web page is one whose purpose is to present factual information. The URL Address
frequently ends in .edu or .gov, as many of these pages are sponsored by educational institutions or
government agencies.

Examples: Dictionaries, thesauri, directories, transportation schedules, calendars of events, statistical
data, and other factual information such as reports, presentations of research or information about a
topic.

Questions to Ask About the Web Page

NOTE: The greater number of questions listed below answered “yes,” the more likely it is you can
determine whether the source is of high information quality.

Criterion #1: AUTHORITY

Is it clear who is responsible for the contents of the page?

Is there a link to a page describing the purpose of the sponsoring organization?

Is there a way of verifying the legitimacy of the page’s sponsor? That is, is there a phone number or
postal address to contact for more information? (Simply an e-mail address is not enough.)

Is it clear who wrote the material and are the author’s qualifications for writing on this topic clearly
stated?

If the material is protected by copyright, is the name of the copyright holder given?
Criterion #2: ACCURACY

Acre the sources for any factual information clearly listed so they can be verified in another source?
Is the information free of grammatical, spelling, and typographical errors? (These kinds of errors not
only indicate a lack of quality control, but can actually produce inaccuracies in information.)

Is it clear who has the ultimate responsibility for the accuracy of the content of the material?

If there are charts and graphs containing statistical data, are they clearly labeled and easy to read?

Criterion #3: OBJECTIVITY

Is the information provided as a public service?
Is the information free of advertising?
If there is any advertising on the page, is it clearly differentiated from the informational content?

Criterion #4: CURRENCY

Are there dates on the page to indicate the following:
When the page was written?
When the page was first placed on the web?
When the page was last revised?
Are there any other indications that the material is kept current?
If material is presented in graphs and/or charts, is it clearly stated when the data was gathered?
If the information is published in different editions, is it clearly labeled what edition the page is from?

Criterion #5: COVERAGE

Is there an indication that the page has been completed, and is not still under construction?

If there is a print equivalent to the web page, is there a clear indication of whether the entire work is
available on the Web or only parts of it?

If the material is from a work which is out of copyright (as is often the case with a dictionary or
thesaurus) has there been an effort to update the material to make it more current?

NOTE: This checklist is the original Web version. The authors’ book Web Wisdom: How to Evaluate
and Create Information Quality on the Web contains a revised and expanded version. Copyrighted by
Jan Alexander and Marsha Ann Tate 1996-1999.
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PRIMARY, SECONDARY AND TERTIARY SOURCES: HOW CLOSE IS A
SOURCE TO WHAT IT REPORTS?

When evaluating a source, one factor to consider is the distance between the writer and
his or her subject. Since people and their research are often misquoted, it’s better to refer
back to original material than rely on someone else’s interpretation of existing work.
This is true for research published in books and print journals, as well as Internet sites.
The material you find can be classified as either a primary, secondary or tertiary source.

A primary source is a first-hand account of an historical event, a physical artifact or
record of that event or a description of research written by the people that actually
performed it.

A secondary source is one step removed from the event or research. It documents the
findings of someone else who took the time to review primary sources.

A tertiary source summarizes findings published in secondary sources.

Let’s look at some examples. If you were doing research on a friendly fire incident,
primary sources would include interviews of the parties involved, radio recordings, gun
camera footage and black box recordings. The Summary of Official Findings published
by the investigation board would be a secondary source. A tertiary source might be a
magazine article that quoted the Summary of Official Findings as part of a larger
discussion on the topic.

If you wanted to learn about the foundations of logic and persuasion in Western culture, a
primary source would be essays on the subject by the Greek philosopher Aristotle, a
secondary source would be an academic textbook that refers back to these writings, and a
tertiary source would be a lecture given by an instructor that used the academic textbook
as a reference.

In general, primary and secondary sources are considered more reliable than tertiary
sources. Each level of interpretation can introduce potential errors or bias, and ideas can
be misquoted or quoted out of context. On the other hand, sometimes a tertiary source
might be useful to get a “big picture view” of a topic before you start slogging through
primary sources and secondary sources.

A List of Useful Resource Sources

In some situations, you may want to start your research by referring to one authoritative
and relevant source instead of searching the library or Internet for all possible sources of
information. This might be particularly useful for staff research, or for situations where
you want a quick and official answer to a relatively noncontroversial topic. We’ll
conclude this chapter with a list of sources that are either “official”” in nature or involve
publications that include at least one layer of critical review.
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AIR FORCE SOURCES

AIR FORCE LINK. http://www.af.mil/

The official web site of the US Air Force. It provides the latest news, information about careers, a library
(of public web sites) and an image gallery. It provides information about the Department of the Air Force,
the Pentagon, the Unified Combatant Commands, the Air Force Reserve and the Air National Guard.
There are links to other related sites including the full text of the report Air Force Vision 2020 and the
electronic journal Airman Magazine.

AIR FORCE PORTAL. https://www.my.af.mil/gcss-af/afp40/USAF/ep/home.do
The Air Force portal is a new initiative put forth that combines a number of Air Force web sites and
computer systems into one common interface. Individuals must register and establish an account.

AIR FORCE PUBLICATIONS. http://www.e-publishing.af.mil
The full-text of most standard Air Force publications. See Part VI, Air Force Publications.

AIR FORCE HISTORICAL RESEARCH AGENCY. http://www.au.af.mil/au/afhra/
This agency’s holdings consist of over 70,000,000 pages devoted to the history of the United States Air
Force. Research requests can be submitted at: http://www.maxwell.af.mil/au/afhra/contact.html

AIR FORCE RESOURCE CENTER. http://www.petersons.com/airforce

Educational and career information for both current Air Force personnel and potential recruits. Search for
educational information, search for career guidance information, view news and articles and access a
collection of Air Force links.

AIR UNIVERSITY LIBRARY’S WORLD WIDE WEB PAGE—PORTAUL.
http://www.au.af.mil/au/aul/aul.htm

Air University Library’s World Wide Web page contains several on-line research tools and traditional
library resources. Resources on the web page include access to search engines, full-text bibliographies,
online library assistance, full-text periodicals, relevant research links and assignment assistance for AWC,
SOS, SNCOA, ACSC and other PME schools located at Maxwell AFB. Research requests can be
submitted at: http://www.maxwell.af.mil/au/aul/forms/refform.htm

AIR UNIVERSITY PRESS. http://www.maxwell.af.mil/au/aul/aupress

The AU Press publication program is designed primarily to help war fighters and policy makers understand
and apply air and space power in peacetime and conflict. Air University Press publishes books,
monographs and research papers by military authors and civilian scholars.

AIR UNIVERSITY STUDENT RESEARCH PAPERS. https://www.research.au.af.mil
Includes over 2,000 full-text publications by faculty and students, summaries of AU research and
prospective topics for research. Includes ACSC, AFFP, AFIT, AWC, CADRE and SAAAS papers.

AIR WAR COLLEGE (AWC) GATEWAY TO INTERNET RESOURCES.
http://www.au.af.mil/au/awc/awcgate/awcgate.htm

This site includes links organized for topics such as USAF Counterproliferation Center, Center for Strategy
and Technology, International/Regional Studies, Issues, Forces, and Capabilities, Information Operations,
Special Operations, Space Operations and Systems, Military and Space Doctrine, Strategy and Military
Theory, Military Education On-line, Education and Technology, Future Studies, Visioning and Strategic
Planning, Military Medicine and Health and Fitness.

INTERNET SEARCHING TOOLS (AND TIPS). http://www.au.af. mil/au/awc/awcgate/awc-srch.htm
This site includes links helpful for anyone wishing to improve their Internet research skills.
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OTHER SERVICES

US ARMY. http://www.army.mil/
ArmyL.ink is the official web site of the US Army. It provides the latest news, as well as information about
careers, a library (of public web sites) and an image gallery.

US ARMY PUBLICATIONS. http://www.usapa.army.mil/
The full-text of most standard Army publications.

US ARMY MILITARY HISTORY INSTITUTE. http://carlisle-
www.army.mil/usamhi/1collectionoverviewsubheaders.html

USAMHI collects, organizes, preserves, and makes available source materials on American military history
to the defense community, academic researchers and the public. Research requests can be submitted at:
http://carlisle-www.army.mil/usamhi/linquiries.html

US COAST GUARD. http://www.uscg.mil/
The official web site of the US Coast Guard. It provides the latest news, as well as information about
careers, a library (of public web sites) and an image gallery.

US COAST GUARD PUBLICATIONS. http://www.uscg.mil/hg/g-s/g-si/g-sii/sii-3/sii-3.htm
The full-text of most standard Coast Guard publications.

US MARINE CORPS. http://www.uscg.mil/
MarineL.ink is the official web site of the US Marine Corps. It provides the latest news, as well as
information about careers, a library (of public web sites) and an image gallery.

US MARINE CORPS PUBLICATIONS. http://www.hgmc.usmc.mil/pubs.nsf
The full-text of most standard Marine publications.

US MARINE CORPS HISTORY AND MUSEUMS DIVISION. http://www.usmc.mil

The official United States Marine Corps History and Museums Division web site. This site provides a
variety of information about the division and most importantly on the histories and traditions of the United
States Marine Corps.

US NAVY. http://www.navy.mil/
The official web site of the US Navy. It provides the latest news, as well as information about careers, a
library (of public web sites) and an image gallery.

US NAVY DIRECTIVES. http://www.navy.mil/
The full-text of most standard Navy directives.

US NAVAL HISTORICAL CENTER. http://www:.history.navy.mil/
The Naval Historical Center is the official history program of the Department of the Navy. It includes a
museum, art gallery, research library, archives and curator as well as research and writing programs.

NATIONAL GUARD. http://www.defenselink.mil/fag/pis/grdres.html
GuardL.ink is the official web site of the National Guard. It provides the latest news, as well as information
about careers, a library (of public web sites) and an image gallery.

RESERVE AFFAIRS. http://www.defenselink.mil/ra/
The official web site for reserve affairs. It provides the latest news, as well as information about careers, a
library (of public web sites) and an image gallery.
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DOD SOURCES

DEFENSE ACQUISITION DESKBOOK. http://deskbook.dau.mil/jsp/default.jsp

The Defense Acquisition Deskbook is an electronic reference library that provides the most current
acquisition policy for the Military Services and Agencies. The Deskbook is free-of-charge and is available
as a CD-ROM subscription and as a web edition.

DEFENSELINK. http://lwww.defenselink.mil/
DefenseLINK is the official web site for the Department of Defense and the starting point for finding US
military information online. It contains links to publications, statements, etc.

DEFENSE TECHNICAL INFORMATION CENTER (DTIC). http://stinet.dtic.mil/

DTIC is the central point for the Defense Department’s collections of research and development in virtually
all fields of science and technology. DTIC documents defense-related research, development, test and
evaluation (RDT&E) activities. The DTIC Scientific and Technical Information Network provides access
to all unclassified, unlimited document citations added into DTIC from December 1974 to the present.
Descriptive summaries and full text information are also available for some documents.

EARLYBIRD. http://ebird.afis.osd.mil
A daily, concise compilation of the most current published news articles and commentary concerning the
most significant defense and defense-related national security issues. Access restricted to DoD personnel.

JOINT ELECTRONIC LIBRARY. http://www.dtic.mil/doctrine/index.html

Joint Electronic Library (JEL) provides access to full text copies of Joint Publications, the Department of
Defense Dictionary, Service Publications, History Publications, CJCS Directives, research papers and other
publications. It also includes the Joint Force Quarterly and A Common Perspective.

JOINT WARFIGHTING CENTER ELECTRONIC RESEARCH LIBRARY.
http://elibl.jwfc.js.mil/main/index.htm

Provides access to documents on Peace Operations, Future Joint Operations, Joint Publications,
Consequence Management, as well as research papers. Individuals must register and establish an account.

MERLN. http://merin.ndu.edu/

On the Internet since 1990, MERLN provides indexing to significant articles, news items, editorials and
book reviews appearing in military and aeronautical periodicals, many of which are not indexed elsewhere.
MERLN also provides access to the major library catalogs of several PME schools.

THE NATIONAL ARCHIVES AND RECORDS ADMINISTRATION (NARA).
http://www.archives.gov/

An independent federal agency that preserves our nation’s history and defines us as a people by overseeing
the management of all federal records.
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MILITARY BIBLIOGRAPHIES

MILITARY BIBLIOGRAPHIES. A bibliography is a great starting point for research. A librarian has
examined many relevant sources and compiled a listing of Internet sites, books, documents, magazine
articles and videos. Many bibliographies are done on various topics by different military libraries or
groups. Some of the most useful are:

e  Air University Library Bibliographies. http://www.au.af.mil/au/aul/bibs/bib97.htm

e Joint Forces Staff College Library. http://www.jfsc.ndu.edu/library/bibliography/bibs.htm

e  Marine Corps University Research Center. http://www.mcu.usmc.mil/MCRCweb/library/library.htm
e National Defense University Library. http://www.ndu.edu/library/pubs.html#bibliographies

e Naval Postgraduate School. http://library.nps.navy.mil/lhome/bibliogs.htm

e US Army Military History Institute.
http://carlisle-www.army.mil/usamhi/FindingAids.html

e US Army War College Library. http://www.carlisle.army.mil/library/bibliographies.htm

MILITARY NEWSPAPER AND MAGAZINE INDEXES AND LISTS

Some indexes listed below require a paid subscription. Contact your local or base library for availability.

AIR UNIVERSITY LIBRARY INDEX TO MILITARY PERIODICALS (AULIMP).
http://www.au.af.mil/au/aul/muirl/aulimpl.htm

AULIMP contains citations to articles in English language military journals. Air University Library (AUL)
has been producing AULIMP since 1949, and material after 1989 is available on the web.

DOD AND MILITARY ELECTRONIC JOURNALS.
http://www.au.af.mil/au/aul/periodicals/dodelecj.htm
An electronic list compiled and maintained by the staff of the AUL.

READ MILITARY NEWS. http://www.au.af.mil/au/aul/periodicals/milnews.htm
A listing of defense and military service news including base newspapers compiled and maintained by
AUL.

STAFF COLLEGE AUTOMATED MILITARY PERIODICALS INDEX (SCAMPI).
http://merin.ndu.edu/

Developed to support the curriculum of the Armed Forces Staff College; provides selected citations to
journal articles and selected documents and reports. Subject, author and keyword indexing is provided.

OTHER MAGAZINE AND NEWS INDEXES

Some indexes listed below require a paid subscription. Contact your local or base library for availability.

ACCESS NEWS. http://infoweb.newsbank.com/

Provides news articles covering social, economic, environmental, government, sports, health, science and
military issues and events from more than 500 US regional and national newspapers and wire services, and
140 full-text general news, subject-specific and military magazines. Paid subscription required.
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ACCESS SCIENCE. http://lwww.accessscience.com/server-java/Arknoid/science/AS

Provides on-line access to the McGraw-Hill Encyclopedia of Science and Technology, including 7,100+
articles, 115,000 dictionary terms, and hundreds of Research Updates—in all areas of science and
technology—updated daily, plus these great features: Over 2,000 in-depth biographies of leading scientists
through history; weekly updates on breakthroughs and discoveries in the world of science and technology;
resources to guide your research; and links to web sites for further research. Paid subscription required.

AEROSPACE and HIGH TECHNOLOGY DATABASE. http://alt3.csa3.com/
An abstracting and indexing service covering the world’s publishing literature in the field of aeronautics
and space science and technology. Paid subscription required.

AMERICA HISTORY AND LIFE. http://serials.abc-clio.com/
A comprehensive bibliography of articles on the history and culture of the United States and Canada from
prehistory to the present. Paid subscription required.

AIR FORCE TIMES AND OTHER TIMES PUBLICATIONS. Provides full-text access to Army
Times, Air Force Times, Navy Times, and the Marine Corps Times and includes current issues and
archives from 2000-2003. Paid subscription required for full access.

e Army Times. http://www.armytimes.com/

e Air Force Times. http://www.airforcetimes.com/

e Navy Times. http://www.navytimes.com/

e  Marine Corps Times. http://www.marinetimes.com/

COUNTRYWATCH. http://www.countrywatch.com/ip/default.asp
Provides the political, economic, corporate and environmental trends for each of the 191 countries around
the world. In addition, Country Wire provides a global news service. Paid subscription required.

CQ LIBRARY. CQ Weekly: http://library2.cqpress.com/cqweekly/

CQ RESEARCHER. http://library.cqpress.com/cqresearcher/

Provides access to CQ Weekly and the CQ Researcher. CQ Weekly on the Web includes access to the full
text of all articles published since 1983. CQ Researcher is a weekly publication that covers the most
current and controversial issues of the day with complete summaries, insight into all sides of the issues,
bibliographies and more. Paid subscription required.

EBSCOHOST. http://search.epnet.com/

A web-based periodical index that provides abstracts and indexing for over 4,800 scholarly journals
covering the social sciences, military science, humanities, education and more. Also included is the full
text for over 1,000 journals—with many dating back to 1990—and over 1,700 peer-reviewed journals.
Paid subscription required.

FBIS: FOREIGN BROADCAST INFORMATION SYSTEM. https://portal.rcch.osis.gov/

An electronic information service that collects and translates current political, economic, technical and
military information from the media worldwide for the US Government. Individual must register and
establish an account.
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FIND ARTICLES.COM. http://www.findarticles.com/
Search for quality articles in more than 300 reputable magazines and journals.

HISTORICAL ABSTRACTS. http://serials.abc-clio.com/
A comprehensive bibliography of articles on the history and culture of the world from 1450 to the present
excluding the United States and Canada. Paid subscription required.

LEXIS-NEXIS ACADEMIC UNIVERSE. http://www.lexis-nexis.com/universe

Provides access to a wide range of full-text news, business, legal, military and reference information.
Specifically, this service includes: Top News, Biographical Information, General News Topics, Reference
and Directories, Company News, General Medical and Health Topics, Industry and Market News, Medical
Abstracts, Government and Political News, Accounting, Auditing, and Tax Legal News, Law Reviews,
Company Financial Information, Federal Case Law, Country Profiles, US Code, Constitution, and Court
Rules, State Profiles, and State Legal Research. Paid subscription required.

PROQUEST. http://www.proquest.com/pgdauto
Magazine articles from over 8,000 publications, with many in full-text, full image format. Paid
subscription required.

STRATFOR.BIZ. http://www.stratfor.biz/
Combines intelligence analysis and news archives on various countries. Paid subscription required.

WILEY INTERSCIENCE. http://wwwa3.interscience.wiley.com/cgi-bin/simplesearch
Provides the full text of over 300 leading scientific, technical, medical and professional journals. Paid
subscription required.

OTHER INDEXES

Some indexes listed below require a paid subscription. Contact your local or base library for availability.

AP MULTIMEDIA ARCHIVE. http://faccuweather.ap.org/cgi-bin/aplaunch.pl

An electronic library containing the AP’s current photos from their 50 million-image print and negative
library, as well as charts, graphs, tables, and maps from the AP’s graphics portfolio. This database will be
useful for your class instruction, briefings or publications. Paid subscription required.

BRITANNICA ON-LINE. http://search.eb.com/
A full text encyclopedia that is accessible via the World Wide Web. It provides articles as well as related
resources on the Internet. Paid subscription required for full access.

CIAO (COLUMBIA INTERNATIONAL AFFAIRS ONLINE). http://www.ciaonet.org/

A web-based database designed to be the most comprehensive source for theory and research in
international affairs. It publishes a wide range of scholarship from 1991 on, that includes working papers
from university research institutes, occasional papers series from NGOs, foundation-funded research
projects, and proceedings from conferences. Paid subscription required.

FEDERAL R&D PROJECT SUMMARIES. http://www.osti.gov/fedrnd/

Includes more than 240,000 research summaries and awards by three of the major sponsors of research in
the Federal government. The federal databases available via this source are the Department of Energy
R&D Project Summaries, the National Institutes of Health (NIH), CRISP (Computer Retrieval of
Information on Scientific Projects), Current Awards and the National Science Foundation (NSF) Award
Data.
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FIRSTSEARCH. http://newfirstsearch.oclc.org
An electronic information service that is accessible over the Internet. This service provides access to over
70 databases covering a wide variety of subjects. Paid subscription required.

GALENET. http://infotrac.galegroup.com
An electronic information service that is accessible over the Internet. This service will give you access to
the following databases. Paid subscription required:

e Associations Unlimited. Contains information for approximately 460,000 international and US
national, regional, state and local nonprofit membership organizations in all fields, including IRS data on
US 501(c) nonprofit organizations.

e Biography and Genealogy Master Index. Focuses on biographical material on people from all time
periods, geographical locations and fields of endeavor.

e Contemporary Authors. Provides complete biographical and bibliographical information and
references on more than 120,000 US and international authors.

GRAYLIT NETWORK. http://www.osti.gov/graylit

Provides a portal for over 100,000 unclassified full-text technical reports located at the Department of
Energy (DOE), Department of Defense, Environmental Protection Agency (EPA), and National
Aeronautics and Space Administration (NASA). Collections in the GrayL.it Network include the DOE
Information Bridge; the Defense Technical Information Center (DTIC) Technical Report Collection, the
EPA National Environment al Publications Internet Site (NEPIS), the NASA Jet Propulsion Lab Reports,
and the NASA Langley Technical Reports.

GPO ACCESS. http://www.access.gpo.gov/multidb.html
An electronic information service that is accessible over the Internet. This service will give you access to
over 60 databases covering a wide variety of government and congressional subjects.

JANE’S ONLINE. http://www.janesonline.com

Provides access to select Jane’s resources including Jane’s Geopolitical Library, Launched Weapons Image
Library, All The World’s Aircraft, Land Systems Image Library, Military Aircraft Image Library, Military
Biographies and the Warships Image Library. Paid subscription required for full access.

JOINT COMBAT CAMERA CENTER. http://dodimagery.afis.osd.mil/dodimagery/home.html
Database that contains official US Military images from around the world. The DoD Imagery Server
contains more than 35,000 still images and over 175 QuickTime previews of videotapes. Individuals must
register and establish an account.

LEXIS-NEXIS CONGRESSIONAL UNIVERSE. http://web.lexis-nexis.com/congcomp

Provides access to a wealth of congressional publications—including hearings, reports, prints, documents,
hot topics, bills, laws, regulations and CIS Legislative Histories. This site also allows you to locate specific
information about members and committees. Paid subscription required.

NETLIBRARY. http://www.netlibrary.com
Access the full-text of books electronically. Paid subscription required for full access.

PERISCOPE. http://www.periscope.ucg.com/

Provides open source intelligence on orders of battle, equipment inventories, and procurement plans and
programs for 150 nations. It also provides technical descriptions and characteristics for more than 4,500
global weapon systems. Paid subscription required.
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POLITICS IN AMERICA. http://www.library.cgpress.com/pia
Provides access to biographical data, committee assignments, election results and key votes as well as
background on members’ districts for the 106th and 107th Congresses. Paid subscription required.

STAT-USA. http://www.stat-usa.gov/

Provides access to State of the Nation, GLOBUS and NTDB. These resources provide access to current
and historical economic data, financial releases, information on the US Economy, current and historical
trade-related releases, international market research, trade opportunities, country analysis, and the STAT-
USA trade library. Paid subscription required.

SUMMARY

When you’re trying to inform or persuade others, you need to do your homework. In this
chapter, we covered the basics of how to research your topic and gather the data you
need. The Internet, the library, your office files, and your coworkers are all potential
sources of information. Modern technology and the Internet make it easier to gather data
than ever before, but remember that you need to critically evaluate your sources.
Research can be enjoyable and rewarding, but make sure you review your purpose, scope
and schedule before you begin—it helps you stay focused and keeps you from getting lost
in the data.

Good news!
I found a few more
sources for your
research paper...

Sometimes
librarians are
TOO helpful...
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CHAPTER 5

STEP 3:

SUPPORTING
YOUR IDEAS

This chapter covers:
e Logical arguments—what they are and how to build them.
e Types of evidence and characteristics of “good evidence.”
e Common problems with logic.

e Ethical issues with arguments.

Once you’ve researched your topic and collected information, you need to figure out how to use
what you’ve found to meet your communication goals. If you’re dealing with a controversial
question or problem, throwing facts at your audience won’t be enough—you’ll need to assemble
it into a logical argument that can stand up to critical attack. This chapter will give you some
helpful pointers on how to build an argument and support your ideas.

Logical arguments are instruments of power. They’re how you make things happen. It’s worth
the effort to understand some basics, even if some of this chapter makes your head hurt.

“A moment’s thought would have shown him. But a moment is a long time, and
thought is a painful process.”
— A.E. Housman
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WHAT ARE LOGICAL ARGUMENTS, AND WHY ARE THEY IMPORTANT?

When you present a solution to a problem or answer a controversial question, persuasion is part
of the assignment. There are different approaches to persuade members of your audience—you
can appeal to their emotions, their ability to reason or even your own credibility on the topic
being discussed. In the Air Force environment, your best approach to support your ideas and
persuade others is by building a solid logical argument.

Though the word *“argument” is commonly used to describe a quarrel or disagreement, it also has
a more positive meaning—it’s a series of statements intended to persuade others. In this chapter,
when we use the term logical argument, we’re referring to a coherent set of statements that
provide a position and support for that position based on information and facts, not just
emotions.

Why should you care about all this stuff? First, you build logical arguments every day—when
you talk to a child about chores and allowance; when you talk to your boss about your workload
and schedules; and when you sort out how best to accomplish the mission. If you build strong
arguments, things are more likely to work out the way you think they should. Second, others are
aiming arguments at YOU every day—and some of them are pretty shaky. If you understand
how arguments are constructed and where they go wrong, you’re less likely to buy into
somebody else’s muddy thinking.

ELEMENTS OF A LOGICAL ARGUMENT

Logical arguments contain four elements:

Different textbooks have
e aclaim different terms and approaches
to describe logical arguments.

o . . . This chapter uses terminology
e warrants linking pieces of evidence to the claim found in The Craft of

e qualifications that limit the claim Research, by Booth, Comb and
Williams, which has been used

in the Air Command and Staff
College curriculum.

e evidence that supports the claim

First we’ll describe each of these terms, and then we’ll
illustrate them in a real-life example of an argument in the
next section. Don’t panic if it doesn’t seem clear at first—
the example will help clarify each point.

THE CLAIM. Your claim is simply your position on an issue, your answer to a controversial
question or your recommendation for resolving a problem. In some academic writing, a claim is
also called a thesis.

EVIDENCE THAT SUPPORTS THE CLAIM. By definition, every argument has evidence
intended to give reasons for your claim. A less formal word for evidence is support. (The words
“support” and “evidence” are used interchangeably in this chapter.)

If a piece of evidence is questionable, it may be attacked as a subclaim. At that point, you either
have to provide additional evidence to prove your subclaim is true, or eliminate it from your
argument.
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WARRANTS THAT LINK EVIDENCE TO THE CLAIM. With every piece of evidence,
there are often assumptions, either stated or unstated, that link the evidence to the claim and
explain why the evidence is relevant to the argument. These linking statements or concepts are
called warrants. Warrants are important because they can be potential weaknesses in an
argument.

QUALIFICATIONS. Sometimes the argument will have qualifications—conditions that limit
the claim. You can think of a qualification as a statement you attach to the claim with a big IF
statement. We often notice these qualifications as we critically look at the evidence we have and
realize its limitations.

ELEMENTS OF A LOGICAL ARGUMENT—A REAL LIFE EXAMPLE

Let’s use a real life example of a logical argument to show
how the different elements work together. Suppose you’re : -

. . g which proof or probability may
responsible for selecting a guest speaker to teach topic be based . admissible as
XYZ at a Professional Military Education (PME) school. testimony in a court of law.
Ms. Jane Doe spoke last year, and you’ve decided to invite | 5. port: n information that
her back. Your boss wants to know your recommendation | substantiates a position; v To
and your rationale. Guess what? You’ve just been asked furnish evidence for a position.
to produce a logical argument.

CLAIM: We should invite Ms. Jane Doe to teach topic XYZ at this year’s class.

EVIDENCE, item #1: Ms. Doe has spent 26 years working with XYZ and is an expert in this
field.

WARRANT, item #1: Spending 26 years of working with XYZ makes her an expert. (Another
implied warrant is that we want an expert to teach topic XYZ.)

ev-i-dence: n the data by

If someone wanted to attack this bit of evidence, he might ask you to prove the fact that she’s
spent 26 years in the field—Ilet’s see a resume!

If someone wanted to attack the underlying warrant, he may argue that she isn’t really an
expert—maybe she’s been doing an entry-level job for 26 years.

But let’s suppose that Ms. Doe is indeed an expert in the field and this is solid evidence.
EVIDENCE, item #2: Last year’s course directors all thought she did an excellent job.
WARRANT, item #2: These people know what they’re talking about.

If someone wanted to challenge this evidence, he might ask you to produce letters of
recommendation. How enthusiastic are the directors about the job she did?

If someone wanted to attack the underlying warrant, he might question the course directors’
judgment. Maybe they were new to the job and didn’t know much about the topic. Maybe
they were TDY during the presentation, and were basing their recommendation on what they
heard from others.

In this case, let’s assume that the course directors are both credible and enthusiastic.
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EVIDENCE, item #3: Ms. Doe is a very dynamic lecturer.
WARRANT, item #3: It’s good to have a dynamic lecturer.

Recall that evidence you provide to support your claim can be attacked as a subclaim ... and
this last bit of evidence looks vulnerable. How do we know that Ms. Doe is a dynamic
lecturer? To back it up, you’d have to “support your support” on item #3 with something like
this:

SUBCLAIM: Ms. Doe is a very dynamic lecturer.

SUBCLAIM EVIDENCE #1: Students provided five times the amount of feedback than is
typical for a lecture.

SUBCLAIM WARRANT #1: Student interest is proportional to volume of feedback.

SUBCLAIM EVIDENCE #2: Ninety-two percent of feedback was very favorable, and 8
percent was very unfavorable.

SUBCLAIM WARRANT #2: Polarized feedback implies a dynamic lecture.

Well, this additional information really does back up the fact that Ms. Doe is a dynamic lecturer,
but it also indicates her views are controversial—8 percent of the student population really didn’t
like her presentation. You may believe that your school’s goal is education and not to make
every student happy, but you might qualify your claim with the following “IF” statement:

QUALIFICATION:
Ms. Jane Doe should be invited back to teach topic XYZ
IF

it is acceptable to have a controversial speaker at the school.

TYPES OF EVIDENCE

As you see, individual pieces of evidence are used to build your argument. In this section, we’ll
identify some common types of evidence as well as approaches to help explain your ideas to
your audience.

A definition is a precise meaning or significance of a word or phrase. In an argument, it can be
helpful to establish a common frame of reference for important or ambiguous words, so don’t
underestimate the importance of definitions.

An example is a specific instance chosen to represent a larger fact in order to clarify an abstract
idea or support a claim. Good examples must be appropriate, brief and attention arresting.
Quite often they are presented in groups of two or three for impact.

Testimony uses the comments of recognized authorities to support your claim. These comments
can be direct quotations or paraphrases, but direct quotations tend to carry more weight with
listeners or readers. When using testimony as support, make sure the individuals being quoted
are both generally credible—no unknown relatives or convicted felons, please—and
knowledgeable in the field under discussion.
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Statistics provide a summary of data that allows your audience to better interpret quantitative
information. Statistics can be very persuasive and provide excellent support if handled
competently. Keep them simple and easy to read and understand. Also, remember to round off
your statistics whenever possible and document the exact source of your statistics.

The persuasive power of statistics means that you need to be particularly careful to use them
properly. Many people will put blind trust in numbers and fall prey to people or papers that
spout numbers or statistical proof. (Ironically, people who work with numbers for a living are the
most cautious about trusting someone else’s statistics!)

Always, always examine the basic assumption(s) on which the analysis rests. Some of the most
compelling statistical arguments turn out to be intricate sand castles built on a foundation of
shaky assumptions. The math may be technically correct, but the assumptions can’t stand up to
scrutiny.

In their book Writing Arguments, John Ramage, John Bean and June Johnson define a fact as a
noncontroversial piece of data that can be confirmed by observation or by talking to communally
accepted authorities. The authors distinguish a fact from an inference, which is an interpretation
or explanation of the facts that may be reasonably doubted. They recommend that writers
distinguish facts from inferences and handle inferences as testimony.

Definitions, testimony, statistics and facts provide data that you can use to construct an
argument. This next category—explanation—can also be helpful in supporting your ideas.

Explanation makes a point plain or understandable or gives the cause of some effect. It can be
used to clarify your position or provide additional evidence to help make your case. The
following four techniques can be used as part of an explanation:

e Analysis: The separation of a whole into smaller pieces for further study; clarifying a
complex issue by examining one piece at a time.

e Comparison and Contrast: Comparison and Contrast are birds of similar feather. Use
comparison to dramatize similarities between two objects or situations and contrast to emphasize
differences.

e Description: To tell about in detail, to paint a picture with words—typically more personal
and subjective than definition.
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CHARACTERISTICS OF GOOD SUPPORTING EVIDENCE

“There are two kinds of truth. There are real truths and there are
made-up truths.”
— Marion Barry, mayor of Washington DC,
on his arrest for drug use

Though different professions and academic fields have their own standards of what is “good”
evidence, there are some common characteristics to consider.

Is the information from an authoritative source?

Will your audience trust this source? And should you? In the previous chapter we stressed the
importance of being cautious with Internet sites, but you should be wary of any source’s
credibility. Also, remember that it’s better to refer back to original material than rely on
someone else’s interpretation of existing work since people and their research are often
misquoted. Refer back pages 30-32 for questions to consider when evaluating the credibility of
your sources.

Is the information accurate and free from error?

Check and recheck your facts—errors can seriously damage your credibility. Critically evaluate
your sources, and if you’re uncertain about your facts, be honest with your audience. You can
increase your confidence in the accuracy of your information by using multiple sources to
confirm key facts.

Is your information appropriately precise?

When we talk about “precision,” we mean the information should be specified within
appropriately narrow limits. The level of required precision will vary with the topic being
discussed. Describing regulations for uniform wear may require a precision of fractions of an
inch, and telling someone that his operational specialty badge should be in the middle of their
shirt or within a meter of his belt buckle is not adequately precise. On the other hand, when
reporting on the designated mean point of impact for munitions, a measurement in meters or feet
would be an appropriate level of precision.

When talking about some subset of a group, explain how many or what percentage of the total
you’re talking about. If you find yourself constantly using qualifiers like “some, most, many,

almost, usually, frequently, rarely...” you probably need to find some convincing statistics to

help you make your case.

Is your evidence relevant?

Evidence can be authoritative, accurate and precise, yet still be totally irrelevant. Don’t shove in
interesting facts that have nothing to do with the claim; help the reader understand the relevance
of your material by explaining its significance. Explain charts, graphs and figures and use
transitions in your writing (pages 70-73) to “connect the dots” for the reader.
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Is your evidence sufficient to support your claim and representative of the whole situation
or group?

If you are trying to form some conclusions about a situation or group, you need data that
represents the complete situation. For example, if you were trying to form conclusions about the
overall military population, you would want to gather evidence from all services, not just one
career field in one service.

If you find that your evidence is either not representative or not sufficient, you need to either find
more evidence, limit the claim to what you can prove, or qualify your claim. You may have to
let go of evidence that doesn’t fit or data that is no longer current.

COMMON MISTAKES IN ARGUMENTS: INFORMAL LOGICAL FALLACIES

“Many people would sooner die than think—in fact, they do s0.”
— Bertrand Russell

Some of you may have studied formal logic in school. These classes used a lot of complex
language and theory to describe what makes an argument “good” or “bad.” Unfortunately, many
real life arguments outside of math and engineering are more “squishy” ... and sometimes it’s
hard to draw a diagram or write an equation to explain exactly what’s wrong.

Common errors in reasoning are called informal fallacies. They are called “informal” fallacies
because they’re harder to pin down than some of the “formal” errors in logic. Still, you see them
around you every day—especially in advertising, talk radio or political debates. Keep them out
of your staff work and learn to identify them in others.

The informal fallacies below have been clumped into major categories that make sense to the
editors, but there’s no universally accepted approach to categorizing them. Also note that
labeling something as a fallacy requires some judgment—after all, many of these are “grey
areas.”

1. An Asserted conclusion is the practice of slipping in an assertion and passing it off as a fact.
Two variations include circular reasoning and loaded questions.

la. Circular reasoning (also known as begging the question) involves rewording your
claim and trying to use it as evidence, usually with a lot of other “filler sentences” designed
to confuse the other person. This is popular in advertising where different versions of the
claim are repeated over and over again. After a while, it’s easy to forget there’s absolutely
no support there at all.

CLAIM:
“Hey guys! Drink Brand X beer, and you’ll be popular!”
SUPPORT:
“Beautiful women in bikinis will compete for your attention!”
“You’ll have many good looking and physically fit friends!”
“Women will want you, and men will want to be like you...”

If the advertisers have their way, you may not notice that the “support” merely
restates the claim using different words—a textbook case of circular reasoning.
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1b. A Loaded question has an assertion embedded in it—it’s another form of an asserted
conclusion. One example of a loaded question is “Do you think John Smith is going to
improve his rude behavior?” The phrasing of the question itself implies that John has
behaved poorly in the past—regardless of how you answer the question. “When are we
going to stop sinking money on this expensive program?” has an embedded assumption: the
money we’ve spent to date hasn’t been effective.

Sometimes an arguer will assert a conclusion, then challenge someone else to disprove it. The
best defense is to ask him or her to prove their claim. “How do you know these programs are
effective?” puts the listener on the defensive. The proper response would be, “How do you know
the programs are not effective?” Remember, those who assert should have the burden of proof.

2. Character attack involves an assault on your opponent as an
lnd!v_ldual, mstgad of his or her p05|t|_or_1. It’s very common in character attack is the Ad

political advertisements, but you see it in the workplace as well. Hominem fallacy (in Latin
Here are some examples: Ad Hominem means “to the

man”). Character attacks are
also sometimes called
Poisoning the Well.

The classic name for a

“Mr. Smith is a tax and spend liberal who voted himself a pay
raise last year.” (If the topic being discussed is environmental
legislation, this is irrelevant to the core of the debate).

“That guy is a egotistical windbag—what would he know about A-76 contract transitions?” (He
may know a lot—his personality is irrelevant to the issue).

3. Emotional appeals try to persuade the heart, not the head. Though emotion plays a role in
persuasion, when emotion replaces reasoning in an argument, you’ve committed a foul. Often
arguers attempt to appeal to our emotions in an argument through biased language, vivid
language and stirring symbols. They may try to persuade us using “character” issues such as
glowing testimonials from popular but noncredible sources. Here are some examples of logical
fallacies in this area:

3a. Emotional appeal (to force): An argument that targets the audience’s fear of
punishment. What characterizes these examples as fallacies is that they make no attempt to
persuade using anything other than pressure.

“Keep this quiet, or I’ll implicate you in my wrongdoing.”
“Give me your lunch money, or I’ll give you a busted lip.”

3b. Emotional appeal (to pity): An argument that targets the audience’s compassion and
concern for others. Though most people would agree that ethics and values should be part of
the decision-making process, an appeal solely to emotion, even a positive one, can be
dangerous and misguided.

“You can’t give me an D on this paper—I’ll lose my tuition assistance!”
“We’ve got to stop the warlords—look at the poor, starving people on the news!”
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3c. Emotional appeal (to popularity/tradition)

1. Appeal using Stirring Symbols: Using a powerful symbol or attractive label to build
support.

“| stand before our nation’s flag to announce my run for President....”
“Good management principles demand we take this course of action.”
2. Bandwagon Appeal: Using peer pressure to build support.
“It must be right—everybody else thinks so.”
“Buy the Ford Escort; it’s the world’s #1 best seller.”
“Every good fighter pilot knows....”
3. Precedent as sole support: Using custom as the only justification for a decision.
“It must be right—we’ve always done it that way.”
“The RAF has found the procedure very useful and we should try it.”
“The last three commanders supported this policy and that’s good enough for me.”

4. False authority is a fallacy tied to accepting facts based on the opinion of an unqualified
authority. The Air Force is chock-full of people who, because of their position or authority in
one field, are quoted on subjects in other fields for which they have limited or no expertise.
Don’t be swayed (or try to sway someone else).

A false authority variant is called the primacy-of-print fallacy, where facts are believed because
they are published in a book, periodical or on a web site. Be as skeptical and thoughtfully
critical of the printed word as you are of the spoken word and check out the suggestions on
evaluating sources on pages 30-32.

5. False cause (also known as the Post Hoc fallacy) occurs when you assume one event causes
a second event merely because it precedes the second event. Many people observe that Event B
occurred after Event A and conclude that A caused B. This is not necessarily true—maybe a
third factor, Event C, caused both A and B.

Consider the following example:
Event A = At Base X, “Retreat” plays over the intercom at 1635 each day.
Event B = At Base X, outbound traffic increases at the gate at 1640 each day.

There is a statistical correlation between these two events: if Event A happens, Event B is more
likely to happen and visa versa. Does that mean A causes B? Not necessarily—ypossibly a third
event may “cause” both A and B:

Event C = At Base X the official duty day ends at 1630 for much of the workforce.
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6. A Single cause fallacy occurs when you assume there is a single cause for an outcome, when
in fact multiple causes exist.

Let’s consider a real life example of a single cause fallacy. Suppose you’re very physically fit,
and in a few months you’ll take a fitness test that measures your heart rate on a stationary bike.
You’ve set a goal to score in the top 10 percent for your age group—an “outstanding” rating.
You know that a disciplined exercise program will cause you to improve your score, but is it this
simple?

Event A = disciplined, intense exercise program

CAUSES
Event B = outstanding score on the fitness test

People who’ve had trouble with similar fitness tests would be quick to point out that cause and
effect may be a little more complicated in this case:

Event A = disciplined, intense exercise program

Event B = genetically low resting heart rate

Event C = no caffeine or nervousness about the test

Event D = planets all in alignment and a strong tail wind...
CAUSES

Event E = outstanding score on the fitness test

On the other hand, people who have the genetically low heart rate and nerves of steel may think
an outstanding rating has a single cause because they’ve never had to deal with the other ones.

7. Faulty analogy. Though we often make analogies to make a point, sometimes they go
astray—there’s something about the comparison that isn’t relevant. A faulty analogy implies
that because two things are alike in one way, they are alike in all the ways that matter. It can be
thought of as one example of a non sequitur fallacy (see item 11).

“Leading a coalition is just like leading a fighter squadron.”

Well, not exactly. Leadership is required in both situations, but leading a coalition requires the
ability to work with people from other services and countries, and requires greater
communication, tact and diplomacy. Leading a fighter squadron may require a higher level of
current technical proficiency in the cockpit. There are people who would excel in one situation
and fail in the other.

8. Faulty dilemma. A faulty dilemma is that implication that no middle ground exists between
two options. Typically one option presented is what the speaker prefers, and the other option is
clearly unacceptable.

“Spend one hour a day reading Tongue and Quill to improve your writing skills ... or
stay an incoherent loser. It’s your choice.”

Clearly this is a faulty dilemma—it falsely suggests you only have two choices, when you really
have many options. Maybe you can read The Tongue and Quill once a week or once a month.
Maybe you’ll find some other way to improve your writing skills—take a class, find a grammar
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website, get feedback from your boss, etc. Though sometimes life really does give us an “either-
or” choice, in most cases we find a considerable range of options between two positions.

9. Hasty generalization results when we “jump to conclusions” without enough evidence. A
few examples used as proof may not represent the whole.

“| asked three student pilots what they thought of the program, and it’s obvious that
Undergraduate Pilot Training needs an overhaul.”

One of the challenges with this fallacy is it’s hard to determine how much evidence is “enough”
to form a reasonable conclusion. The rules will vary with the situation; more evidence is needed
to form a conclusion if the stakes are high. The Food and Drug Administration may require a
great deal of evidence before deciding a drug is safe for human use, while SSgt Snuffy may
require very little evidence before forming a generalized conclusion about which candy bars
should be sold at the snack bar.

10. Non sequitur is a generic term for a conclusion that does not necessarily follow from the
facts presented—non sequitur means “it does not follow” in Latin. The facts may not be
relevant, or there may be some sort of illogical leap made. Several of the fallacies listed here,
including faulty analogy and hasty generalization, can be thought of as different types of non
sequitur.

“John Doe will make a great squadron commander because he was a hot stick in the F-
15.”

This is a non sequitur because it implies that because he has strong technical skills, he also has
the skills needed to command. Another fairly common non sequitur in military circles assumes
that athletic prowess translates into leadership ability.

11. Slippery slope implies that if we take one small step in an unpleasant or dangerous
direction, we’ll have to go all the way—TIike slipping down a hill. Here’s an example from the
book of Writing Arguments by Ramage, Bean and Johnson:

“We don’t dare send weapons to Country X. If we do so, next we will send in military
advisors, then a Special Forces battalion and then large numbers of troops. Finally, we
will be in an all-out war.”

Though not every slippery slope argument is false, in some cases we can identify lines that we
will not cross.

12. Red herring fallacies occur when an arguer deliberately brings up irrelevant information to
get the audience off track. The origins of the “red herring” name are debatable, but imagine
someone dragging a large smelly fish across a scent trail that a bloodhound is following—the
dog would probably lose the scent.

13. Stacked evidence is the tendency to withhold facts or manipulate support so that the
evidence points in only one direction. It also happens when you gather only the data or opinions
that support your position. Though sometimes this is done deliberately, in other cases it occurs
due to unconscious bias or carelessness. We don’t even see counterarguments or alternative
ways of interpreting the information because of our firm belief in our own position, or we just
stop gathering information once we we’ve found enough data to make our case.
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Even if you decide to push for your favorite interpretation of the data, never stack evidence by
misrepresenting or manipulating the basic information. Also, even if you decide that you don’t
want to discuss the opposing viewpoint, you should at least be aware of it, so you can prepare a
counterpunch if needed.

14. Straw man is a fallacy where you fail to attack your opponent’s argument directly. Instead,
you make up a weaker, grossly simplified version of the opponent’s argument, and then attack it.
In effect, you are attacking a “straw man”—the argument that you wished your opponent made,
not the one he actually did.

Straw man fallacies are popular in political campaigns. Suppose a candidate believed that a
major goal of prisons should be rehabilitation—breaking the cycle of violence—not just
punishment. An opponent could exploit that with a straw man attack:

“My opponent coddles convicted felons and wants to make life easier behind bars than on
the street. | believe prison should be a deterrent, not a reward for bad behavior!”

This list of fallacies captures most of the common errors we hear and see daily. Our challenge is
to sharpen our professional sense of smell so we can quickly sniff out the rational from the
ridiculous, and avoid adding to the epidemic of poor reasoning and weak support we encounter
around us.

ETHICS AND ARGUMENTS: PERSUASION, THE QUEST FOR TRUTH, AND ISSUES
OF CREDIBILITY

“We believe that argument is a matter not of fist banging or of win-lose

debate but of finding, through a process of rational inquiry, the best
solution of a problem.”

— from Writing Arguments, by John D. Ramage,

John C. Bean, and June Johnson

We’ve all had experience with using logical arguments to persuade someone else. In the middle
of such a discussion, you may have asked yourself, “What’s my goal—to persuade the other guy
and make my case? Or to find out the truth and the best answer to the problem?” (This usually
comes up when your opponent comes up with a valid point you hadn’t considered before.) Ever
since the ancient Greeks were walking around in togas, people have struggled with this issue.

There will always be reasons to use argument as a tool of persuasion—you want your
subordinate to win that award, you really need additional funding for your branch, and you want
your wife to visit her in-laws over the Thanksgiving weekend.

Sometimes in the heat of verbal battle, it’s tempting to focus on persuasion and forget about
truth. Don’t do it. Integrity is one of our Air Force Core Values, and you have to look at
yourself in the mirror every morning. You don’t have to be a doormat, but if you find out about
some new information that may change your position, keep an open mind. In most situations,
you don’t only want YOUR WAY, you want THE BEST WAY. Besides, if you pull a fast one
and get your way through deception, you’ve won a battle, but your credibility is shot and you’ve
crippled yourself for future skirmishes.

Other ways to build credibility with your audience include being knowledgeable and fair.
Research your topic carefully, and take the time to get the facts right. Don’t bluff if you don’t
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have an answer, or mislead others about the strength of your support. Consider your audience’s
values and assumptions when selecting evidence. Make sure you get the easy things right—the
spelling of names, significant dates, and other details like grammar and punctuation.
Demonstrate goodwill in your writing tone—don’t be condescending or act superior. If you
make a mistake, acknowledge it and move on. Credibility takes a long time to build, but it is
invaluable when trying to support your ideas and persuade others.

SUMMARY
In this chapter we covered several topics that should help you support your ideas.

We defined a logical argument as a set of statements designed to persuade others. Logical
arguments have four components:

¢ aclaim—your position on a controversial topic

e evidence that supports your claim

e warrants that identify why the evidence is relevant (these are often implied)
e qualifications that limit the claim

Your argument is built upon evidence, and it should be authoritative, accurate, precise, relevant,
and adequate to support your claim. As you build or listen to logical arguments, watch out for
logical fallacies—common mistakes many people make when building an argument.

Arguments are everywhere. To write and speak persuasively, it helps to understand how
arguments are constructed and where they go wrong. These insights will be helpful as you start
to organize and outline your thoughts—the next step of the process.
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Step-by-Step Outline:
Seven Steps to Effective Communication

An outline helps you see 1. Analyze Purpose and Audience

the big picture and how a. Analyze purpose

individual ideas flow
together. We are here, on
Step 4... 2. Conduct Research

b. Analyze audience

a. Search for relevant information
b. Critically evaluate your sources
3. Support your Ideas
a. Build your argument
b. Check for mistakes in reasoning
4. Organize and Outline
a. Finalize your purpose statement
b. Pick an organizational pattern
c. Write your outline
5. Draft
a. Draft flow of paragraphs
b. Write clear sentences
c. Pick the right word for the job
6. Edit
a. Edit for “the big picture”
b. Check your paragraph structure
c. Edit sentences and phrases
7. Fight for Feedback and win Approval

a. Seek informal feedback

b. Coordinate to obtain formal approval
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CHAPTER 6

STEP 4:
ORGANIZING
AND OUTLINING
YOUR THOUGHTS

This chapter covers:

e How to develop a purpose statement.
e The importance of a three-part structure.

e Different formats for organizing your outline.

After completing the first three steps, you are well on your way to an outstanding spoken or
written product. Now it’s time to talk about organizing and outlining, the final step in
prewriting. A detailed outline helps you arrange your material logically, see relationships
between ideas, and serves as a reference point to keep you on target as you write your draft.
Think of your outline as the blueprint for your communication product, and realize that the time
you spend preparing it will pay off when you start writing sentences and paragraphs.
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ORGANIZING:
FINALIZING YOUR PURPOSE STATEMENT AND A thesis statement is a
“BOTTOM LINE” specialized form of purpose

) ) ) statement used in academic
Why are we talking about a purpose statement again? Didn’t we or persuasive writing.

determine our “bottom line” back in Step 1? Or did we? The thesis statement captures

Sometimes information uncovered during the research process the author’s point of view on
(Step 2) may point you in an unexpected direction. So do you a controversial topic, which
tweak the data to match your original purpose? No! Now is the he or she defends throughout
time to adjust the vector of your purpose statement to something the paper. A thesis

statement is usually finalized

ou can reasonably support and live with.
y y supp after the research process.

You’re less likely to go astray during the outlining process if you
write down your purpose statement and refer to it often. Every
main point and supporting idea in your outline should support that purpose statement—irrelevant
facts or opinions should be eliminated. Discipline at this stage will save pain later.

ORGANIZING: GET YOUR BOTTOM LINE UP FRONT (MOST OF THE TIME)

“In the future, authors will take a long time to get to the point.
That way the book looks thicker.”

— Scott Adams in The Dilbert Future:
Thriving on Stupidity in the Zlst Century

In nearly every communication situation, you need to state your bottom line early in the
message. In a direct or deductive approach, state your position, main point or purpose up front,
then go into the details that support your main point. When you take a direct approach to
communication, your audience is better prepared to digest the details of the message and
logically make the connections in its own mind.

There is an exception to every rule, and you might want to be less direct when trying to persuade
a hostile audience. In such a situation, if you state your bottom line up front, you risk turning
them off before you build your argument—regardless of how well it is supported. In this case
you might consider using an indirect or inductive approach: you may present your support and
end with your bottom line. Sometimes this successfully “softens the blow” and gives your
audience time to warm up to your views.

In the inductive approach, you still need an introduction, but it would be less direct. Here’s an
example of two purpose statements:

Direct: Women should be allowed in combat because....
Indirect: The issue of women in combat has been hotly debated, and both sides have valid points....

Use the inductive approach with caution; it’s an advanced technique and difficult to execute
without confusing your audience. In an academic setting, seek your instructor’s advice before
applying this method to your assignments.
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THE OUTLINE: WHY DO | NEED ONE?

To some people, preparing an outline looks like a painful chore. Though an outline does take
some effort, it’s a time-saver, not a time-waster. An outline contains your main points and
supporting ideas arranged in a logical order. It allows you to see and test the flow of your ideas
on paper without having to write out complete sentences and paragraphs. If some ideas don’t fit
together or flow naturally, you can rearrange them without a lot of effort. Like the blueprint of a
house, an outline makes the “construction process” more efficient and often results in a better
quality product.

Does all writing require you to take the time to write a detailed outline with several layers of
detail? No. If you plan to write a short letter, message or report, a list of main points may be all
you need. For longer papers, Air Force publications, reports, staff studies, etc., you’ll find a
detailed outline is usually an indispensable aid.

OUTLINING: THREE-PART STRUCTURE

Chapter 7 will describe how most writing and speaking is organized in a three-part structure
consisting of an introduction, a body and a conclusion. Most of the work in developing an
outline involves organizing the body of your communication, but if you are building a formal or
detailed outline on a lengthy written product, you should probably include the introduction and
conclusion in the outline. A skilled communicator writing an informal outline on a short
assignment may just outline the body and work out the introduction and conclusion during the
drafting process.

OUTLINING FORMATS:
HEADINGS AND STRUCTURE USED IN FORMAL OUTLINES

Though most outlines you produce will never be seen by anyone else, in some cases you might
be asked to produce a formal outline for “public consumption.” Here are some possible
scenarios:

e Your boss wants to review what you plan to cover before you start drafting.
e Your document will have numbered headings and subheadings.
e You’re organizing the efforts of multiple writers who must work together.

In these situations, it’s helpful to have a consistent approach to numbering or lettering the
different components of your outline. Be consistent once you pick your approach.

One option for an outline format is to use a numerical structure to identify different levels of the
outline. In complicated documents like military publications, these levels may also be used as
headings in the finished document to help readability. Another classic option is to use a mix of
Roman numerals, Arabic numerals and uppercase and lowercase letters to identify the different
levels. (For a refresher on Roman numerals, check out on page 336. A third option is to use the
same headings as the paragraph labels in an official memo; see page 185 for details).

Note that some sections of your outline may be more detailed than others. In the below outline it
is perfectly acceptable to divide section 1.2 into smaller elements and leave section 1.1 and 1.3
undivided.
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NUMERICAL OUTLINE FORMAT

1. Section 1
1.1 First subheading to Section 1
1.2 Second subheading to Section 1
1.2.1 First subheading to 1.2
1.2.2 Second subheading to 1.2
1.3 Third subheading to Section 1

2. Section 2
2.1 First subheading to Section 2
2.1.1 First subheading to 2.1
2.1.2 Second subheading to 2.1
2.2 Second subheading to Section 2

3. Section 3...

CLASSICAL OUTLINE FORMAT

I. Section I...
A. First Subheading to Section |
1. Firstsubheading to I.A
a.
b.
2. Second subheading to I.A
a ...
b. ...
B. Second Subheading to Section |
1. Firstsubheading to 1.B
a.
b.
2. Second subheading to “1.B”
a.
Il. Sectionl....

These two examples illustrate a cardinal rule
of outlining: any topic that is divided must
have at least two parts. Never create a Part
1 without a Part 2, or a Section A without a
Section B.

These are only two of many possible formats
for numbering different levels of a detailed
outline. If your final product requires a
particular format for headings or organization
(for example, if you are writing an Air Force
publication), you might save time later by
building your outline with the format
specified for the finished product. If not, any
consistent approach will work fine.

Some people get tied up in knots over the
mechanics of a formal outline. Remember
that the primary purpose of an outline is to
help you arrange your thoughts into main
points and subordinate ideas, so relax and use
a format that works for you.

@ Tip: Each item in an outline should begin at the left margin. Second and following lines
should be in block format or indented to align with the first word in the line above.
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OUTLINING THE BODY: PICK A PATTERN

Your next step is to select a pattern that enables you and your readers to move systematically and
logically through your ideas from a beginning to a conclusion. Some of the most common
organizational patterns are listed below. Your purpose, the needs of your audience, and the
nature of your material will influence your choice of pattern.

1. TOPICAL/CLASSIFICATION PATTERN : :

) ] ] Outline: Comparison of
Use this format to present groups of ideas, objects or events F-15 and F-16 Performance
by categories. This is a commonly used pattern to present A. General Description
general statements followed by numbered listings of 1. F-15
subtopics to support, explain, or expand the statements. 2. F-16

. . B. Detailed Comparison
A topical pattern usually follows some logical order that 1. Spec 1
reflects the nature of the material and the purpose of the - F-15
communication. For example, if you are giving a briefing - F-16

. . . . . 2. Spec?2
on helicopters, you might separate them into light, medium, T
and heavy lift capabilities and briefly describe the weight - E-16
limits for each category. You could begin with the lightest 3. Spec3
capability and move to the heaviest or begin with the - F-15
heaviest and move to the lightest. - F-16

4. Spec4

@ Tip: To help your readers absorb complex or - F-15
unfamiliar material, consider organizing your material to - F-16

move from the most familiar to the unfamiliar or from the
simplest category to the most complex. When using this pattern, experiment to find the
arrangement that will be most comfortable for your audience.

2. COMPARISON/CONTRAST PATTERN

Use this style when you need to discuss similarities and/or differences between topics, concepts,
or ideas.

When you are describing similarities and differences, it often helps the reader to see a point-by-
point comparison of the two items. For example, if you were writing a document that compares
and contrasts certain characteristics of the F-15 and the F-16, you might go item by item,
discussing similarities and differences between the two as you go.

3. CHRONOLOGICAL PATTERN

When you use this pattern, you discuss events, problems or processes in the sequence of time in
which they take place or should take place (past to present or present to future). This commonly
used pattern is used in writing histories, tracing the evolution of processes, recording problem
conditions, and documenting situations that evolve over time.

This approach is also used in official biographies, which are written in chronological order
because they serve as a history of the member’s professional career.
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This pattern is simple to use, but judgment is required when deciding what events to leave in and
what events to leave out. For example, if you were preparing a short biography to introduce a
distinguished guest speaker, you may decide to emphasize experiences that demonstrate his
subject matter expertise and leave out other important but less relevant details. When unsure
what to include, think back to your purpose and audience.

@ Tip: You may want to consider a chronological approach to your topic when it is known to
be controversial. Many writers and speakers will announce, “First let’s take a look at the history
of the problem.” This starts the sender and audience out on neutral ground instead of just
launching into the issue at hand. This is a type of inductive approach, and again, should be used
with caution.

4. SEQUENTIAL PATTERN

The sequential or step-by-step approach is similar to the chronological pattern. Use this
approach to describe a sequence of steps necessary to complete a technical procedure or process.
Usually the timing of steps is not as important as the specific order in which they are performed.
The outline on the first page of this chapter (“Seven Steps to Effective Communication”) is an
example of a sequential approach.

The sequential approach is often used in manuals and other instruction books. For example, a
Security Forces NCO in charge of small arms training might use this pattern when rewriting the
teaching manual on how to safely inspect, load, fire, disassemble, and clean weapons. Since
safety is paramount, the process must be written in a precise, stepwise fashion to ensure that
nothing is overlooked.

@ Tip: When describing a procedure, explain the importance of sequence so your audience is
mentally prepared to pay close attention to the order, not just the content, of the information.

5. SPATIAL/GEOGRAPHICAL PATTERN

When using this pattern, you’ll start at some point in space and proceed in sequence to other
points. The pattern is based on a directional strategy—north to south, east to west, clockwise or
counterclockwise, bottom to top, above and below, etc. Let’s say you are a weather officer
briefing pilots about current and anticipated conditions in the geographic region where they will
be flying a mission. You would most likely describe conditions in reference to the terrain and
describe weather systems that will affect their mission on a map.

@ Tip: CAUTION! Make sure to use appropriate transitions to indicate spatial relationships—
to the left, farther to the left, still farthermost to the left; adjacent to, a short distance away, etc.
These signal the flow of the communication; if missing, your audience can easily become
confused or disoriented. (We’ll talk more about transitions in the next chapter, on pages 70-73).
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6. PROBLEM/SOLUTION PATTERN

You can use this pattern to identify and describe a problem and one or more possible solutions,
or an issue and possible techniques for resolving the issue. Discuss all facets of the problem—its
origin, its characteristics, and its impact. When
describing the proposed solution, include enough
support to convince your readers the solution is
practical and cost effective. After presenting
your solution, you may want to identify
immediate actions required to implement the
solution.

Problem Solution Example:
The Staff Study

The Staff Study format described on page 203
is a classic example of a problem/solution
pattern. Within this format, you can present
several possible solutions or just the one you
recommend. A staff study with three options

The problem/solution pattern may be used in might have an outline that looks like this:

several variations:

e One Solution: Discuss the problem and
follow with the single, most logical solution.

e Multiple Solutions: Discuss the problem,
several possible solutions, the effects of each and
your recommendation.

e Multiple Solutions, Pro-Con: This popular
format includes a discussion of the advantages
(“Pros”) and disadvantages (“Cons”) of each
solution.

1.
2.

PROBLEM

FACTORS BEARING ON THE
PROBLEM

a. Facts
b. Assumptions
c. Evaluation criteria for solutions

DISCUSSION OF POSSIBLE
SOLUTIONS

a. Option 1- pros and cons
b. Option 2- pros and cons
c. Option 3- pros and cons

Remember that a problem-solution pattern is not 4. CONCLUSION
a format for a personal attack on an adversary; “Option 3 is recommended...”
it’s simply a systematic approach to use in 5. ACTION RECOMMENDED

persuading people either to accept your ideas or

“Take the following steps...”

to modify their own ideas.

7. REASONING/LOGIC PATTERN

In this pattern, you state an opinion and then
make your case by providing support for your
position. This is the classic “logical argument” described in Chapter 5. This approach works
well when your goal is more than just discussion of problems and possible solutions. Use this
pattern when your mission is to present research that will lead your audience down the path to
your point of view!

Though you can list your options in any order,
skilled writers often “save the best for last”
and put their recommended option last on the
list to help readability.

@ Tip: Remember your audience analysis? If members of your audience are hostile to your
position, try to look at this issue through their eyes. Start out with the support they are most
likely to accept, and then move into the less popular issues that support your main point.
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8. CAUSE/EFFECT

You can use this pattern to show how one or more
ideas, actions or conditions lead to other ideas, actions
or conditions. Two variations of this pattern are
possible: (1) begin with the effect, then identify the
causes; or (2) begin with the causes, then identify the
effects. The technique you use depends on the context
of your discussion.

Sometimes an effect-to-cause approach is used when
your purpose is to identify WHY something happened.
When might you use this approach? Let’s say you are
the president of the Safety Investigation Board

Causes, Effects and Faulty Logic

Be careful to avoid faulty logic traps
when writing about cause and effect.
You’re guilty of a false cause fallacy
when you assume one event causes a
second event merely because it precedes
the second event. You’re guilty of a
single cause fallacy when you assume
only one factor caused an outcome, when
in fact there are multiple causes. For
more details on these and other fallacies,
refer back to Chapter 5.

following a fatal aircraft mishap (the effect). Your report might begin by describing the mishap
itself, and then explain the factors that led up to the mishap and conclude with your

determination of one or more causes for the effect.

Sometimes a cause-to-effect pattern is used when your purpose is to explain how current actions
or conditions (causes) may produce future consequences (effects). For example, someone might
use this pattern to present how a series of causes—Ilarger automobiles, reduced financial
incentives for energy conservation and reduced research funding for alternative energy
technologies—might result in an undesirable effect—a US shortage of fossil fuels.

SUMMARY

A well-planned outline can ease the pain of writing your first draft. Remember, building a house
is much easier with a blueprint! This invaluable tool will help you remain focused on your
purpose statement and help ensure your support is organized, relevant and tailored to your
mission and audience. The outline will also help in the editing process. Take a break after
working on your outline and start fresh before you begin your draft. Good luck!
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PART III:

WRITING WITH FOCUS
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PREWRITING PROCESS SUMMARY: STEPS 1-4
BEFORE STARTING YOUR DRAFT, YOU SHOULD KNOW...
STEP 1. ANALYZE PURPOSE AND AUDIENCE

Your purpose: to direct, inform, persuade or inspire (reference page 19).

Your purpose statement: one sentence that captures your bottom line (reference page 20).

Your schedule for the assignment.

Your communication format: Point paper? Staff study? Academic essay?

Your audience: experience, education, attitudes about topic, etc. (pages 21-22).

Your unit’s position: Could you create problems for others? Should you coordinate this?

The appropriate tone will depend on purpose and audience: usually polite, personal,
positive, and inclusive; often informal and direct (pages 23-24).

STEP 2. RESEARCH YOUR TOPIC

Relevant information from boss, coworkers, office files, Internet and the library.

STEP 3. SUPPORT YOUR IDEAS

How to use relevant information to support your ideas and meet your purpose.
How to “build a case” (a logical argument) for your position, if needed.

How to use facts, definitions, statistics and testimony as evidence for your position.
How to avoid mistakes in your logic and notice problems with your evidence.

STEP 4. ORGANIZE AND OUTLINE

Your chosen organizational pattern (topical, chronological, problem/solution, etc.).
Your outline, which graphically shows the flow of your main points.
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CHAPTER 7

STEP 5:

WRITING
YOUR DRAFT

This chapter covers:

Drafting using a three-part structure (introduction, body and conclusion).
Drafting effective paragraphs.
Drafting clear and concise sentences.

Overcoming writer’s block.

After completing the prewriting process, you’ve got what you need to produce a first rate
communication product. Congratulations! You’re ready to write your first draft! In this chapter
we’ll take a “top down” approach to writing a draft. We’ll start with the big picture: a three-part
structure consisting of the introduction, the body, and the conclusion. Next, we’ll describe how
to write effective paragraphs within the body. Finally, we’ll dig down deeper into the sentences,
phrases, and words that make up the paragraphs of your draft.

“The basic rule every military writer ought to live by is this:
‘[ will write only when | must.”
— Colonel William A. McFeak
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DRAFTING BASIC PHILOSOPHY

Keep a few things in mind as you start the drafting process. A draft is not the finished product,
and each sentence does not have to be polished and perfect. Your focus should be to get your
ideas on paper. Don’t obsess about grammar, punctuation, spelling, and word choice at this
point—that comes later. You don’t have to fix every mistake as you see it—you can catch these
during the editing process.

On the other hand, it’s helpful to keep an eye on your outline when drafting your masterpiece,
especially when you’re writing something longer than a page or two. By periodically checking
your outline, you are less likely to lose focus and include irrelevant information.

Okay, this sounds great, but have you ever sat down to start your first draft and found yourself
just staring at the blank computer screen or paper? If you suffer from writer’s block, we’ll cover
strategies for overcoming this fairly common problem at the end of this chapter.

THREE PART STRUCTURE: AN INTRODUCTION, BODY AND CONCLUSION

What is your draft going to look like? Is it going to be one huge paragraph? No, in most cases,
you’ll organize your draft in a three-part structure—introduction, body and conclusion.

e The introduction must capture your audience’s attention, establish rapport and announce
your purpose.

e The body must be an effective sequence of ideas that flow logically in a series of paragraphs.
e The conclusion must summarize the main points stated in the body and close smoothly.

Let’s take a closer look at this structure. We’ll examine these parts out of order—first, the
introduction, then the conclusion and lastly the body where we’ll spend most of our “time.”

DRAFTING THE INTRODUCTION

The introduction sets the stage and tone for your message. Although the content and length of
your introduction may vary with the assignment, the introduction should, at a minimum, clearly
state your purpose (“bottom line”) and the direction
you plan to take the audience.

Stage Setting Remarks:
o ] Use them properly!
A typical introduction has three components: stage

f . Stage setting remarks are optional.
setting remarks, a purpose statement, and an overview.

Though they add polish to an
introduction, your reader has to be

e Stage-setting remarks set the tone of the : )
able to pick which sentences are

communication, capture the audience’s attention and
encourage them to read further. Stage setting remarks
are optional, so you can omit them in very short
messages or in messages where you don’t want to
waste words.

e The purpose statement is the one sentence you’d
keep if you had only one. It specifically states your
purpose, thesis or main point. For some examples and
more details, refer back to Chapter 3 (page 20).
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“setting the stage” and which
sentence is the “bottom line.”

If you’ve received feedback that
readers are sometimes confused
about the purpose of your writing,
get to the point quickly and don’t
overdo stage-setting remarks. Too
many preliminaries can backfire
and actually confuse the reader.




Writing Your Draft

e The overview is like a good roadmap—it clearly presents your main points, previews your
paragraph sequence and ties your main points to your purpose.

Here’s an example of a short introduction that contains all three components:

Communication is essential to mission accomplishment, and all Air Force personnel should be
able to write effectively. (Stage Setting Remarks) This handbook provides general guidelines and
specific formats for use in both staff environments and Professional Military Education schools.
(Purpose Statement) It begins with an overarching philosophy on military communication, then
describes processes and techniques to improve writing and speaking products, and summarizes the
most common formats used in Air Force communication. (Overview)

Even though readers read the introduction first, you don’t have to write it first. If
the introduction doesn’t come easily or naturally, you can work on another part of the
communication and then return to it. Some writers backpedal and don’t want to work on
the introduction until the rest of the communication is written. Others insist it guides
them in shaping the content or body of their message. Regardless of when you write the
introduction, make sure that it captures your purpose and make sure it prepares your
audience for what is to come.

Here’s the bottom line on your introduction: It must be an appropriate length for your
specific communication and it should contain a clear
statement of your purpose and direction.

Introductions and conclusions:

DRAFTING THE CONCLUSION How long?
The conclusion is the last and often neglected part of a The length of your introduction and
well-arranged communication. Sometimes inexperienced conclusion will be proportional to

writers stop writing as soon as they finish discussing their || the length of your overall writing
assignment. On a one-page

last main |d_ea. That’s not an effective co_nclusmn. The assignment, they may be very short,
conclusion is your last chance to summarize your while lengthy staff studies or

communication and give your audience a sense of closure. publications may contain
introductions and conclusions that

An effective conclusion often summarizes the overall are several paragraphs long.

theme and main points discussed in the body. If you have Introductions and conclusions to

a simple, straightforward purpose, you might want to books are often an entire chapter!
emphasize i_t by restating it in slightly different words in Remember that introductions and
the conclusion. If you have a complicated purpose or a conclusions are designed to help
long, involved communication, you’ll probably need to your readers; use good judgment in
emphasize your main ideas and state your proposals or determining the appropriate length
recommendations. for your assignment.

For effective endings, restate the main ideas or observations or emphasize the main thrusts of
arguments. Under no circumstances apologize for real or perceived inadequacies or inject weak
afterthoughts. Conclude your communication with positive statements based on your preceding
discussion. Generally, avoid bringing up new ideas in the conclusion; these belong in the body
of your communication. Opening up new “cans of worms” will just confuse your reader.

Your introduction and conclusion should balance each other without being identical. To check
this, read your introduction and then immediately read your conclusion to determine if your
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conclusion flows logically from your introduction and whether it fulfills your purpose. An
effective conclusion leaves you with a sense you’re justified in ending your communication.
You’re ready to call it a day only when you assure your audience you’ve accomplished the
purpose stated in your introduction.

Recall our sample introduction on page 67; here’s a short conclusion derived from that
introduction and the body (which we don’t have right now):

As Air Force personnel, we can’t accomplish our mission without effective communication. Hopefully, this
handbook has provided you with some practical tools to improve your communication skills, specifically
speaking and writing. Keep it handy and refer to it often as you prepare and review a variety of spoken and

written products throughout your career.

Even without the “body” available, you can see how the introduction and conclusion
complement each other.

DRAFTING THE BODY

The body of your communication is the heart of your message. It includes your main ideas about
your subject and supporting details under each main idea.

The body typically consists of several paragraphs. The total number of paragraphs (and overall
length of the body) will depend on your purpose and subject. As a general rule, write a separate
paragraph for each main idea—you might confuse your reader if you have two or more main
ideas in a single paragraph. In a longer communication, you may find it necessary to use more
than one paragraph to cover one main point or idea.

So much for a quick review of introductions, conclusions and bodies. Now, let’s dig down a
little deeper into the paragraphs that make up the body of your communication.

DRAFTING EFFECTIVE PARAGRAPHS
PARAGRAPHS SHOULD CONTAIN ONE MAIN POINT
Paragraphs are the primary vehicles to develop ideas in your writing. They serve three purposes:
@® To group related ideas into single units of thought.
@ To separate one unit of thought from another unit.
® To alert your readers you’re shifting to another phase of your subject.

An effective paragraph is a functional unit with clusters of ideas built around a single main point
or idea and linked with other clusters preceding and following it. It’s not an arbitrary collection
designed for physical convenience. It performs a definite, planned function—it presents a single
major idea or point, describes an event, or creates an impression.

Most staff writing depends on relatively short paragraphs of three to seven sentences. If you
follow this practice, you’ll be more likely to develop clear, easy-to-read paragraphs. The length
of individual paragraphs will vary because some main points need more supporting details than
others.
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In general, the flow of your paragraphs will follow the organizational pattern or format you
selected in Step 4: “Organizing and Outlining” (Chapter 6). That is, you build your paragraphs
to meet the structural requirements of your overall communication. But you can use analogy,
examples, definition, and comparison and contrast to develop single paragraphs within your
overall pattern. The guiding principle is to develop one main idea or point in each paragraph.

TOPIC SENTENCES
Capturing the main point of each PARAGRAPH

In staff writing, it’s helpful to start off each paragraph with a
topic sentence that captures the subject or controlling idea of
the paragraph. The topic sentence prepares the reader for
the rest of the paragraph and provides a point of focus for
supporting details, facts, figures and examples.

In the body, don’t make your reader search for the topic
sentences of your paragraphs. (As stated earlier, the rules
are different for introductions and conclusions.) Since the
topic sentence is the subject and main idea of the paragraph,
the best place for it is up front—the first sentence. This
helps with clarity and makes things convenient for your
readers. Many people need only general information about
the content of certain letters, reports and directives.
Scanning topic sentences at the beginning of paragraphs for
the most important ideas saves a lot of time. If your readers
need more details, they can always read beyond your topic
sentences.

Once you’ve written a topic sentence, the rest of the

If your readers are confused,
check your topic sentences!

A topic sentence announces your
intent for a single paragraph in the
same way a purpose statement
announces your intent for the entire
writing assignment.

Most readers are better able to
understand how ideas relate to each
other if they know what’s coming.

If you’ve received feedback that
readers have trouble understanding
the “flow” of your writing, check
your topic sentences. Does one
exist for each paragraph? Can you
underline it? Do they start off the
paragraph? Do they tie back to your
purpose statement?

paragraph should fall neatly in place. Other sentences between the topic sentence and the last
sentence must be closely related to expand, emphasize, and support the topic sentence. In some
paragraphs, the last sentence is used to summarize key points, clinch the main idea in the
reader’s mind, or serve as a transition to the next topic sentence. (We’ll talk more about
transitions in the next section.) Eliminate any “extra” sentences that don’t perform one of these

functions!

Though most writers will draft an entire paragraph at a time, an alternate drafting strategy is
to first write all the topic sentences in your body. Once the topic sentences are completed, go
back and write the rest of the paragraphs, one at a time. Drafting the topic sentences first
requires the writer to stay focused on the “big picture” and can help produce a clear and well-
organized draft. This technique can be very useful for longer writing assignments and is

recommended for writers who struggle to organize their writing.

Here’s the bottom line on paragraphs in the body: Each paragraph should have one main
point/idea captured in a topic sentence, preferably at the beginning of the paragraph. Use
supporting ideas to prove, clarify, illustrate and develop your main point. Your objective is to
help your readers see your paragraphs as integrated units rather than mere collections of

sentences.
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TO CONTRAST IDEAS
but
yet
nevertheless
however
still
conversely
on the one hand
instead of
neither of these
(to) (on) the contrary
rather than
no matter what
much less as
in contrast
otherwise
on the other hand
in the (first) (second) place
nor
according to

THE

BULLETIN| .-
80AR

elsewhere
nearby

above all
even these
beyond

in other words

for instance
of course
in short

in sum
yet

TO SHOW TIME
immediately
presen