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**Assignment 3

From a preliminary outline for a report, you have the following major and minor generic headings. 
Major Headline: Obesity in the United States Minor Headlines: 
Adult Obesity, Childhood Obesity 
Major Headline: Contributors Minor Headlines: Fast Food, School Lunches, Processed Food Convert these to message titles that you’ll include in your final report. 
You may add information to make each heading more descriptive. Either research each topic or, if your instructor allows, make up information just for the purpose of the exercise.


Information from the book

Outlining the Report
Although we introduced the concept of outlining in Chapter 4, the process is more complex for a longer, formal report. An outline is a useful step to help you plan which points are to be covered, in what order they will be covered, and how the topics relate to the rest of the report.
Consider your outline as a working draft to be revised as you compose the report. The wording doesn’t matter too much at this point; you just want to have the major and minor topics identified. You may use any combination of multilevel numbers, letters, or bullets for your outline. Figure 4 shows an outline of Grace Lee’s proposal for Jason’s Deli.

Figure 4
Types of Reports
Proposal to Expand the Menu: Adding Hot Food Choices
1. Introduction
1. Background about XYZ (Name)
2. Purpose
3. Main Points (benefits of the proposal)
4. Preview of Topics to Be Covered (same as the main points in this case)
2. Increase Revenue and Profit
1. Implementation Costs
2. Higher Revenue
3. Lower Food Costs
3. Distinguish XYZ from Competitors
1. Competition in the Town Center
2. Yelp Classifications
4. Expand Our Consumer Market
1. External Research
2. Local Customer Data
3. Possible Downside: Women’s Preferences
4. 
5. Summary

Headings help orient your reader and give your report unity and coherence. As you refine your outline, you’ll choose the actual wording for your headings and decide how many you’ll need.

Generic Headings and Message Titles

[bookmark: PageEnd_314]Imagine reading proposals from four energy auditors about your company’s property. Each wants to sell you energy-saving solutions, such as a new heating system or new windows. Sure, headings such as “Costs,” “Advantages,” and “Disadvantages” explain major sections of the reports, but they’re hardly descriptive—and they do nothing to distinguish one report from the others. These are generic headings, which identify only the topic of a section, without giving the conclusion.

Message titles (or talking headings), unlike generic headings, help distinguish your main points for the reader on each PowerPoint page or each section of report. Also used in newspapers and magazines, descriptive headings allow the reader to simply skim the article for the most important ideas.

You might use generic headings if you didn’t want to reveal your main points as in these examples about the energy audit:

· Decreasing Heat Loss
· Upgrading Exterior Features
· Improving Efficiency
· 
Now compare the previous headings to these message titles, which convey the main points but might scare the client because of perceived costs:

· Insulating the Walls and Attic Will Decrease Heat Loss
· Replacing the Windows and Doors Will Reduce Air Leaks and Improve Appearance
· Installing an Efficient Furnace Will Reduce Fuel Costs
· 
Read the entire YZ Travel report—and slides for an oral presentation for comparison—in the Reference Manual.

When you read message titles across a PowerPoint report or in a text-based report, you understand the entire argument, as in the YZ Travel report (Figure 5). These may seem long, but page titles in PowerPoint reports typically are written as full sentences, and they may span two lines. Check that each page conveys one well-supported point and that the title (like a topic sentence for a paragraph) covers the entire idea on the page but doesn’t mention points that aren’t supported.

Figure 5
Message Titles Convey an Argument
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® YZ Travel is implementing a price steering strategy that alters the
initial display of search results based on users’ operating systems.

* Price steering is not price discrimination: it does not show different
prices for the same product to different users.

® Price steering is one of many criteria that YZ Travel.com uses to
predict user preferences and improve the user experience.

* Mac users pay a much higher price for their computers and tend to
spend more on hotels than PC users.

* The price steering strategy improves the user experience for both
Mac and PC users by providing a more efficient booking process.

* Product and price steering is a common strategy used to create
value for customers.

® The price steering strategy is a good opportunity to help increase
customer satisfaction and capture market share in the industry.




