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GETTING ANYWHERE ON TIME

Q Try doing things ahead of time and pay attention to how liberating it can feel.

® Plan to be 15 minutes early for engagements — then you’ll probably be on the dot. If you're
early, spend that time with a book or some to-do items.

@ Make a daily plan, with a written schedule of your activities with start and end time
estimates. This helps you see what you really have time for. Punctuality expert Diana
Delonzor said most people underestimate how long it takes to do something by about 30
percent.

® Set up a system of rewards and penalties. If you're late to meet a friend, agree that coffee is
on you. Or, if you’ve made lots of progress, reward yourself.

C Create mantras, such as, “It won’t get any easier in five minutes,” instead of hitting the
snooze alarm for the fifth time.

To learn more about managing your time have a look at our Time Management course outline which
will give you the tools and techniques to manage your time more effectively. Request a information
from training@blazingmoon.co.za or call 011 728 7720.

TIPS FOR WRITING POWERFUL EMAILS

Email writing is its own art form. Done well, your reader gets your point quickly, knows what action

you expect them to take, and is encouraged to respond with more information or better ideas.

In other words, it doesn’t waste their time and moves the conversation along. In this simplicity is

power.
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But all too often — and you see this every day — corporate emails are a mess of jumbled ideas, too
long with unnecessary info, or too brief for clarity.

Q Call to Action. Say what you want the reader to do.
Q Say it Up Front. Don’t bury the message.
Q Assume Nothing. Include your behind-the-scenes thinking.

Q Do the Thinking. Avoid the generic “What are your thoughts?” atop a chain of previous
emails

I’'ve got more ideas, and | hope you’ll add your own tips below.

C Take Time With The Subject Line. Like a headline in a newspaper, the subject line sets
expectations for what the email will cover. Keep it to a few words. Avoid the abstract.
Indicate action needed.

0 Good: Marketing collateral on Kensington project draft needs your approval
0 Bad: Check out Kensington piece

Q Keep It Short. My rule of thumb, and this may not be right for you, is to limit the email to
three paragraphs, 300 word tops. An email is supposed to be a quick communication and
long emails are hard on the eyes. If you need to get more info across than 300 words will
allow, you probably want to create a detailed attachment to supplement the short message.

Q Check spelling. Typos make you look sloppy and lazy. Use auto spell check. But read it once
more before sending, because spell checkers and their users have a bad habit of inserting
the wrong word into the document.

® Check recipients. The dreaded “Reply To All.” Need we say more?

Visit this page next week for more IT related tips and tricks.



