EASTCONN eMail Tips

These tips are intended to:

· Reduce the amount of time that you, and those with whom you communicate, have to spend managing emails

· Help all EASTCONN employees convey a professional image within and outside the agency when using email

· Prevent those with whom you communicate from feeling “spammed” by EASTCONN

Netiquette, or network etiquette, is the contemporary term for the proper way we communicate and interact with each other using email over the Internet –Yale University Library
1. CHOOSING TO EMAIL:  Ask yourself, what is this communication intended to accomplish?  Is email the best way to communicate? Would a telephone call work better.  Would a personal note be more appropriate? In a face-to-face meeting or telephone conversation, you can change your tone of voice, respond to questions, or rephrase comments to promote understanding. Highly complex issues may be difficult to capture in writing. Avoid “flaming”, or firing off an extreme emotion or opinion, a problem especially prevalent with email communications. It is amazingly easy to hit “send.” Put emotional responses in a draft folder and reread them before sending them. Differences are usually best worked out face-to-face.

Misinterpretation of the content or form of the email message plus the likelihood that the recipient will then fire off a hasty response often exacerbates the situation. This expression of extreme emotion or opinion in an email message is referred to as flaming.—Yale University Library

2. SUBJECT LINE: Effective use of subject lines in emails is the most effective way to help your reader manage his/her email. Many people use the subject to decide whether or not to open an email, so write your subject as if it was the only thing they will read—because it just might be. Think of your subject line as the headline in an important news story. Keep it short but try to capture the essential purpose of your email. Since many people from EASTCONN could be writing to the same Superintendent or Principal on a given day, help our customers easily and quickly determine what they are getting from us and why. Bracketing the group list name can help give the recipient context. Some examples:

· [Supt] 9/12/05 URSA meeting cancelled

· [RSDC] Autism conference brochure attached

· Tech Council Meeting Agenda for 9/12/05

· Request for feedback on agency email policy 

3. ADDRESSING YOUR EMAIL:  Only “cc” people who need to take action or be apprised of action that is being taken. Ask yourself why you are sending the copy and then let the person know what you expect them to do with it in the body of your email. Usually “bc” or “blind copies” are for reserved for situations where there is an interested party who should remain anonymous. If you need the person who is receiving the blind copy to take some kind of action, you may want to forward a copy of the email separately with a message to your “blind” recipient letting them know why you are sending it.

4. USING GROUPWISE ADDRESS BOOKS:  These group lists make it easy for you to communicate with major customer groups like superintendents, principals, local elected officials, etc.  Do not send to entire groups unless you are confident that it is necessary for all of then to receive it. Ask yourself whether you would send it to the same group of people if you were mailing individual letters. If our customers find their inboxes full of EASTCONN emails, they will become less willing to open and read them all and we will all lose this valuable opportunity to get their attention.
5. ATTACHMENTS:  If you find yourself forgetting to include attachments, try developing the habit of attaching documents before you write the email. Don’t attach what isn’t necessary to support your email.  
6. ANSWERING A QUESTION:  Make it easy for your reader to understand and appreciate your response to previous email. When answering a question that has been sent to you, don’t just send an answer without including a reference to the question. Many times, the recipient may not remember the question or there may be more than one question pending, resulting in uncertainty about just what you are talking about. There are two options you can consider. If the email has a long history, you can either include all previous emails or summarize the background issue that you are responding to.
7. FORWARDING EMAIL: Before you forward an email, ask yourself if it is appropriate to share and whether a summary might be more useful to your reader.  Asking for permission to forward a message or attachment demonstrates your integrity. Write all of your own email communications knowing that it is very easy to forward an email whether you would approve of this happening or not.

8. CONTENT:  Avoid offensive language or offensive graphics of any kind. Take the time to proof and spell-check all your copy. Simplify complicated emails that contain a mix of unrelated topics by separating them into several shorter emails.  If topics are all related, however, include them all into one message. And finally, EASTCONN email is for communicating with our internal and external customers about EASTCONN business.

9. FORMAT:  Reading on a computer screen is different than reading on paper.  Keep paragraphs short. Use bullets or numbers when possible. Put critical information upfront on the first screen followed by supporting details on subsequent screens. Separate paragraphs with spaces. Do not use uppercase letters—that is considered “shouting” by your reader. Use emoticons sparingly.  Not everyone understands or appreciates these graphic shortcuts.

Emoticons are combinations of keyboard characters that convey emotion when viewed sideways … smiley face = :) = pleasant emotion … Emoticons are no substitute for clear and concise writing.  They are not appropriate for formal business communications. – Yale University Library

Additional sources:

“Email Netiquette”, Yale University Library,  http://www.library.yale.edu/training/netiquette
“Tips for Mastering E-mail Overload”, Harvard Business School, http://hbswk.hbs.edu/item.jhtml?id=4438&t=srobbins
 “Towards an Ethics and Etiquette for Electronic Mail,” RAND Corporation, www.rand.org/publications/MR/R3283
