Persuasive Writing Guidelines
(mostly from Markel)

Communicating persuasively requires, first, considering the purpose of the argument. You need to understand your audience's broader goals--security, ego reinforcement, and self-actualization--and work within eight sets of constraints: ethical, legal, political, informational, personnel, financial, time, and format and tone.
     Crafting a persuasive argument requires understanding the claim-evidence-reasoning structure of an argument. The claim is the thesis you wish your readers to accept as valid. The evidence consists of the facts that support your claim. The reasoning is the logic that you use to derive the claim from the evidence. You need to use the right kinds of evidence, including commonsense arguments, numerical data, examples, and expert testimony. In addition, you need to consider opposing viewpoints effectively and decide where to put the claim. 
     You need to avoid common logical fallacies (such as hasty generalizations, oversimplifying, and circular arguments), which can undercut your argument. In addition, you need to consider whether portions of your argument might be communicated more effectively through graphics than through text. You need to project a professional persona by being cooperative, moderate, fair-minded, and modest in your arguments. Creating a persuasive argument is ultimately a matter of ethics as well as of rhetoric; you need to be aware of the ethical implications of your arguments. You should be aware, too, that people from other cultures might bring different expectations to the argument and have different ideas about what constitutes an effective structure or even appropriate evidence.
Creating a Professional Persona
Your persona is how you appear to your readers. Demonstrating the following characteristics will help you establish an attractive professional persona:
	Cooperativeness. Make clear that your goal is to solve a problem, not advance your own interests.
	Moderation. Be moderate in your judgments. The problem you are describing will not likely spell doom for your organization, and the solution you propose will not solve all the company's problems.
	Fair-mindedness. Acknowledge the strengths of opposing points of view, even as you offer counterarguments.
	Modesty. If you fail to acknowledge that you don't know everything, someone else will be sure to volunteer that insight.
	Trustworthiness. Even though you want to appear modest, you must also prove that you know what you’re writing about. Be consistent and thorough, with good evidence.


