
 1 

Types of Listening by 

Renée Gendron MA  

p. 20 

Featured  

Articles  

 

How to get Buyers 

to Fall in Love with 

the House 10 Easy 

Steps by Kathryn 

Wilson p. 2  

 

The Fauxtographer 

by Colette Dery p. 

7  

 

Make the Best 

Choice for your 

Mortgage Protection 

by Anna Sundin  p. 

13  

 

The 4 C’s of Suc-

cess by Penny-Lee 

Prevost p. 16 

Vars & Area Women Business Network 

VAWBN   

Newsletter  

July 2014  

Selling your 

home?  

It is more difficult for 

prospective buyers 

to see the finer 

points of your house 

if there are too many 

personal items 

around like family 

photos and other 

“special only to you” 

decor. Also they 

cannot visualize 

their personal treas-

ures in your house if 

they are distracted 

by your things.  

More on page 2 

Mortgage Protection  

If you have a life insur-

ance policy to protect 

your mortgage, and a 

better mortgage rate 

exists at another com-

pany, you can transfer 

your mortgage to that 

company knowing 

your insurance re-

mains in force. You 

don't need to re-apply. 

More on page  13 

6 Steps to Making 

Writing an Article or 

Other Document 

Easier by Anne 

Warburton  p. 18 



 2 

How to get Buyers to Fall in Love with the House you are Selling  in 10 Easy 

Steps. 

By Kathryn Wilson  

 

1 De-Clutter and De-Personalize: 

When most people think about Home Staging this is what comes to mind.  Yes de-

cluttering and de-personalizing are an important part of preparing your house for the 

Real Estate market but it is only the starting point.  Prospective buyers need to see 

the house you are selling not your favourite collection of . . .  (you fill in the blank).  

They are not in the market to buy your trinkets or prized possessions so before you 

list, pack them away (you will actually be ahead of the game by doing this).  It is more 

difficult for prospective buyers to see the finer points of your house if there are too 

many personal items around like family photos and other “special only to you” decor. 

Also they cannot visualize their personal treasures in your house if they are distracted 

by your things.  My rule of thumb too about decor is that if an item is smaller than a 

large grapefruit or cantaloupe, pack away as too many small things are distracting 

both in pictures and in person. 

 

2 Clean and Tidy: 

In my books this goes without saying, however, I have learned that people have very 

different standards of what is clean and what is tidy.  I often have to educate people 

on what is acceptable and appropriate when selling your house.  If you aren’t sure 

hire a cleaning company.  Dirty houses are viewed negatively by prospective buyers 

even if their standards for their homes are the same as yours!  So clean, clean, clean!   

The keeping tidy is much easier if point # 1 is followed. 

 

3 Re-Paint: 

Nothing freshens up the look (and feel) of a house than a fresh coat of paint.  Today 

we have an enormous choice of neutral colours to choose from, from trendy grays to 

standard off whites and beiges.  So why neutrals?  Well these colours provide a back-

drop in your house that allows prospective buyers to better see the highlights of your 

house – the focal points, be they architectural or created, the finishes and so on.   It 

also looks clean! 
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4 Let the Light In! 

People value privacy.  I get that.  However, blinds, and layer upon layer of sheers 

and draperies only serve to darken a room and obstruct the views outside.  A room 

flooded with natural light appears bigger and often more cheerful.  Unless it is a 

bedroom or bathroom, minimal window coverings are preferable. 

 

5 Small Updates that have Big Impact: 

Preparing your house for sale doesn’t always have to be expensive especially if 

you have been caring for your house all along.  Small updates like new hardware 

on cabinets in both the kitchen and bathrooms, new vent register covers, new fau-

cets, light fixtures or even electrical and light face plates are all quick and easy up-

dates that are well worth it as it tells prospective buyers that you care about your 

house and so should they.  Any small way to update and modernize your house will 

be noticed and appreciated by prospective buyers. 

 

6 Take Care of Smells! 

Whaatt?  Yes every house has a distinctive smell!  Some are barely noticeable, 

some are comforting and some are downright offensive!  If you have pets, budding 

athletes, and creative cooks or let your house get really “dirty” you may have an of-

fensive odour problem that is a big turnoff to prospective buyers.  And worse yet, if 

anyone smokes within your household, some prospective buyers won’t even go 

through your house!  Did you know that a recent study by Pfizer Canada indicated 

that smoking within a house can reduce the property value upward of 29%.  WOW!  

So let’s go back to point # 1:  clean,clean,clean -  carpets, bedding, curtains (that 

you have left), upholstered furniture and air the house out.  Perfumed sprays only 

serve to cover up and alert prospective buyers that maybe something is being cov-

ered up.  Ditto for fresh baked apple pie and bread – today’s buyers are very savvy!  

How to get Buyers to Fall in Love with the House you are Selling  in 10 Easy 

Steps. 

By Kathryn Wilson  

Continued  
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7 Furniture and Arrangement: 

How you arrange your furniture and how much you have within your house impact 

greatly on prospective buyers opinion of your house.  Too much furniture makes 

most rooms appear small and cramped.  Go through each room and keep only the 

minimum that is necessary.  Store off site the extra furnishings that create visual 

clutter.  A friend’s, neighbour’s or relative’s garage or even a storage unit is well 

worth the cost and effort to move furniture to, to create rooms that appear well 

“roomy”!  Also how you arrange your furniture is important too.  Prospective buyers 

need to navigate freely throughout each room and from room to room.  If furniture is 

blocking a way, then the perception is “wow is this space ever tight or small – our 

furniture will never fit in here nor will we!”. 

 

8 Storage (closets, cabinet and crawl spaces): 

It is well known that most Prospective buyers value ample storage spaces.  (Maybe 

that’s one of the reasons you are moving).  If your house is somewhat lacking in this 

department, then paying particular attention to closets, cabinets and crawl spaces is 

in order.  By editing, organizing and keeping neat and tidy these spaces, you can 

create the look and feel of ample space.  There are lots of ways to do this.  Baskets 

are your friends!  They hide and contain lots of things out of sight so that these 

spaces look neat and tidy and spacious.  Surely then the storage needs of prospec-

tive buyers will be met. 

How to get Buyers to Fall in Love with the House you are Selling  in 10 Easy 

Steps. 

By Kathryn Wilson  

Continued  
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9 The Three most Important Inside Areas – the Foyer, the Kitchen and the 

Bathrooms: 

 

When Prospective buyers step inside your house they immediately size it up as yay 

or nay!  The foyer conveys a lot of information about your house to buyers.  They 

get a “feel” for your house right then and there and if it is positive they likely will car-

ry that felling throughout the house.  However, if it is negative, watch out!   The 

sense of size, esthetic  appeal and smell all impact upon buyers’ right here.  Often 

several areas of the house are quite visible from this one vantage point so it is im-

portant to have this space as appealing as possible.   

It has been known for some time that kitchens and bathrooms are key selling points 

in a house.  Why, well it could be that we spend so much time in these spaces look-

ing after our various nurturing needs that it is so important that we feel comfortable 

here.  Attention to the details as outlined in  points # 1, 2, 3, 5, 6 and 8 are very im-

portant considerations.  Higher price point houses demand higher quality updates 

usually. 

 

How to get Buyers to Fall in Love with the House you are Selling  in 10 Easy 

Steps. 

By Kathryn Wilson  

Continued  

Image courtesy Bing  
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10 Outside Areas: 

Prospective buyers first impression of your house is of course the outside, the 

condition, style  and esthetics of the house itself and the property.  Again there are 

many things that can be done to improve and enhance the” curb appeal” as it is 

known as. The idea is to have an appealing outside to attract prospective buyers 

inside.  And don’t forget the backyard either. Staging a setting that is appealing to 

modern living is quite desirable.  Prospective buyers like to be wowed and wooed. 

(Who doesn’t?)   

 

 

So these 10 points are just some of the many important considerations that sellers 

need to think about and take action on if they hope to attain the selling results they 

are hoping for.  Another known fact is that buyers often use their emotional mind 

when purchasing a house so that you as the seller need to create that image in 

your house that speaks to them on that emotional level.  Engaging the services of 

a Professional Home Stager is a wise investment when preparing your house for 

sale.  They have trained to address all the shortcomings that prospective buyers 

may see in your house so that you can feel that you have done all you can to help 

a buyer fall in love with your house.  Remember, you once did! 

 

 

Kathryn Wilson,  

HomeReady Home Staging,  

www.homereadyhomestaging.ca ,  

homeready@homereadyhomestaging.ca  

How to get Buyers to Fall in Love with the House you are Selling  in 10 Easy 
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By Kathryn Wilson  

Continued  

http://www.homereadyhomestaging.ca
mailto:homeready@homereadyhomestaging.ca
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The Fauxtographer 

By Colette Dery  

In today’s digital world the photography business is highly over-saturated with a 
new breed of “Fauxtographers”, who are severely undervaluing the photography 
industry. These Fauxtographers are also offering their services to unsuspecting cli-
ents who typically hire them based solely on price. What the clients don’t realize is 
that although they are getting a discount, the images they are paying for are not 
professional quality and not worth the money they paid. Don’t let yourself fall pray 
to a “Fauxtographer”. 

What is a "Fauxtographer? In an article by Kristy Dickerson, she states that a 
“Fauxtographer” is someone who earns money by doing photography, who may 
have a fan page, but, from a legal standpoint, does not have a legitimate business. 
It’s way more common than you may realize. 

The “Urban Dictionary” defines it as someone “who tries to jump  on the photog-
raphy band-wagon by ‘Pointing-and-shooting’ hundreds of terrible pictures, which 
they will upload to MySpace in an album titled ‘My Photography,’ ‘My Art,’ or 
‘Critique My work.’ Always followed up by the person adding ‘Photography’ to their 
General section, or adding ‘Photography is my life…’ to their About Me.” 

As well, in an article by Adrian Moga, his definition of a “Fauxtographer” is that it is 
derived from the French “faux” meaning “fake” and the ending “grapher” from 
“photographer” – is a term used to describe a person who passes out as a profes-
sional photographer while lacking the skills and expertise require to take pictures 
of high quality. You will notice that the points below describe the main characteris-
tics that helps people figure out if a photographer is a true professional or nothing 
but a fauxtographer. 

This phenomenon has become a real problem in the photographic industry be-
cause it lowers the overall quality of the market and the client’s respect for image 
shooting.  

While a fauxtographer may be known for charging very low fees, they also provide 
low-quality images that lead people to believe photography is not a serious job. 
They often leave the professional photographers without clients because the mar-
ket is not educated properly to understand the importance of spending more mon-
ey to get high-quality images.  
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So how does a potential client recognize the possibility that they are dealing with a 
fauxtographer? Here are a few examples: 

Their services are cheap. Fauxtographers are doing nothing but pulling the profes-
sional photography industry down. If the clients are not educated to under-
stand that when they have a big event, they should never choose a fauxtog-
rapher, they may end up regretting only when seeing the lousy picture that 
have been taken. Most of our lives’ biggest events have no do-overs, which 
means there is only one shot at taking pictures. Brides have stated that one 
of their biggest regrets is not investing money in a high-quality photographer. 

 

Fauxtographers generally have no website. What they may have is a “Facebook” 
page and they will attract customers using only that page. A professional 
photographer’s website is made of many ingredients: quality content, amaz-
ing pictures, a beautiful design, which are all qualities that a fauxtographer 
pays little attention to. When clients talk to a photographer that has no web-
site, it’s very likely that they are dealing with an amateur. 

 

Fautographers usually lack a portfolio. Every true photographer knows that a port-
folio is an extension of his business card and it may be that one element that 
is decisive when turning a potential client into a customer. Professional pho-
tographers choose a diversity of their best pictures, which are printed on high
-quality paper or readily displayed. The fauxtographer seldom cares about 
having a high-quality portfolio. 

 
They give out their every picture. Whenever a fauxtographer shoots an event, they 

will give their client every single picture. Professional photographers don’t do 
that; they take 1000 pictures, choose the best 300 of them and edit every 
single one if needed. Professionals know that not all the pictures you take 
are worthy of being seen by others, so they highlight only their best work. 
Fauxtographer produce hundreds of photos and give them all away. 

The Fauxtographer 

By Colette Dery  

Continued  
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 The Fauxtographer 

By Colette Dery  

Continued  

The Lair  of the Spider 

An old Navajo legend exists that a spider descended from this area to teach the Navajos 

the art of weaving. In this scene, this centuries old pinyon acts as a sentinel protecting 

this sacred site from anyone or anything that dares desecrate it.  

Taken at Canyon de Chelly, near Chinle Arizona, USA, Photo © Photostudio Dery TM  
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The Fauxtographer 

By Colette Dery  

Continued  

 

Fauxtographers never sign a contract because they never operate as a legal entity. 
In fact, they never make enough money to actually be considered a business. 
All they do is get in the way of professional photographers that have a full 
time business and provide quality content.  

 

Photo quality is poor. In fact, we could list a ton of technical errors that fauxtogra-
phers make when taking photos. You can identify them by their love for the 
“P” (automatic) mode. A professional photographer knows which elements 
need to be in the center of their focus and frame the image accordingly. De-
pending on the event or the subject of the image, good focusing when taking 
pictures is an art that fauxtographers mainly fail to understand. 

 

Fauxtographers love built-in flash. It is believed that when the natural light is gone, 
that’s when you get to really distinguish a professional photographer from a 
fauxtographer. A professional photographer always turns to an external flash 
when the scene gets dark and he makes sure it is never pointed directly at the 
subject. The flash is generally directed at the ceiling or a wall in order to get a 
softer picture. The fauxtographer will always “blind” the subject as he is photo-
graphing him (red eye). 

 

Fauxtographers possess little technical skills. Aperture, ISO, Shutter Speed, are but 
a few examples of camera settings and specific photography terms that a 
fauxtographer doesn’t care about. Being a good photographer is not all about 
creativity. It’s also about knowing the technicalities that will lead to that very 
awesome picture that your clients want to print on a canvas and hang on their 
wall. 
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Fauxtographers lack professional resources. If you ask a photographer for a 
professional album after the shoot or for references where you can make 
a canvas and he fails to give you a solution, this is a good sign that you 
are probably dealing with a fauxtographer as they don’t really have 
knowledge of vendors offering complementary service(s). If a professional 
photographer can’t provide a service or a product related to photography, 
they will point out someone who can help you. 

 

Fauxtographers speak badly about other photographers. You will often hear a 
fauxtographer say “I think they charge too much”. While seemingly expen-
sive, behind that pricing lies a professional with years of experience, one 
who has invested a lot of money in equipment, who can be recommended 
by past clients, not just by relatives and friends, one who has attended a 
great number of events and photography shows and workshops, who has 
technical skills required in photography and who put a lot of effort in his 
photographic education. So, what would be a fair price for all that? 

 

Fauxtographers have no licensed software. A professional photographer will al-
ways invest money not only in equipment but also in photo editing soft-
ware and even in studio management software.  Fauxtographers do not 
understand the importance of being able to manage your business by the 
book, mostly because the gigs they do are quite insignificant compared to 
all the events that an all-star photographer has to shoot. 

 

Fauxtographers usually don’t invest too much in equipment. A photography 
business is never built with just one fancy digital camera. Most fauxtogra-
phers think that with a camera and 200 shots taken, they can call them-
selves photographers and can shoot events. At a typical wedding, profes-
sional photographers utilize equipment usually costing a minimum of 
$25,000 and lug it in huge bags. Additionally, professional photographers 
will invest their profits into buying more and more professional equipment. 
A fauxtographer will never have a back-up camera for an event: the max 
you can expect from them is a camera, a tripod and an external flash.  

The Fauxtographer 

By Colette Dery  

Continued  
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The Fauxtographer 

By Colette Dery  

Continued  

Fauxtographers seldom work with a second shooter. Since a fauxtographer can 
barely afford to buy a second camera, he surely can’t afford hiring a second 
shooter. Additionally, one of the main characteristics of a fauxtographer is 
that he likes to receive credit for all his work and will not take criticism well. 
He doesn’t want to share the “fame” with anybody else and will never under-
stand that a professional photographer needs a second shooter to take the 
standard pictures while he focuses on taking more creative and spontaneous 
shots. 

 

Fauxtographers never educate themselves. Professional photographers know that 
the best investment is made in their own education. A professional is not only 
formed by his experience, but also by gaining theoretical knowledge that can 
be later put into practice. In their own educational process, photographers will 
often take online and offline photography courses, they will attend workshops 
held by some of the world’s best photographers; they will buy photography 
books and subscribe to industry magazines and blogs. They also attend pho-
tography shows and are open to forums and open discussions with other pro-
fessionals. 

 

In conclusion, we at Photo Studio Dery have achieved an “Accredited Status” 
through the Professional Photographers of Canada (PPOC) and are also members 
of the Canadian Association Of Photographic Arts (CAPA). As such, should you re-
quire professional photographic services, or products, give us a call at 613-443-
7330 or contact us through our website (www.photostudiodery.net) 

 

We are proud of our motto at Photo Studio Dery, “Memories for An Eternity”. 

http://www.photostudiodery.net
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Make the Best Choice for Your Mortgage Protection  

By Anna Sundin   

You're sitting in an office across from a mortgage loans officer. It could be in a bank, 
a credit union, or another lender. You've signed all the papers for your mortgage. 
Now comes a question that you haven't thought about: "Would you like to have 
mortgage life insurance?" 
"What's that?" you ask. 
"If you die, the mortgage life insurance will pay off your mortgage so your spouse or 
family doesn't have to worry about it." 
You, like many others, are tempted to respond, "Where do I sign?"  
But wait a minute! Think about what you're getting before you put your name on that 
mortgage life insurance application.  
 
 
Put yourself in charge  
The primary difference between a life insurance policy and mortgage life insurance 
from a mortgage lender is control. With a life insurance policy that you own, you de-
cide who the beneficiary will be; with mortgage life insurance, the financial institution 
is the beneficiary and gets all of the death benefit.  
 
With life insurance, your beneficiary chooses how to spend the tax-free death bene-
fit from your life insurance policy. That could be to pay down the mortgage or other 
debts, invest rather than pay off a low-interest mortgage, cover living expenses, or 
make important purchases. These options don't exist when your mortgage lender 
controls the proceeds.  
 
Many homeowners don't realize that mortgage life insurance is actually decreasing 
term insurance. The amount you owe on your mortgage goes down as you make 
payments on the principal. At the same time, the death benefit of the mortgage life 
insurance goes down by the same amount. But your mortgage life insurance premi-
ums stay the same, so you're actually getting less coverage for your money every 
time you make a mortgage payment.  
 
Here's another point worth considering. Many homeowners will change mortgage 
lenders during the time they're paying off their home, especially if they can get a 
lower interest rate somewhere else. If you take your mortgage to another company, 
in most cases, you lose your mortgage insurance and have to apply again at the 
new company.  
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Make the Best Choice for Your Mortgage Protection  

By Anna Sundin   

Continued  

In short, you lose control, value, and flexibility 
when you sign for mortgage life insurance with 
your mortgage lender.  
 
An alternative to consider  
Using an individual life insurance policy to protect 
your mortgage offers numerous advantages. It's 
important to note the difference between an indi-
vidual and group insurance policy. With mortgage 
life insurance, you're a member of a group -- a 
collection of people who have mortgage debt with 

the same lender. The lender or insurer may cancel a group policy at any time, and 
that means you could lose your coverage.  
 
With an individual life insurance policy, you're in control, so you're the only person 
who can cancel or alter your policy.  
 
Another benefit if you choose the life insurance route: the value of the death benefit 
doesn't decrease as you make mortgage payments. A life insurance policy with a face 
value of $100,000 will be worth that much as long as you make the premium pay-
ments.  
 
Control leads to flexibility  
If you have a life insurance policy to protect your mortgage, and a better mortgage 
rate exists at another company, you can transfer your mortgage to that company 
knowing your insurance remains in force. You don't need to re-apply. You're protected 
from the danger of not qualifying for a new life insurance policy if your health chang-
es.  
 
If price is a concern, be sure to consider all your options and what value you get for 
your money. Depending on the policyholder's age and the amount of the insurance 
policy, individual life insurance may be cheaper than the lender's mortgage life insur-
ance. It's worth talking to an advisor to see how the policies compare.  

Image courtesy Bing  
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Make the Best Choice for Your Mortgage Protection  

By Anna Sundin   

Articles supporting mortgage insurance rather than a policy to protect your mort-
gage have indicated the lender probably won't ask you to fill out a medical question-
naire. If you're applying for a large mortgage, however, banks in particular will likely 
demand that you fill out a more detailed health application, and perhaps ask for a 
blood or urine sample. Usually the more detailed medical information required by 
insurance companies actually protects you.  
In short, these articles often fail to explain the benefits of value, control, flexibility, 
and security when an individual life insurance policy covers mortgage debt.  
The final choice is up to you. Weighing your options will help you get the most out of 
your money. 
  
© Sun Life Assurance Company of Canada, 2011 

 

 
Anna E. Sundin LL.B, CHS 

Advisor 

 

SUN LIFE FINANCIAL 

27 Craig Street 

Russell, Ontario K4R 1A6 

 

Tel. (613) 445-3183 x 100 

Cell (613)291-2238 

anna.sundin@sunlife.com 

www.sunlife.ca/anna.sundin 
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The 4 C’s of Success  

By Penny-Lee Prevost  

The 4 C’s of success today are really very simple to activate with the GradUit Net-
work success strategies to follow.  
 
Who or what are you devoted to? 
What makes a promise a priority? 
How important is fit to follow through on a pledge you made? 
 
 
As the Ottawa GradUit Network Chapter Coordinator I lead a community of amaz-
ing people who help one another create a strategic solution to keep life balanced 
with a continued commitment to grow and change in a positive way. 
As a member of the Network we are focused and accountable with our ongoing 
coaching and training at our monthly Cornerstones rally.  
As a leader of this community of positive, pay it forward and purpose driven indi-
viduals I help them realize their goals and dreams through the collaboration of 
Make IT Happen people .  
 
How do we do this? — The 4 C’s of Success!  
Community — Commitment — Communication — Collaboration  
The first and most important is community as we discovered last month. 
The next is commitment of course to follow through. 
 
The definition in Webster Dictionary reads as follows: 

com·mit·ment 

 noun \kə-ˈmit-mənt\ 
: a promise to do or give something 

: a promise to be loyal to someone or something 

: the attitude of someone who works very hard to 
do or support something 

Image courtesy Bing  
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The 4 C’s of Success  

By Penny-Lee Prevost  

Today what we observe is very few people follow through on a commitment.  Do you 
every wonder why that is?   
I believe it is because people no longer hold the values of honour and pride close at 
heart.  Many people are so busy that they often make promises they are unable to 
keep.  It is not intentional as they simply want to help or give to so many people or 
causes that they become overwhelmed and unable to engage in all they feel are 
equally important.  Learning how to say NO is a big challenge for many.  Taking on 
this challenge is a good way to learn and grow as a person but also saying NO is a 
way of earning respect. It is far better to be true to yourself and others by offering an 
alternative.  “I would love to go for dinner but I already have plans so how about hav-
ing a coffee after dinner instead.”  OR “I would love to help but my time is limited to-
day, can I call on so and so for you instead?”  Offering an alternative solution is al-
ways helpful to follow through on a commitment.  
 
Think about what or who you are devoted to.   What many people forget is that it is 
not so much being committed to others but to oneself. It is ourselves that get in our 
own way of success because we are not committed to the promises we make to our-
selves and feel it is easy to put ourself last but this actually hinders your belief in 
yourself and your abilities to follow through on things you say you are going to do for 
others as well.  Honour yourself and put yourself first so that you can be the best you 
can for yourself and others.  Like using an oxygen mask on a plane in an emergency, 
you must first put on yours before you can be of assistance to others.  
 
In the end it is important to really be clear and specific when making a pledge to do 
something.  This is especially important when it comes to yourself.  Making a pledge 
or taking an oath as we do when we are in court and swear on a bible or a pledge of 
allegiance is a promise. It is an obligation we have to follow through with our word so 
we can carry the honour and pride to be good people that our community can count 
on that we trust to be liable to one another for ongoing encouragement and support 
to follow through on our word. 
 
Next up is communication as the 3rd C of success! 
 
Penny Lee Prevost 
Ottawa GradUit Network Chapter Coordinator 
1.613.296.4078 
www.graduitnetwork.com 
“Giving you something to smile about from the inside out." 

http://www.graduitnetwork.com
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6 steps to making writing an article or other document easier  

 

By Anne Warburton 

Intimidated about writing an article, story or other piece? Most of us are. Here are 6 
steps to get your article written about your idea and keep your readers interested.  

 

1 – Start with a mind dump – Get all your thoughts out first about your idea and 
write them down or put them into a list on your computer or tablet. Don’t worry about 
getting the right order, about grammar or about anything else for this first step. This 
is not the time to try to multi-task. Just get your thoughts out first so you don’t forget 
something important. 

 

2 – Once you’ve got your list (and you can always add to it later on), go back and re-
arrange your points into a logical order, and put them into sentence form. Be 
sure to keep focused on your original idea; you don’t want to go off in a different di-
rection that has nothing to do with the subject of the article. Keep at your writing to 
fill in the blanks and add any needed detail. 

 

3 – Next find a hook for your first paragraph, something that will grab the reader’s 
attention. Play with ideas. As an example, which of the following openings is more 
interesting? A: “I’ve been working for ABC Company since 1995”, OR B: “Did you 
know that ABC Company makes a chemical-free mosquito repellent? We’re all 
spending more time outdoors in this great weather, but are being inundated with 
mosquitos after that very wet winter and need extra protection this year.”  Which one 
is more likely to get your attention? 

  

4 – Once you are finished writing, go back and read the document from start to 
finish. Check the grammar & spelling. Does it sound okay? Make adjustments as 
needed. It’s always good to have a second set of eyes helping with proofreading. 
Repeat this step as needed and at any point in this process. 
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6 steps to making writing an article or other document easier  

 

By Anne Warburton 

Continued  

5 – Save your document, then walk away for a few hours. Ideally come back in 
2 days to re-visit, but the next day or even a few hours later is fine too. What I’m 
getting at here is that you’ll be looking at the document with fresh eyes after a 
good break. Looking at it after focusing on something else will give you a new per-
spective on how it will sound to the reader.  

 

6 – When you return to the document – and this may sound silly – read the article 
out loud. You know what it is supposed to say, but it’s only by reading the words 
aloud that you’ll know what it actually says. You need to make sure your reader 
understands too. It’s easy to type something wrong and not notice. By reading the 
article out loud, you’ll also begin to detect the parts that sound awkward, you’ll no-
tice if you are using the same words over and over, and spot sentences that just 
aren’t very strong. Make use of the thesaurus feature on your computer to help 
find the right words – metaphors and descriptors can help keep your article fresh 
and interesting. Keep re-reading until you are happy and you are sure that your 
points are clear. And keep walking away and returning as often as needed – new 
ideas on how to make a statement tend to come when we are not concentrating 
on the task at hand. 

 

Anne Warburton 

www.needleartsonpaper.com  

 

Are there subjects you would like to see written about? 
Ideas you think may be helpful in running your busi-
ness? Send your ideas to renee@vitaedynamics.com 
or annewarburton@hotmail.com 

Image courtesy Bing  

http://www.needleartsonpaper.com
mailto:renee@vitaedynamics.com
mailto:annewarburton@hotmail.com
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Types of Listening  

Renée Gendron MA  

We all listen to people every day in different situations for different reasons. We lis-

ten to a customer to assess their technical specifications. We listen to our col-

leagues as they practice new skills and provide them feedback. We engage our 

friends and listen to their stories about their adventures over the weekend to wait 

out turn to be able to share our experiences with them. We listen to our family 

members recount their day and explain their schedule over the next couple of 

days.  

 

There are many kinds of listening that we can also use when we chose to do so. A 

key skill that every good leader masters is when to use what kind of listening. Of 

the many kinds of listening are superficial, informational, evaluative and empathet-

ic.  

 

Superficial Listening 

This is when we listen for the gaps or silences in a conversation because that’s 

when we can talk. When the other person is explaining something, we are thinking 

of 2-3 responses, points or counterpoints to say when it is our turn to talk.  

 

Informational Listening 

When chatting with a customer about their technical 

specifications, many of us default to informational lis-

tening. Our ears are listening for parameters, tech-

nical specifications, scales and other precise details 

required to execute a task successfully. 

Image courtesy Bing  
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Types of Listening  

Renée Gendron MA  

Continued  

Evaluative Listening 

When Karen asks for feedback on her presentation, you are engaged in evaluative 

listening. You are comparing a performance or execution relative to a standard. 

You are paying attention to give specific feedback on something.  

 

Empathetic listening  

The most challenging form of listening is empathic listen. You use this kind of lis-

tening when someone needs to convey emotional information. For example, when 

Robin comes up to you and he is upset about a bad interaction with a client, he 

needs empathic listening. Listen to him explain the situation, ask some clarifying 

questions and rephrase what he said. Do not offer your opinion, you suspend your 

judgment and assessment and focus on deeply understanding the message the 

other person is conveying.  

 

The next time that you’re in a conversation try switching between types of listening 

and compare how productive you find the chat. 

 

Renée Gendron MA  

Vitae Dynamics Inc.  

renee@vitaedynamics.com  

www.vitaedynamics.com   

@vitaedynamics  

We’re also on Facebook and Google+  

mailto:renee@vitaedynamics.com
http://www.vitaedynamics.com
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About the Vars and Area Women’s Business Network  

 

At its inception, the Vars and Area Women's  Business Network included successful 

entrepreneurs who live in and around the Village of Vars, Ontario.  

 

Our group has now grown to include a number of villages and towns; members are 

from Vars, Bourget, Carlsbad Springs, Curran, Edwards, Embrun, Greely, Hammond, 

Limoges, Metcalfe, Navan, Orleans, Osgoode, Ottawa, Rockland, Russell and more. 

 

We represent a variety of businesses united by the Vars and Area Women's Business 

Network (VAWBN) to network and support each other in our business endeavours. 

 

VAWBN was founded in 1998 by Julie Daoust and Susan McNeely. 

 

We at the VAWBN look forward to meeting you! 

 

Julie Daoust  

juliehealth@hotmail.com    

 

 

Visit our website: http://www.vawbn.ca/  

 

Follow us and like us on Facebook 

mailto:juliehealth@hotmail.com
http://www.vawbn.ca/

