
E X E C U T I V E R E C R U I T I N G

Communications 2.0: Avoid Leveraging These Lame Terms
RAY TUTTLE

WeVe ali heard buzzwords that pass for commu-
nication in meetings, presentatíons and conversa-
tion around the watercooler.

The odd thing is, the words that turn into buzz-
words do have a place in business and casual con-
versation. Yet, excessive use of such terms isn't al-
ways the best way for professionals to make their
point.

"If you don't know what you're talldng about,
shut up. Faking it will do more damage to your
credibility than acknowledging a gap in your edu-
cation or experience," said Ryan Rex, CEO of Rex
Public Relations.

Not ali buzzwords are bad, though.
"Many have a place when used appropriately and

in the proper context," Rex said.
The Tulsa Business Journal turned to several pro-

fessional communicators in Tulsa to learn the an-
noying words and overused terms theyVe heard.
And, for advice on how to communicate.

Annoying
Overuse and misuse can make them "buzz kill,"

said Michael Willis, sénior account executive at
Schnake Turnbo Frank I PR.

The most annoying buzzwords to Mandy Vavri-
nak, founder of Crossroads Communications LLC,
are those centered around "x2.0," as in, "We're
implementing HR 2.0 to leverage our best talent."

The Rex PR team
compiled a list of
overused buzzwords
and phrases:

Solution
Quality
Bestpractice
Buy-in
Repurpose
Deliverables
Facilitate
Synergies
Mytwo cents
To be honest
Ourway of giving back
Issue
Actually

Or using the term
"PR 2.0," she said.

"As a professional
communicator, I've
noticed that people
have a tendency to rely
on buzzwords when
they aren't certain how
to explain a concept in
plain English," Vavri-
nak said. "It's easier
to say something is a
'game-changer' than to
clearly communicate
why that is so. It might
sound a bit harsh, but
I think a dependence
on buzzwords weakens
communication and
limits conversation."

Pump It Up
Too often, people of a certain profession pump

themselves up by using industry-specific jargon,
Willis said.

"You get the feeling it makes them feel good that
they are talking about something you don't even
understand because of jargon or acronyms."

Then there are people who use words like "syn-
ergy" and "leverage" who really don't know what
they mean, Willis said. "But, they use them because
theyVe heard others do it and they think it is im-
pressive," he said.

The drawbacks of using jargon and worn out
buzzwords is that people stop taking you seriously,
Willis said. "You can be perceived as an empty suit,
and, obviously, reputatdon is everything."

The Challenge
In public relations, the challenge is defining a

company's services without using buzzwords that
don't really mean much to the public, said Nicole
Morgan, director of accounts and operations for
Rex Public Relations.

"Everyone makes a 'quality' product. 'Transpar-
ency' is always key and who wouldn't want to be on
the 'leading edge?'" she said. "But, by using these
vague words, you water down your strengths."

To deliver a compelling message, companies
must dig deep to the core of what sets their com-
pany apart from the competition, Morgan said.

"Determine the emotional and rational benefíts
of your product or service as well as the character-
istics of your brand. Then, describe these strengths
with original words that convey meaning with ac-
curacy and color," she said.

Be Direct
The key to better communication is to simply say

what you mean, said Rex.
Also, communicate clearly by keeping it simple

and straight forward, Willis said.
One-on-one communication will always be criti-

cai as people hear the tone, read an attitude and see
gestures.

"Face-to-face meetings are dwindling, but they
stdll have value," Willis said. «
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1 GDH Consulting Inc. 918.491.0600 www.gdhconsulting.com
4200 E. Skelly Drive, Ste. 650, Tulsa 74135 918.491.0800 info@gdhconsulting.com

Any type of executive degree
Express Empioyment Professionals 918.362.9600
10816 E.71stSl, Tulsa 74133 918.499.2286

www.expresspros.com
jobs.midtowntulsaok@expresspros.com

45
32

42
37

40.6%

13.5%

2001
Tulsa

1983
Oklahoma City

Accounting, finance, administrative, manufacturing, IT, sales, marketing, aerospace, human resources, and engineering; Full/part time placement,
evaluation hire, professional search, extensive human resources services, payroll/timekeeping services, and salary compensation
Key Personnel 918.747.0000 www.keyjobs.com 38 -5.0% 1978
6450S. Lewis, Ste. 200, Tulsa 74136 918.699.0645 fintec@keyjobs.com 40 Tulsa

Accounting, finance, IT, engineering, drafting, administrative, medicai, legal, manufacturing; Direct hire, contract, contract-to-hire
Addison Group Inc. 918.592.3600 www.addisongroup.com 32 0.0% 2002
9216 S. Toledo Ave., Tulsa 74137 918.592.3602 info@addisongroup.com 32 Tulsa
IT, accounting/finance, administrative/clerical, engineering; Full range
The Rowland Group 918.836.1900 www.rowland-group.com 27 -20.6% 1994
3851 S.103rdEast Ave., Tulsa 74146 918.836.2667 lynn@rowland-group.com 34 Tulsa

Accounting, finance, IT, engineering, energy; Contract, contract-to-hire, direct hire, executives
Accounting Principais 918,878.2100 www.accountingprincipals.com 12* 0.0%
2431 E.61st St, Ste. 312, Tulsa 74136 918.749.0462 kimberly.nation@accountingprincipals.com 12

Accounting and finance, IT, HR and procurement placement; Contract, contract-to-hire and direct hire placement services
AdKore Staffing Group 918.877.1435 www.adkore.com 12 -7.7%
1414 S. Denver Ave., Tulsa 74119 918.292.8437 kburr@adkore.com 13

1991
Jacksonville, Fia.

2005
Kansas City, Mo.

Industrial, engineering, healthcare, clerical and aerospace; DNR
MyStaf 918.660.8855 www.mystaf.com
5154 E. Skelly Drive, Tulsa 74135 918.663.7823 tulsa@mystaf.com
DNR
Professional, clerical, legal, light industrial and manufacturing
Robert Half International Inc. 918.493.3393 www.rhi.com
7666 E. 61st St, Ste. 100, Tulsa 74133 918.249.0364 brandon.lyons@roberthalf.com
Provides services to any industry, Direct hire, temp-to-híre, temporary

10 -16.7% 1998
12 Tulsa

10 -33.3% 1994
15 Menlo Park, Calif.

JJ Hurley, CEO
Charge the employer a percent; percent depends
on industry.
DNR

Heidi Palzer-Ferrell, Tulsa sales team leader
25-30 percent of a candidate's starting salary
"average"
Retainer less than 1% / contingency 99%

Patti Phaneuf, president
Free service to candidates. Cost varies
depending on position, type of hire and industry
for clients.
Retainer 3% / contingency 97%

David Moore, Rob Zumwalt, founding partners
Full services; Cost free to candidate, pay by clients
DNR
Lynn Flinn, CPA, president and managing partner
DND
Retainer 5% / contingency 95%

Kimberly Nation, managing director
Contract, direct hire and retained search
Varies

Kevin Burr, director of business operations
Direct placement and contract
98%

Stan McCabe, president
Staffing, payrolling, recruiting
DNR

Brandon Lyons, division director
Varies
Retainer: varies with the job
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