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Chapter 1  An Overview of Business Writing

�� !"#

The ability to write effectively is a valuable business asset. One reason is

that a great deal of business is transacted in writing. With the wide use of fax

and recent development of EDP1, even more writing is involved in every part

of business. More than at any previous time business people feel the need to

put ideas and information into written form. Another reason is that effective

business writers can use their skill to help increase their company’s sales and

profits by promoting good relations with customers, employees, and the

general public. Still another reason is that proficiency in writing gives the

man or woman in business a personal advantage over less capable writers

and contributes substantially to his/her self-confidence—a necessary quality

for business success.2

Functions of Business Writing

Every business message is designed to achieve a specific business

objective. Its success depends on what it says and to what extent it induces a

favorable response from the reader.3 Thus, business writing has three functions:

to inform, to persuade and to entertain.

Messages to inform are used to convey the vast amount of information

needed to complete the day-to-day operations of the business—explain in-

structions to employees, announce meetings and procedures, acknowledge

orders, accept contracts for services, etc. The major purpose of most of these

messages is to have the receiver understand a body of information and con-

centrate on the logical presentation of the content.
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In addition to providing information, some business messages must also

influence the reader’s attitudes and actions. These messages might include

letters promoting a product or service and seeking support for ideas and worthy

causes presented to supervisors, stockholders, customers/clients, and others.

To secure the desired response, it is necessary to have an adequate know-

ledge of the English language and an understanding of human nature. The

writer should have an acquaintance with the particular interest and, if possible,

the emotions of the reader. It seems easy enough, for example, to ask pay-

ment of a bill, but it is quite difficult to secure payment without offending the

reader and losing his or her future patronage�� !�� . No communi-

cation is wholly successful unless it retains the reader’s goodwill.

Criteria for Effective Business Writing

A business message is considered successful when (1) the receiver inter-

prets the message as the sender intended it and (2) it achieves the sender’s

purposes. In order to meet these objectives, American experts in business

communication developed six C’s principles: Courtesy, Correctness,

Conciseness, Clarity, Concreteness and Completeness.

1. Courtesy  ��

Review of actual business correspondence reveals that special attention

should be devoted to assuring the courtesy of business communication. By

courtesy we mean treating people with respect and friendly human concern.

Effective writers visualize the reader before starting to write. They consider

the reader’s desires, problems, circumstances, emotions and probable

reactions to their request.
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2. Correctness  ��

Correct grammar, punctuation and spelling are basic requirements for

business writing. In addition, correctness means choosing the correct level of

language and using accurate information and data.

3. Conciseness  ��

Effective writing is concise—each word, sentence, and paragraph counts.

Conciseness means to write in the fewest possible words without sacrificing

completeness and courtesy. Because a wordy message requires more time to

write and read, business people put a high premium on conciseness in busi-

ness messages. Conciseness will give emphasis to the message.

4. Clarity  ��

Clarity tells the reader exactly what he or she wants and needs to know,

using words and a format that make your writings totally understood with

just one reading. Short familiar words and simple short sentences rather

than long difficult words and complex long sentences are better for this

purpose.

5. Concreteness  ��

Business writing should be vivid, specific and definite rather than vague,

general and abstract, especially when the writer is requiring a response, solv-

ing problems, making an offer or acceptance, etc.

6. Completeness  ��

Include all the necessary information and data in the message because

information and data can help senders get receivers’ responses and achieve

desired objectives. An incomplete message may result in increased
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communication costs, loss of goodwill, sales, and valued customers, cost of

returning goods, and more time trying to make sense out of the incomplete message.

Adapting to Modern Changes in Business Writing

Languages are products of the times and always bear the marks of a

particular time. The rapid development of technology has brought changes to

business writing. Fax and e-mail send messages quickly, and narrow the dis-

tance between people in different locations. Business writing, in general, has

more and more assumed a friendly, easy, and conversational style.

There were times when the prevailing rule for business writing was that

it should be written in the driest possible manner and in language so stilted4

and formal that the true personality of the writer was completely hidden. The

awareness of change—the appreciation of up-to-date ways of doing busi-

ness—is most important to anyone who aspires to become a successful writer.

The primary concern in business writing is to communicate information.

Clarity is important in such business writing as reports, memorandums,

procedures, and proposals. However, when you write letters, you will be

concerned about communicating more than information. The information in

the letters will be important, of course. But you will also need to communi-

cate certain effects.

1. Goodwill Effects5

One effect that you need to communicate is the goodwill effect. Building

goodwill through letters is good business practice. Wise business leaders know

that the success of their businesses is affected by what people think about

their businesses. What they think about businesses is influenced by their hu-

man contact with the businesses, and letters are a major form of human contact.

The goodwill effect in letters is desirable not only for business reasons.
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It is the effect most of us want in our relations with people. We enjoy doing

and saying things that create goodwill. They are the friendly, courteous things

that make relations between people enjoyable.

2. Other Effects

Other effects sometimes ensure the success of business letters. For

example, in writing to persuade a reader to accept an unfavorable decision,

you can use the techniques of persuasion. In applying for a job, you can use

writing techniques that emphasize your qualifications. And in telling bad

news, you can use techniques that play down the unwelcome part.

Achieving the desired effects is a matter of writing skill and of under-

standing how people respond to words. It involves keeping certain attitudes

in mind and using certain writing techniques to work them into your letters.

The following are some helpful suggestions.

1. Conversational Style

A letter—a good letter—reflects the personality of the writer and also

should be pleasing to the reader. In a good letter a conversation is held. The

reader must be made to forget that he or she is reading a letter. Instead, the

writer has traveled on a piece of paper to talk to him or her. People who write

with a sense of personal contact have a better chance to make what they say

interesting and convincing than those who feel they are “writing letters”.

Whatever you talk about in the letters, the language you use should be the

same as if you met the person on the street, at home, or in the office. Such

language is warm and natural. It leaves an impression that people like. It is

also the language we use most and understand best.
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2. Resisting Tendency to Be Formal

The executives of your company do not want letter contacts to be cold

and formal. They know that the most loyal customer is the one who feels like

“one of the family”. But when faced with a writing task, many of us tend to

change character. Instead of writing in friendly, conversational language, we

write in stiff and stilted words. There is a misconception that big words and

difficult words are preferred in business letters, but the result of such words

is a cold and unnatural style—one that does not produce the goodwill effect

you want your letters to have.

3. Avoiding the Old Language of Business

Good writers take care to avoid stale expressions6. Early English busi-

ness writers borrowed heavily from the formal language of law and from the

flowery language7 of the nobility. From these two sources they developed a

style of letter writing that became known as the “language of business”. It

was a cold, stiff, and unnatural style, but it was generally accepted through-

out the English-speaking world.

For example, Your letter of the 7th inst (��), received and contents

duly noted; Please be advised to... ; wherein (�� !) you state as per

your letter; Thanking you in advance.

It is obvious the tone is cold, and the expressions “7th inst, please be

advised to... , wherein” are out of date and should be avoided.

4. You-viewpoint

Writing from the you-viewpoint (also called you-attitude) is another tech-

nique for building goodwill in letters. You-viewpoint is to focus interest on

the reader. It is a technique for persuasion and for influencing people favorably.

In a broad sense, you-viewpoint writing emphasizes the reader’s interest
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and concerns. It emphasizes “you” and “your” and de-emphasizes “we” and

“our”. But it is more than a matter of just using second person pronouns. It is

an attitude of mind. It is the attitude that places the reader in the center of

things. Sometimes, it just involves being friendly and treating people in the

way they like to be treated. Sometimes it involves skillfully handling people

with carefully chosen words to make a desired impression.

When you use you-viewpoint in writing, avoid insincerity. You-view-

point can be used to the point of being insincere, and it can be obviously

flattery. Remember the objective of you-viewpoint is to treat people courte-

ously—the way they like to be treated. You cannot afford to sacrifice sincer-

ity by overdoing it. Use the you-viewpoint for good goals. If you use it for

bad goals, it will have the effect of manipulation8. Use the you-viewpoint

only when it is friendly and sincere and when your goals are good. In such

cases, using you-viewpoint is “telling it as it is”—or at least as it should be.

5. Accent on Positive Language

People enjoy and react favorably to positive messages. A positive tone

builds the reader’s confidence in the writer’s ability to solve problems and

strengthens personal and business relationships. Positive words are usually

best for letter goals, especially when persuasion and goodwill are needed.

Positive words emphasize the pleasant aspects of the goal and tend to put the

reader in the right frame of mind9. They also create the goodwill atmosphere

readers seek in most letters. Negative words tend to produce the opposite

effect. They may stir up your reader’s resistance to your goals, and they are

likely to be highly destructive of goodwill.

6. Singling Out Your Reader10

Letters that appear to be written for one reader tend to make the reader

feel important and appreciated. To single out your reader in a letter, you
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should write for his or her particular situation. What you say throughout the

letter should make it clear that the reader is getting individual treatment.

Consider the following situation: A company training director is writing to

the director of a management-training program asking for additional infor-

mation on the program. The individualistic closing should be something like

“We look forward to the possibility of sending our executives to you in the

years ahead.” It is much better than one that fits any similar case “We look

forward to hearing from you.”

7. Using the Reader’s Names

As you have probably noticed in some letters, using the reader’s name in

the letter text is another way to show that the reader is being given special

treatment. It makes the reader feel that his/her identity as individual is

recognized.11 That letters begin with customer’s name makes him or her feel

important. Use it once or twice in the letter, but not so often as to sound like

a ward politician out for votes.12

8. Avoiding Anger

Rarely is anger justified in letters. It destroys goodwill. Most of com-

ments made in anger do not provide needed information, but merely serve to

let the writer blow off steam13. Such comments take many forms—sarcasm,

insults, and exclamations.

The effect of angry words is to make the reader angry. With both writer

and reader angry, the two are not likely to get together on whatever the letter

is about. A tactful writer refers courteously to the subject matter to avoid

jeopardizing (��) goodwill. But, when pleasant, positive words have not

brought desired results, negative words may be justified.
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Basic Patterns of Business Writing

You can organize business messages either deductively14 or inductively15

depending on your prediction of the receiver’s reaction to your main idea.

However, learning to organize business messages according to the approaches

that are outlined below will improve your chances of writing a document that

elicits (�� ��) the response or action you desire.

1. Directness in Good-news and Routine Messages

Good-news or routine messages follow a direct order (deductive

sequence)—the message begins with the main idea. To present good-news or

routine information deductively, begin with the major idea, followed by sup-

porting details, and end with goodwill.

Routine inquiries and replies, favorable response to claims and adjust-

ment requests, recommendation letters, good news about employment,

congratulations, messages of appreciation, condolences, announcements, and

greetings fall into this category.

2. Indirectness in Bad-news Messages

When the main message of a letter is bad news, you should usually write

in indirect order. The indirect order is especially effective when you must say

“no” to a request or when you must convey other disappointing news. The

main reason for this approach is that negative messages are received more

positively when an explanation precedes��  !"#them. In fact, an

explanation may even convince the reader that the writer’s position is correct.

In addition, an explanation cushions16 the shock of bad news.

The indirect plan consists of four parts: 1) a buffer17, 2) reasons support-

ing the negative decision, 3) a clear, diplomatic statement of the negative

decision, and 4) a helpful, friendly, and positive close.
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Bad-news messages include: bad news about orders such as back orders

�� !"#�� !"#, substitutions�� !", unfillable orders��

�� !"#$and non-confirming orders; negative answers such as de-

nying cooperation with routine requests, declining invitations and request

for favors, and refusing adjustment of claims and complaints or rejecting job

applications; and conveying unfavorable news about people such as refusing

to write recommendation letters, giving negative performance reviews and

terminating employment.

3. Indirectness in Persuasion

Persuasion is the art of influencing others to accept your point of view.

In all occupations and professions, rich rewards await those who can use

well-informed and well-prepared presentations to persuade others to accept

their ideas or buy their products, services or ideas. By persuasion, we mean

reasoning with the reader—presenting facts with logic that support the case.

Persuasive messages aim to influence readers who are inclined to resist. To

succeed, therefore, you have to begin by convincing them. In this approach

you should generally follow the indirect order plan. Open with words that

set up the strategy—needs and appeals, emotion, logic, and credibility, and

gain attention. Then present the strategy (the persuasion), using persuasive

language and you-viewpoint. End the letter by describing precisely what

you would like to happen, restating how the audience will benefit by acting

as you wish and making action easy to take. Common types of persuasive

message are sales letters, claim letters and letters that request special favor

or information.
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Questions for Comprehension

  1. What are the functions of business writing?

  2. What are the six C’s developed by American business communi-

cation experts?

  3. What are the characteristics of modern business writings?

  4. What does adaptation mean in business writing?

  5. What is “goodwill effect”?

  6. What are the elements that help build goodwill?

  7. What is the essence of you-viewpoint?

  8. Why should we use positive words instead of negative words in

most circumstances?

  9. What is meant by the direct order and under what circumstances

should we use direct order?

10. What is meant by the indirect order and under what circumstances

should we use indirect order?
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Sample Analysis

Sample 1-1

Dear Sir:

We wish to acknowledge receipt of
18

 your credit application dated

February 17 giving trade and bank references, and we thank you for

the same. Please be advised
19

 that credit accommodations are here-

with extended as per your request
20

 and your order has been shipped.

Hoping you will give us the opportunity of serving you again in the

near future, we remain
21

Very truly yours,

Dear Sirs:

Thank you for sending so promptly the trade and bank references we

have asked for. I am glad to say that your order has already been

shipped on the terms you requested.

We hope you will give us the chance to serve you again.

Very truly yours,

�1-1  �� !"#$%&'()*�� !

�� !"#�� acknowledge receipt of your

credit application... , please be advised... , hoping...

we remain���� !"#�� !"#$%�

�� !"#$%&�� !"�� !"#$

�� 
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Sample 1-2

IN OPENINGS

In compliance with yours dated...  �� !"#$

We have before us  �� !""

Responding to yours of even date  �� !"�� !��

Yours of the 12th to hand  �� 12 ��

IN CONTENT

Deem it advisable  �� !"#$

Wherein you state as per your letter  �� !"#$

Attached hereto  �� !

Take the liberty  �� 

IN CLOSINGS

Trusting this will meet with your favor  �� !"#$%

��

Anticipating your favorable response  �� !"#$%&

��

Assuring you of our cooperation  �� !"#$%&

Trusting to be favored by your further orders, we are,

Gentlemen,  �� !"#$%&'()*+

� 1-2  �� !"#$%&'()*!

�� !"�� !"#$%&�� !"

�� !"#$%&'()*+�� !

�� !"#$%&'(
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Sample 1-3

We have received your request for permission to use

our computers during the next session for summer

school. We are pleased to inform you that you may

use all 15 of the laptop computers you requested.

Would you please come in and fill out the necessary

paperwork any time before April?

Good news, Jessica! All 15 of the laptop computers

you requested will be available to use during the next

session of summer school. Please come by the office

before April 1 to fill out the necessary forms.

� 1-3  �� !"#$%&'()*�

�� !"#$�� !"#$%&'(

�� !"#$%&'()"*+,-.

�� !"#$%&'()"*+,-.

�� !�"#$%&'()�*+,

�� 
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Sample 1-4

Group 1

We cannot understand your negligence.

We will not tolerate this condition.

Your careless attitude has caused us a loss in sales.

We have no intention of permitting this condition to

continue.

We have had it!

Group 2

We can deliver the goods on July 11.

So that you may have the one sofa you want, wil1 you

please check your choice of fabric on the enclosed
22

card?

Your check will be mailed on October 1.

Please format this letter in the block style shown in

the Office Procedure Manual.
23

� 1-4  �� !"#$%&'()*+

�� !�� !"#�� !"�� 

�� !"#$�� !"#$%&'"

�� �� !"#$%"&'(�� 

�� !"#$%&'��� !"#$

���� !"#$%&'()*�� 

�� !"#$%&'



16�
�
 
!
"
#

Language for Writing

Notes

  1. EDP: Electronic Data Processing  �� !"#

  2. ... contributes substantially to his/her self-confidence—a necessary quality

for business success. �� !"#$%&��� !"#$%&' �

�� !"#$%&'()*+,-.

contribute:  v.  �� , �� 

�� !"#$%& self-confidence �� !"

  3. ... to what extent it induces a favorable response from the reader. ����

�� !�� !"#$%&'()*)+,-

induce:  v.  ��

  4. stilted:  adj.  �� !�� !�� !"#$%&'()

  5. goodwill effect: �� !

  6. stale expressions: �� !"#$%&'�� !"#$%&'('

���� !"

  7. flowery language: �� !"#$%�� !"#$%&'

  8. manipulation  n.  �� /�� !"

His manipulation of the data was beyond my expectation.

  9. ... put the reader in the right frame of mind. ��� !"#$%&'

10. single out your readers: �� !"#$�� !"#$%&'($

�� !"#$%&'()*�� !"#$%

single out: �� �� 

11. ... his/her identity as individual is recognized. ��� !"#$%&'

�� �� !"#$%&'

12. ... to sound like a ward politician out for votes. ���� !"#$%&

�� !"#�

�� �� !"#$%&'(%)*+,-. �� !"#$%

�� !"#$%&'()*�� !" �� !"#$%&'(

��

13. blow off steam:�� !"#�� !"��
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14. deductive approach: �� !�� !"#$%&'()*�� !

�� !"#$%�� !"#�� !"#$#%�� !"#$

15. inductive approach: �� !�� !"#$%&'()*�� !

�� !"#$% �� !"#$ �� !"#$%&'

16. cushion:  v.  �����

17. buffer:  n.  �� ! �� !"#$%&'(%)*+�� !"#

�� !"#$%�� !"#$%&'�� !"#$%&'(

�� !�� !"

18. acknowledge receipt of: �� !�� !"#$ 19�20�� !"

�� !"#$�%&'�

19. please be advised: �� !

20. as per your request: �� !"

21. Hoping you will give us... , we remain: �� !"#$%&'()*+

���� !"#$�� !"#$%�we remain hoping...��

22. enclose:  vt.  �� !

As requested, enclosed please find our illustrated catalogue and price list.

�� !�� !"#$%&'()*+,-.+/0

23. Please format this letter in the block style shown in the Office Procedure

Manual. �� !"#$%&'()*+,-./0121345

Exercises

  I. Revise these sentences so that they are positive rather than negative.

  1. Unfortunately, your order cannot be sent until next week.

  2. To avoid the loss of your credit rating, please remit (��) payment

within ten days.

  3. Your misunderstanding of our January 8 letter caused you to make this

mistake.

  4. You cannot visit the plant except on Saturday.

  5. Our stone-skin material won’t do the job unless it is reinforced.

  6. Your negligence in this matter caused the damage to the equipment.

  7. Do not walk on the grass.
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  8. Smoking is not permitted anywhere except in the lobby.

  9. We regret to inform you that we cannot permit you to use our clubhouse

for your meeting, as the Boys Corp asked for it first. We can, however,

let you use our conference room, but it seats only 60.

10. We regret to inform you that we must deny your request for credit.

II. Write you-viewpoint sentences for each of the situations described.

  1. We will be pleased to deliver your order by the 16th.

  2. We have worked for 20 years to develop the best model car for our

customers.

  3. I am pleased to inform you that I can grant your request for payment of

travel expense.

  4. We are happy to report approval of your application for membership.

  5. We can permit you to attend classes on company time only when the

course is related to your work assignment.

  6. We have received your letter of May 16.

  7. We have been quite tolerant of your past-due account and must now

demand payment.

  8. We have shipped the Dove desk set you ordered on May 3.

  9. Our long experience in the book business has enabled us to provide the

best customer service possible.

10. We can sell at discount prices, but we cannot permit returns of

merchandise.

III. Indicate whether direct or indirect approach is preferable in each of the

following situations, and briefly give your reasons.

  1. A letter turning down a job applicant.

  2. A letter from a recent college graduate requesting a letter of recommen-

dation from a former instructor.

  3. A letter asking when next year’s automobiles show will be held in the

local place.

  4. A letter to express thanks after a visit to a friend’s house.

  5. A letter to decline a request for help.

  6. A letter to sell a new product.
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Letter 1-a

Dear Mr. Hua:

We are in receipt of and would like to thank you for your

letter and catalogue of June 14, 1999. After close exami-

nation we have come to the conclusion that your pro-

ducts are of no interest to us but we wish you every suc-

cess in your future endeavors.

Sincerely,

Letter 1-b

Dear Mr. Hua:

Thank you for your letter and catalogue sent on July

14, 1999. We appreciate your interest in our company

though your products fall out of our line for the time

being. We wish you every success in your future

endeavors.

Sincerely yours,

IV. In the following there are two pairs of letters. Compare and tell which

one is better and why.
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Letter 2-a

Dear Mr. Fritz:

We are sorry to have your complaint about the poor

performance of our Monay batteries. You claimed your

flashlight was damaged. Under separate cover we are

sending you a new flashlight which we hope is not

inferior to the one you submitted to us under our

guarantee. Monay batteries are included. They were

tested beforehand for any obvious defects.

Less than 1/2 per cent of our total production is

unsatisfactory, and we are usually inclined to feel that

the user of the flashlight is at fault, not the batteries.

Since it is possible for some defective batteries to slip

by our rigid inspection process, we follow the practice

of replacing any damaged flashlights that are called to

our attention.

It is unfortunate that you have had this inconvenience.

We trust you will experience no further difficulties with

our product.

Very truly yours,
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Letter 2-b

Dear Mr. Frita:

Your recent experience with a set of Monay flashlight

batteries is given proper attention. Under separate

cover please find a new flashlight of comparable value

with the one you submitted to us under our guarantee.

Fresh Monay batteries are included.

For more than 99.5 per cent of our entire Monay bat-

tery production is satisfactory. It would be nice if this

record was 100 per cent, but in the absence of a per-

fect record, we do appreciate it when a customer brings

an unsatisfactory experience to our attention.

We are sure that the fresh Monay batteries we are send-

ing you will give you the same dependable service that

has made Monay batteries so famous all over the world.

Very truly yours,


