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Chapter 1  Writing Process for Business Letters (1}— Prewriting

Chapter 1 Writing Process for Business
Letters (1) — Prewriting

[ Learning Objectives ]

1. Describe three basic elements of business writing.

2. Summarize the three phases of the 3 — X —3 writing process.

3. Clarify what is involved in analyzing a writing task and selecting a communication chan-
nel.

4. Describe anticipating and profiling the audience for a message.

5. Specify six writing techniques that help communicators adapt messages to the task and
audience.

6. Explain why four areas of communication hold legal responsibilities for writers.

1. Approaching the Writing Process Systematically

As a firm moves into a new marketing arena, its representatives must finely tune his com-
munication skills to project a new image and capture new clients. Preparing and writing any
business message—whether a letter, an e-mail memo, or a sales presentation—is easier when

the writer or presenter has a systematic plan to follow.
1.1 The Basics of Business Writing

Business writing differs from other writing you may have done. High school or college
compositions and term papers may have a minimum word count. Business writing, however,
has different goals. In preparing business messages and oral presentations, you’ll find that your
writing needs to be .

@ Purposeful. You will be writing to solve problems and convey information. You will
have a definite purpose to fulfill in each message.

@ Economical. You will try to present ideas clearly but concisely. Length is not rewar-
ded.

@ Reader oriented. You will concentrate on looking at a problem from the reader’s per-
spective instead of seeing it from your own.

These distinctions actually ease the writer’s task. In writing most business documents, you
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won’t be searching your imagination for creative topic ideas. You won’t be stretching your ideas
to make them appear longer. One writing consultant complained that “ most college graduates
entering industry have at least a subliminal perception that in technical and business writing,
quantity enhances quality. ” It’s Wrong! Get over the notion that longer is better. Conciseness
is what counts in business. Furthermore, you won't be trying to dazzle readers with your exten-
sive knowledge, powerful vocabulary, or graceful phrasing. The goal in business writing is to
express rather than impress. You will be striving to get your ideas across naturally, simply,
and clearly.

In many ways business writing is easier than academic writing, yet it still requires hard
work , especially from beginners. But following a process, studying models, and practicing the
craft can make nearly anyone a successful business writer and speaker. This book provides all
three components; process, products ( models), and practice. First, you'll focus on the

process of writing business messages.
1.2 The 3- x-3 Writing Process for Business Letters

The writing process can be divided into three distinct phases: prewriting, writing, and re-
vising. As shown in Figure 1. 1, each phase is further divided into three major activities. The
3- x -3 processes provide you with a systematic plan for developing all your business communi-

cations from simple memos and informational reports to corporate proposals and oral presenta-

tions.
PREWRITING WRITING REVISING
Analyze Research Revise
Anticipate Q Organize SZ} Proofread
Adapt Compose Evaluate

FIGURE 1.1 The 3- x-3 Writing Process

The time spent on each phase varies with the deadline, purpose, and audience for the
message. Let’s consider how the 3- X -3 writing process might work in a typical business situa-
tion. Suppose you must write a letter to a department store buyer about an order that you, as a
manufacturer of jeans, cannot fill. The first phase ( prewnting) prepares you to write and in-
volves analyzing, anticipating, and adapting. In analyzing the situation, you decide to focus
your letter on retaining the order. That can be best done by persuading the buyer to accept a
different jeans model. You anticipate that the buyer will be disappointed that the original model
is unavailable. What's more, she will probably be reluctant to switch to a different model.
Thus, you must find ways to adapt your message to reduce her reluctance and convince her to
switch.

The second phase (writing) involves researching, organizing, and then composing the

message. To collect facts for this letter, you would probably investigate the buyer’s past pur-
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chases. You would check to see what jeans you have in stock that she might accept as a substi-
tute. You might do some brainstorming or consult your colleagues for their suggestions about
how to retain this order. Then, you would organize your information most effectively. Equipped
with a plan, you’re ready to compose the first draft of the letter.

The third phase of the process (revising) involves revising, proofreading, and evaluating
your letter. After writing the first draft, you’ll revise the message for clarity, conciseness,
tone, and readability. You'll proofread carefully to ensure correct spelling, grammar, punctua-
tion, and format. Finally, you'll evaluate the message to see whether it accomplishes your
goal.

Although our diagram of the writing process shows the three phases equally, the time you
spend on each varies. One expert gives these rough estimates for scheduling a project; 25 per-
cent worrying and planning (Phase 1), 25 percent writing ( Phase 2), 45 percent revising,
and 5 percent proofreading ( Phase 3). These are rough guides, yet you can see that good writ-
ers spend most of their time revising. Much spends, of course, on your project, its impor-
tance, and vour familiarity with it. What’s critical to remember, though, is that revising is a

major component of the writing process.

2. The Prewriting Phase of Composition

Whether you’re writing with a team, composing by vourself, or preparing an oral presenta-
tion, the product of your efforts can be improved by following steps described in the 3- X -3
writing process. Not only are you more likely to get your message across, but vou'll feel less
anxious and your writing will progress more quickly. The remainder of this chapter concentrates

on the prewriting phase of composition: analyzing, anticipating, and adapting.
2.1 Analyzing the Task

In analyzing the composition task, you’ll first need to identity the purpose of the message
and select the best channel or form in which to deliver it.

Identifying Your Purpose. As you begin to compose a message, ask yourself two important
questions; (1) Why am I sending this message? And (2) What do I hope to achieve? Your
responses will determine how you organize and present your information.

Most business communication has both primary purpose and secondary purposes. The pri-
mary purposes for sending business messages are typically to inform and to persuade. A sec-
ondary purpose is to promote goodwill; you and your organization want to look good in the eyes
of your audience.

Most business messages do nothing more than inform. They explain procedures, announce

meetings, answer questions, and transmit findings. Some business messages, however, are
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meant to persuade. These messages sell products, convince managers, motivate employees,
and win over customers. Informative messages are developed differently than persuasive messa-
ges.

Selecting the Best Channel. After identifying the purpose of your message, you need to se-
lect the most appropriate communication channel. Some information is most efficiently and ef-
fectively delivered orally. Other messages should be written, and still others are best delivered
electronically. Whether to set up a message, send a message by e-mail, or write a report de-
pends on some of the following factors:

@ Imporiance of the message

@® Amount and speed of feedback required

@ Necessity of a permanent record

@ Cost of the channel

@ Degree of formality desired

2.2 Anticipating the Audience

A good writer anticipates the audience for a message: What is the reader like? How will
that reader react to the message? Although you can’t always know exactly who the reader is,
you can imagine some characteristics of the reader. By profiling your audience and shaping a
message to respond to that profile, you are more likely to achieve your communication goals.

Profiling the Audience. Visualizing your audience is a pivotal step in the writing process.
The questions in Figure 1. 3 will help you profile your audience. How much time you devote to
answering these questions depends greatly on your message and its context. An analytical report
that you compose for management or an oral presentation before a big group would, of course,
demand considerable audience anticipation. On the other hand, a letter to a familiar supplier
might require only a few moments of planning. No matter how short your message, though,

spend some time thinking about the audience so that you can tailor your words to your readers.

FIGURE 1.2 Asking the Right Questions to Profile Your Audience

PRIMARY AUDIENCE
Who is my primary reader?
What is my personal professional relationship with that person?
What position does the individual held in the organization?
How much does that person know about the subject?
What do 1 know about that person’s education, beliefs, culture?
Should I expect a neutral, positive, or negative response?
SECONDARY AUDIENCE
Who might see this message after the primary audience?
How do these people differ from the primary audience?




