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PREFACE

There is no more difficult task for the student of Business English than to learn
to write effective business communications. Writing business communications,
whether they be letters, reports, or inter-office memoranda, is a discipline entirely
separate from learning vocabulary, grammar, or sentence structure. Business
communications have to do with the underlying philosophy of business relations
and the function of management. In this regard, theoretically each communication
involves three components, which are then broken down into three further sub-
components. These components are described in detail in Chapter 1, “The Under-
lying Philosophy of Business Writing”.

When you review this material, your first reaction may be that this writing process
is too laborious, that it takes too much time. It does take a great deal of time at
the beginning. However, as you start practising your writing and applying these
principles, you will soon find that they become automatic, that you start asking
yourself the relevant questions without actually putting them down on paper.
Moreover, not every business communication of course involves complex business
relations or problems. Simple letters will not require that you consciously go
through each step.

For the student’s understanding of the business situations on which communica-
tions are to be written, we have created a fictional corporation, Cando Corpora-
tion Limited (CDC), a manufacturer of fitness equipment. The Company’s manu-
facturing plant and offices are located in Beijing, P.R. China.

Wherever applicable, you are provided with a function title, reflecting the depart-
ment or division that you represent in the particular business situation described.

The book comprises four major components: First of all, in Chapter 1 we focus on
the underlying philosophy of business writing, a summary that warrants your
careful study. In Chapter 2, we review briefly the structure of the sentence and the
paragraph. In Chapter 3, you are given an opportunity to practise your ability to
write effective paragraphs. In Chapter 4, we begin writing letters to external
business contacts on a wide variety of subjects, followed (in Chapter 11) by a brief
section on Telecommunications.

For each category of letters you need to follow the guidelines provided in the
Assignment. Specific additional comments are made where the author believes
they may further help the student in writing his or her communication. In the first
few assignments, the student is only required to fill in the missing words and
phrases above the underscores provided. Once completed, these letters should be
studied carefully for their organization, language and terminology used, and man-
ner of expression.

Beginning with Chapter 12, we concentrate on internal communications, compris-
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ing inter-office memoranda, policies and procedures (both informal and formal),
followed by a comprehensive section on report writing (Chapters 17 and 18). The
underlying theory of report writing applies to both internal and external communi-
cations.

Chapter 19 provides you with a list of metaphors, idioms and expressions that you
will frequently hear in the international business environment. There are of course
numerous others and you may wish to look out for their use and meaning as you
increase your reading of business literature.

Students who are approaching graduation or employees seeking alternative em-
ployment opportunities will find the Addendum on Application Letters and Curricu-
lum Vitae of interest.

For a maximum learning experience, you should attempt to complete all assign-
ments on your own before consulting the Answer Key provided at the end of this

textbook.

For a complete description and illustration of the formatting of letters, memoranda,
and facsimile messages, you may wish to consult the Author’s self-instructional
textbook, An Introduction to Business English, published by The Commercial Press
International Co., Ltd., Beijing, China. This text contains only a standard format for
letters and memoranda. (For letters, see Chapter 4; for a memorandum form, see
Chapter 12.)

Communications are an expression of an author’s personality, feelings, and emo-
tions. Therefore, no two authors wili ever write exactly the same letter or message,
memorandum, or report. Accordingly, the sample letters and other communications
provided in the ANSWER KEY accompanying this text are merely examples of what
the writer might say under the circumstances described.

Even though an attempt has been made to use the pen of other writers, all
communications to a large degree reflect the personality of the author. Managers
and students should therefore evaluate their adequacy and not accept them as the
only way. You should focus primarily on the principles of clarity, conciseness, and
courtesy, and on the useful vocabulary, idioms and expressions employed through-
out. Wherever justified, the Answer Key includes supplementary notes explaining
both the particular business relations concerned and the common idioms and
expressions used in an English speaking business environment.
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CHAPTER 1

THE UNDERLYING PHILOSOPHY OF
BUSINESS WRITING

Oral Versus Written Communications

When we speak to someone, various gestures and symbols can help us make
our point. When we wish to be kind and courteous, we can speak softly; we
can smile and bow. When we wish to express frustration or anger, we can raise
our voice; we can even roar or scream in anger, not a very good idea of course
under any circumstances.

When we speak we also receive immediate feedback. Our listener either uses
the right words to express appreciation or chooses specific words to make his
or her displeasure, disappointment, or anger known to us.

When we write, these external stimuli are missing. Also, and just as importantiy,
there is a delay in the feedback we receive. We have to wait until our
communication is received, how it is received, and then answered. A third very
important factor of course is that the written word cannot be recalled. When
we speak and we use the wrong words or say the wrong thing, we can
immediately apologize. We do not have that choice when we write. The written
word can subsequently be used as a weapon against the writer.

It is for these reasons that our writing has to be precise, so precise that it
conveys exactly what we wish to say and that it is received in exactly the
manner we wish.

Words in themselves have no meaning. They derive their meaning from context
and context is the total situation or circumstances within which the word is
used. In this regard, dictionaries are useful but the user must have sufficient
knowledge of the language to know which particular definition applies in any
given situation.

We often speak of the “denotative”’ and “connotative” meaning of words.
Denotative meanings relate to the real world, without the intrusion of listeners’
or readers’ feelings, emotions, or opinions. Connotative meanings arouse feel-
ings,sometimes very strong feelings or emotions. They can therefore lead to
misinterpretation of what we intended to convey. They often exist only in the
mind of the reader and his or her particular interpretation of what we have said.
They prompt judgments that may add to or detract from the denotative meaning

of our words.

A few examples will ilustrate these points.

1
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DENOTATIVE MEANINGS CONNOTATIVE MEANINGS

Aggressive (farceful energy) Aggressive (combative readiness)

Eager (enthusiastic, keen) Eager (impatient)

To be enthusiastic (keen) To exaggerate one’s efforts; trying too hard to
impress

Concerned Worried, appalied, disgusted

Depart, go, leave Get out

Be silent, be quiet Shut up

To be unable to Cannot

To use, take advantage of an opportunity To cheat

Not available, having other commitments Not available, indicating lack of interest or

cooperation

Our readers “filter” our words, i.e. they separate out words they do not wish to
hear or, for any number of reasons, they may attach meanings that were not
intended. Sometimes they will vary their interpretations depending on how they
feel on any one day. If a customer is already unhappy about a certain situation
and then receives a letter of apology from the supplier that is defensive in tone,
it may simply increase his anger rather than pacify him.

Consequently, one has to adapt one’s writing to each individual recipient and
this requires constant reflection on the words or phrases we use.

Being precise in business writing also requires that we avoid abstract ex-
pressions whenever concrete information is available. Note the following ex-
amples:

ABSTRACT EXPRESSIONS CONCRETE EXPRESSIONS

A sizeable profit A profit of 10%

The leading student Top student in a class of 20

The majority 55%

The minority 40%

In the near future By Thursday (with or without date)
As soon as possible No later than (date)

By return By (specific day or date)

It is also best to use the active voice rather than the passive voice in writing,
except in certain circumstances. The active voice is more direct and it usually
allows the writer to reduce the number of words needed to make oneself clear.
The passive voice is used only when the writer either does not know the
performer of the action, believes it unwise or discourteous to identify the person,
or when the reader would have no interest in knowing his or her identity.

Note the following examples:
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ACTIVE VOICE PASSIVE VOICE
We will ship the goods next wesk. The goods will be shipped by us next week.
We appreciate your cooperation. Your cooperation is appreciated.

We received your letter (Better: Thankyou  Your letter has been received.
for your letter)

We have received your complaint and are Your complaint has been received and
taking corrective action. corrective action will be taken by us.

There should be no disagreement on which of the two versions is the more
effective in business writing.

Now note the following examples:

PASSIVE VOICE ACTIVE VOICE
An error was made in your invoice. The typing clerk made an error in your invoice.
Qur office was broken into overnight. A thief broke into our office overnight.

In the first sentence, no useful purpose is served by pointing the finger at the
typing clerk. Therefore, only the passive voice is appropriate. In the second
sentence, the fact that it was a thief who broke into the office is obvious.
Therefore, the passive voice is preferred.

In our writing, we should also avoid so-called “rubber stamps”. These are
repetitive statements or comments that lose their meaning when they are used
indiscriminately and, worse, when they are used in situations where they do not
apply. A few typical examples of rubber stamps are:

*If we can be of further assistance, ...
*Please advise.

*Best regards.

*We are at your service.

Sincerity, saying what we mean and meaning what we say, is the hallmark of
good business writing. Never exaggerate with expressions such as the following:

*You are one of the few capable of making a judgment ...
*We are extremely pleased to welcome you ...

*No one is more intelligent than ...

*We deeply appreciate your order ...... etc.

Never lecture or preach to the recipients of your communications with wording
such as:

*We suggest that you ...
*You had better ...

*You must know that ...
*You ought to realize that ......
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Except in rare circumstances, it is unwise to show anger in one’s writing by
using adjectives such as: angry, frustrated, extremely upset, appalled, etc. In
other words, never lose your temper.

in summary, always try to form a mental visual image of your reader sitting
on the other side of your desk. Then bring your writing to life, with courtesy
and distinction by means of the words you choose, taking into account the
following principles:

*Use active rather than passive voice

*Use concrete rather than abstract words or phrases
*Use adjectives sparingly

*Always be precise

*Do not exaggerate

*Do not lecture or preach

*Never lose your temper

A Writing Strategy

The graph on the page that foliows this Section illustrates the three major
components of any business communication: subject material, recipient (the
person receiving your communication), and the author. You will note that the
three circles are linked together. The three sub-components of each circle are
also inter-connected as each reflects and is reflected by the other.

The folliowing summary discusses each of these components in turn.
You begin with your subject material and first of all focus on your objective:

Why are you writing? What are you attempting to accomplish by doing so? Are
you seeking or providing information? Are you explaining a situation or request-
ing an explanation? Are you granting or refusing a request? Are you writing to
congratulate, express thanks, or extend condolences? Are you trying to coliect
an overdue account or are you asking for an extension of credit? Are you
complaining or praising? Are you selling or buying? In each business situation,
you will be asking yourself this type of question.

The second component, your strategy, has to do with the plan or method you
will use to reach your goal. It means asking yourself the question of how to go
about writing your communication and deciding which facts and factors are
relevant to the subject you wish to discuss.

Once you have decided on your strategy, you then move to the third component.
You plan in detail your approach: Your content, order of priority, what to include,
and what to exclude.

The next major step is to look at your recipient, the person who is to receive
your communication. What is your relationship to this person or company? Is
he or she (or it) a customer, a supplier, an acquaintance or business associate,
friend or foe, a new contact, a job applicant, your boss, or your subordinate?
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Your relationship to the recipient of your communication will determine to a
great extent the manner in which you write, the words or phrases you choose,
the length of your communication, and its formality and protocol.

Once you have determined this relationship, you organize your communication.
Your organization involves (1} an introduction, in which you capture the subject
material that has prompted you to write; (2} a record or discussion of the detaii,
i.e. the fundamental components of your subject in a logical order; and (3) either
a summary statement, a recommendation, or a conclusion.

it is the communications component that often presents a problem for stu-
dents: Where to begin, how to organize, and how to lead into the recommen-
dation or conclusion. Try to visualize the recipient sitting across the desk from
you; then determine what you would say, in which order, if you had the
advantage of oral communication.

The complexity of your subject material will determine the number of paragraphs
you need to put your message across. Once you have covered the substance,
you need to end with a finishing sentence or two. How you end your commu-
nication will again depend on your objective. You either make a re-statement,
a final appeal for acceptance of your suggestions, or you make a recommen-
dation. In simple communications, your ending is sometimes merely a finishing
touch. You must avoid afferthoughts: new ideas that should have been covered
in the substance of your communication.

The third major component is the Author. it focusses on three sub-components:
adequacy, sensitivity, and control.

You have now completed your communication and you need to determine
whether it meets your objective (your reason for writing). Will it serve your

purpose?

The only way in which you can determine its adequacy is by re-visiting your
relationship to the recipient: Will he or she be willing or able to respond to
your communication in the way you would like?

Sensitivity has to dc with feelings and emotions; it has little or nothing to do
with business reason. Consequently, you now need to review your vocabulary
—the words you have chosen—and the manner in which you have expressed

yourself.

Have you been businesslike, courteous and thoughtful, kind and sincere, or have
you been thoughtless, biunt, or patronizing?

Have you lectured or preached to the recipient? Even though disturbed or angry,
have you held your temper and not shown your anger? Have you avoided
exaggeration and restricted yourself to the facts?

The final component is control. Control is the essential complement to planning.
it is the function of control that allows you to determine whether your commu-
nication is in harmony with your original plan. The essence of control is
feedback, i.e. the reaction or response your communication is going to produce.
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Your knowledge of business and human relations and your sensitivity to organ-
izational and authority relationships will enable you to judge whether you will
accomplish what you set out to do. In other words, they will determine whether
your communication will prompt the response that meets your objective.

Appendix: Graph for Writing Strategy



CHAPTER 2
THE WRITTEN COMPOSITION

The Sentence

Each sentence expresses a thought and sentences, clearly written and in the right
order, give an indication of clear and orderly thinking. However, individual sent-
ences do not move on their own. Therefore, we need “bridges” to move from one
to the next sentence and these bridges are formed by conjunctions, phrases, or
simply words.

Effective sentences have certain characteristics. For example, each sentence
must have unity, continuity in purpose and action. One must not start with one
thought and then abruptly change to another. One must also have unity in verb
tense, in the use of singular or plural nouns and pronouns with singular and plural
verb forms.

Sentences must also show development whereby one moves from the general to
the specific. One writes a topic sentence and then substantiates or illustrates that
topic with supporting details. Sentences must have proper emphasis, ie. they
should vary in length, whereby a strong statement is followed by subordinate

thoughts.

The Paragraph

A paragraph can be made up of one sentence, particularly at the end of one’s
communication. Usually, however, a paragraph is a series of sentences that make
up a complete unit. Whereas one sentence should contain only one thought,
paragraphs may contain several thoughts.

One paragraph, however, should deal with only one idea or notion. A paragraph
should also be able to stand on its own. This characteristic requires that one must
always complete the presentation of one idea before going on to the next. One
should never force a reader to either “backtrack” or look to subsequent paragraphs
to determine meaning, to fill in missing detail, or to seek clarification.

Since paragraphs are made up of sentences, it follows that they, too, must have
unity, continuity, and emphasis.

The task of writing paragraphs becomes easy when the sentences that make up
the paragraph are well written. All the writer needs to be concerned with when
writing paragraphs is to find the right pattern, which is usually a topic sentence
that introduces the subject, a logical arrangement of the content, and transitions
to move from one sentence to the next.

~
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When writing more than one paragraph, transitions are often also required between
paragraphs for the same reason, i.e. to move logically from one paragraph to the
next. Transitions are bridges that enable the writer to create a logical flow from
one thought or idea to the next.

The problem students sometimes encounter is that they are not sure which
transitional word or words to use. To help solve this problem, therefore, you will
find immediately below a whole series of transitions (called terms) that may be
used in particular situations.

Terms moving from one point to another:
And, also, besides, moreover, another, in addition, further, furthermore

Terms showing similarity:
Similarly, likewise, equally, in other words

Terms showing differences between ideas:
But, yet, however, nevertheless, nonetheless, despite, in spite of, on the other
hand, even though, although, whereas, on the contrary, otherwise, conversely,
while

Terms showing cause and effect:
Because, for, since, as a result, consequently, therefore, then, thus, of course,
hence

Terms introducing examples:
For example, for instance, namely, to illustrate, such as, particularly, in partic-
ular, specifically

Terms expressing emphasis:
Especially, particularly, in particular, mainly, primarily, chiefly, most importantly

Terms showing relations in time, space, and importance:
At the same time, simultaneously, in the meantime, meanwhile, subsequently,
until now (hitherto), foremost, formerly, at present, presently, beyond, above,
around, behind, before, after, then, in the distance, to the left, to the right, right
in front, ahead

Terms indicating stages:
Initially, at the outset, at the beginning, to begin with, from the beginning, from
the start, up to now, so far, until now, until recently

Terms anticipating a conclusion:
In summary, to sum up, in conclusion, lastly, finally, before closing

Varying Methods of Writing
Even when writing only one paragraph, one can use a variety of methods:

(1) The deductive method (stating the main point first, followed by supporting
detail);

(2) The inductive method (presenting supporting detail first, leading up to the



