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Introduction el

Business Letters Made Simple is an easy-to-use manual for business letter writing. lt provides
the following features:

1. A discussion of effective business communications.

2. Guidelines to clear business letter writing.

3. Special considerations for international business letter writing.

4. The format and elements of a business letter.

5. Types of business letters.

6. Tips on how to write each kind of business letter.

7. Examples of each kind of business letter.

8. Special features of business letter writing made possible by electronic word processing.

You will find you can easily use or adapt many letters, paragraphs, and phrases directly
from Business Letters Made Simple. We have written the sample letters for the purpose of
saving you the effort of having to *‘reinvent’’ all your own letters from scratch. By changing
or adapting a word here and a phrase there, you can readily make these *‘standard’’ paragraphs
yours. They will then reflect your company or business situation and your own personality.

Whenever you need to write a letter on a new topic—one that is out of the ordinary for
you—there is a discussion of that kind of letter in this book and samples for you to use or

adapt.

Business Letters Made Simple is the result of six decades of combined experience in writing
business letters. The authors have written these letters from senior management, large inter-
national corporate experience, from middle management, middle-sized business. experience,
and from privately held small business experience. They have combined a breadth of subject

_matter, communications theory, and knowledge of electronic word processing to make Business
Letters Made Simple a unique, contemporary, practical guide for today’s business letter writers.
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| CHAPTER 1 e e
The Importance of Clear Communications
T ol 0 i TRAY M '

Communications is the lifeline of modern business. It is essential that ideas be sent and received
in a timely and clear manner. A message received too late or one that does not readily disclose
its author’s intent is at best, useless or, at worst, harmful.

ERERAELAEMNR, AN SERWERHRFHRBZRR0E. BIANEE
REAER T HRAEE RENE L RIFOMERR B, BT LS RRE.

PRINCIPLES OF EFFECTIVE COMMUNICATIONS & 2GE &7 R

Before going into the format, mechanics, and contents of business letters, it is heipful to
consider some basic principles from communications theory. Once these principles are grasped
and adopted. you can approach any letter-writing task with confidence. You know what the
letter is supposed to accomplish, what you have to do, and how your reader will interpret it.
You know these things because you apply the principles of sound communications theory to
your business letter writing.

EFRBUBENER SHRHBEZN 58— FTAREL T EMN—REARIRE
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The Sender and the Receiver & 1% AFRIc{E A

First, there are two people involved in a business letter: you and the person to whom you
address the letter. In communications theory you are called the **sender’"; the person to whom
you address the letter is called the ‘‘receiver.”” There may also be some others who look over
your shoulder, people to whom yau send copies of the letter. These are called **observers.™
Their role essentially is passive, whereas the roles of the sender and the receiver are active.
You are trying to get the receiver to understand something (cognitive response) and possibly
to do something (active response). In some communications you are even trying to get the
receiver to feel something (emotive response).

B— WL FESEFATA  FRMESBEEOA BRI P R REA”, KRS
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REAMGEARBEEY GORE ST R T X EMEFATHRE) . HREEEREER
o PR O A = A SRR (BB D) .

The Subject FF

Second, there is a concept or subject you have in mind. Usually. this concept is a vague
cluster of ideas. It is not until you begin to express this concept in words that it starts to take

1




a clear, identifiable form. You need to give some structure to this concept, to organize it in
a logical outline, to make parts of it concrete with names and figures, to give it a kind of life
of its own with a beginning and an ending. For instance, you may want to talk over some
business matter with the receiver. That's your vague concept. But when it comes to actually
inviting him to come to your office for a business discussion, you need to expand that concept
into a specific day and hour for an appointment, an agenda for points to be discussed with
any backup financial and technical data that should be included in the discussion, plus a gen-
eralized impression of where you hope the discussion will lead. The actual discussion may
arrive at some other conclusion, but you need to have your primary goal in mind for the
meeting to be other than a social visit.

BLEEE T -HEESREA. XMESENR—BEMNEE. ARERFHERES
FRXMESE, EAFHREBEN S . REAXMEERTEMNEH, BEEA8R—F
BB, FERERSREM UL MBEFRRER, M EERFFLNERHEN. BT
THEMNER. Am FEFERKFEARRETIELES. BREFRHEMOES. BHR.Y
B T LR RN R T HEL B IRE, KRB EERESY KAy —KY
SHEENE PR, BT S ESANINFHR AREZITRA ARSIV FBIEMEK
Ryee I EARF BRI RTINS S BB EN R  ERAITIRBA RS H M
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The Message {5

Third, there is the message you send to the receiver. This is a written replication of your
subject. In your message, you want your receiver 1o have in his mind the same subject or
concept that you have in yours. You are trying to enable him to see the concept in the same
way you see it, to understand it as you understand it, to feel about it as you feel about it. The
success of your business letter can be measured by the degree to which your receiver has in
the end the same view of the subject that you had when you wrote the letter.

B RANEAFEZOR—MEL. SRBFEEO—HBELR. EEF, FEEK
BACHESHER AR EERES. REBXREMBESLURERBHRET RXBRFILHS
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Transcultural Communications 354% 4L #5HRR

In some instances your message will have to cross cultural lines. This may occur when you
write to people within this country of a different educational experience, of a different social
group. or {o people of a different technical specialty. When you write to these people, you
cannot take it for granted that they will readily understand your technical terms or your profes-
sional assumptions. And it most surely occurs when you write to people overseas. to people
who use English as a second language. to people who have different managerial systems, to
people who order their government and society by different patterns. When you write to these
people. you have to take even less common ground for granted.
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THE LANGUAGE OF EFFECTIVE COMMUNICATIONS HRCERMEE
Range of Sending and Receiving F{EMKAHBE

Every user of a language is both a sender and a receiver. You normally understand many
more words that you hear or read than you normally use in your own speech or writing. You
recognize them or guess their meaning close enough, even though you may not use them as
a working word in your own everyday vocabulary. This is true also of grammatical forths.
You have a feeling for when grammar is correct and when it is less formal, even though you
may have forgotten all the special names for verb forms or all the rules for dealing with gerunds.
Usually we are more at home with our spoken language than with our written language. Our
reading and listening vocabularies are considerably larger than are our writing and speaking
vocabularies.
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Levels of Formality & sZ3L{X K%

We use our language at different levels of formality. A person who is speaking to the annual
meeting of a company’s stockholders uses a different level of vocabulary and grammar than
the same person does when telling a joke at a backyard barbecue. A person who is interviewing
for a job uses a different level of formal language than does the same person when describing
the interview to a close friend.

RNERAERKETERHERGET. — P AATRKRESIOTHAER AT
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Levels of Education Z¥#HIK%E

There is educated language, that is, language used in formal and informal situations by a
person who has had years of formal education. A college professor who gives a lecture to a
scholarly organization uses educated formal language; and when he tells friends about his
vacation, he uses educated informal language. In his lecture he will use technical and literary
words that he may not normally use when talking about his vacation. This high-level educated
language—doctors talking to each other about medicine, lawyers talking to each other about
a legal case, computer scientists talking to each other about high-technology developments—
includes many technical words that give accuracy to language and serve as abbreviations in
rapid communication between specialists, but these words are usually unintelligible to those
who are outside the specialty.
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—RBAXBAHBEARRAEMNBFTE. IFEHKTFHRZIHEFTHET —HELRIEEHHEE
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PR ST AR U — AR R MR RETE Y
- There is also uneducated language, the language of people who have limited formal education.
This language might be street language in a big city or mountain language in a rural hill com-
munity. The people who use uneducated language are not ignorant, indeed they may be quite
brilliant, but their language is not the product of formal education. It is the product of the
living environment. This language, too, has many technical words that make the speech colorful,
but also make it unintelligible to those who are outsiders.

RO EERSH TN ES . R ARNEREENAMET XHEE TRRERIRT
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Levels for Business Correspondence i gkié{% B9 7K M

Most of your business correspondence is in the common (that is, shared by both educated
and uneducated users) area of the language. This guarantees the greatest degree of commu-
nication—it is not so educated or formal that most people fail to understand it. nor is it so
slangy and informal that people feel it is unimportant or reject it as inappropriate. However,
if you write about a technical subject in your business letter, you will probably use special
words that “‘insiders’* know, and these words are generally not in the common area of the
Janguage. In this kind of letter, parts of the letter will be in the technical business correspon-
dence level of the language.
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STEPS IN EFFECTIVE COMMUNICATIONS #EGERMNER

There are some standard steps to take to achieve clear communications with your receiver.

F RS IO REL, LA W R B g S s B

Make Sure You Clarify the Subject to Yourself
—EEHP .HEX EEBHER

If you have not clarified the subject to yourself, you will never be abie to communicate it
to the receiver. The first step is to satisfy yourself that you fully understand what you want
to say, then work to find the clearest words in which to express the concept. We say ‘‘work"’
because ‘sometimes you will have to try two or three times before you are satisfied that you
have the best possible wording. For this reason drafts are essential for important letters.
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Make Sure You Understand the Receiver As Much As Possible
—EEED . BT T BBEA

The second step is to try to put yourself in the place of the receiver. What can you presuppose
he knows that the two of you share in common? What will you have to define further or to
expand upon? What will move him to take the action you want him to take or to feel the
response you want him to feel? What is his ‘‘need to know" in order for him to enter into
your concept? The more you have worked with the receiver in the past, the less you will have
to elaborate your concept, since you and he have already learned to think along the same
lines. The less you have worked with your receiver, the more explicit you will have to be in
your message to ensure that your concept is adequately conveyed.

B ERREHPIBHBREARSLHE R, REENL GRS RNIBAENIEFAER
MIEE XFY? REEH—SRARMBM ARTE? 42 RKTHERE R REAAFEE M RR
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TE R B 18 B BRE 2 AR R B X O

QAnalyze the Nature of Your Message 587 {REGE WA ¥ER

~ Much also depends on the nature of your message. A letter requesting payment of an overdue
bill can be much shorter and to the point (since you both know about the history of the trans-
action) than does a proposal for developing a new software product for a computer products
company. A letter of enquiry will be less formally worked out than a complete business pro-
posal.

FEHABBRRTEBRMER. —HERIM—RIMRES FFSRE AT N>
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Determine the Response You Want to Elicit B KR BB BN R Y

Much depends on the type of response you wish to elicit in your receiver. Do you want
understanding only or understanding and action? How much emotion do you need {o generate
in order to set in motion the action you want your reader to take? If you are writing a sales
letter or a fund-raising letter, the action you call for (a purchase or a contribution) should
serve to satisfy some need your reader senses (a new gadget to make barbecuing easier) or
to make him feel good about himself in some way (helping a child in a Third World orphanage).
Some words are emotion-filled: *‘the joy of helping to feed hurigry children and to give them
hope'’; *‘this new wonder of modern chemistry will restore that showroom sheen to your car,
and heads will turn to watch you as you drive by in the sparkling sunlight.”* The emotion in
a covering letter with a contract, in contrast. is much more subdued: *1 take great pleasure
in sending you this signed contract. After long hours of mutual preparation and negotiation,

we are delighted to take this first formal step in what we hope will be a long business journey
together.™
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ELEMENTS IN EFFECTIVE COMMUNICATIONS FHXGEIMWER

There are some elements that are a necessary part of effective communications. Every busi-
ness letter will have these elements to some degree.

FEERRARBROLARTLMES ., GHELEHRE—EBELEAXRER.

Clarity W7

You know your subject well and have thought it out clearly. You choose the best possibie
way of expressing your subject. You keep the receiver foremost in mind, since your intent in
sending the communication is to enable him to share your perspective on the subject. Care
in thinking, care in choosing words, and care in evaluating how best to convey your message
to the receiver results in clarity. A breakdown atl any one of these points leads to a muddled
communication. You may be clear to yourself, but that in itself is of little.avail in achieving
effective business communications.
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Accuracy PIFFHEM

You need to make sure you have your facts right. Most business letters contain references
to dates., money, events, products, processes, schedules, agreements, relationships, and the
like. You are building on past fact to move matters forward in some way. If you present your
facts loosely or inaccurately, you contribute to confused communication. You show the receiver
that you are careless about the facts, encouraging him to have less regard for you or to be
equally indifferent to the facts. Double-check your facts for the sake of the business arrangement
as well as for your own professional reputation.
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