-8 4
H> €

Cz22
LEE T2 FALSAC DTS

Business English Series( English-Chinese)
ﬁ &4'] s }‘;!\L 1:& '&Fa]

EEEAE

ENGLISH BUSINESS LETTERS

Eaw EE

RE X Swm REW

IMEBF SHR AR
Foreign Language Teaching and Research Press




(R)FEF 1555

PHTERRSE (CIP) 8B

B HREER/WREER. — L5 SRS SBFHRL, 2000
(BHEBEBRIIAS)

ISBN 7 - 5600 - 1830 - 0

I1.% 0.9 N.B%F-XE-RFE-5F N.HIS
o B R A B 54 CIP BB 8 (2000)38 15176 5

RRBUFTE  RHERRZ

HEABRER

TR B

MIEMR: 7¥E X

HRRZTT: SMEHFESPIR TR

: AR =FFALEE 19 5 (100089)
: http: //www. fltp. com. cn

: L EBT eI

: 850x1168 1/32

: 6.125

: 165 FF

:20004E7 A 1R 20004 7 A% 1 KEIRI
: 1—8000 /1t

: ISBN 7 - 5600 - 1830 —0/G-776

: 7.90 TG

S EVN ST R IR AR AL AT S

*HATFTHIATAR
SHEHERESEE



M

o

“RIE IR RFIA R S EIL M, 458 QP RIEFEF) .
(B 55 3EEER) (B F B R A A (H F EEHIF), IHEX
XTREEMAPYANE, ARNENMHFHT .

GMREBEE) EEW R ALFHERMDIRA, H P QFiH
O 5 RO, P EARE T A AR ERR IS R st
H VR G Y AR ST BOIAT VR MR L D RAERF | BES
FEEMAT HAMASEA R ZHEANKERIER, 5
HABEONHRSE. 2HRARTROER, HH 5, o
R, X KE BT NFER R 5 F 0 R ITRE, —E
BB FiEF,

(RHFIGEFR) —HEABE T HFEXEFEN T ERIR,
F- D EHoERTHSREFENER BARERS. &
WHSEEIF T REUFFEH, MEERI WS T AL F
PASh Hofte — SR L AR B LR . BB THERTRALER
RS, KA A RN R, BMETHBEERERSEE
RERSHRAES

(REFFRIDHFE RO RENA T B 5RAPRE
BRERME, m. 8137 iR REAR EREE, B ZNH
GEBHRT =FH LA INRAGRERE . RYTZRA R
BRAFMBEAR R BRA, BN HNARAEL RS RA BRI
ERRHEA ., BEMA AR T LER I E R 5 R A&
M, ABRALIMBHER, BEREERELNTFRH
A, UETERE,

(B 5 HEHE) B EEEILMETRF ARG, BB

1




BT BRI JRER TSR, 88 Nl X L F R
PR AT AR, F B VR X 8RB 5 1 R 1% 2 FIFIX i 5 4
KB EEE, SEMFHNEERESER. LRACEMFL
EHFH LAk, RN EEERA ERFTERASETSE0
ik, ABEERYT KAFRAETANFEREF TIEQH
RATREE LM O L BFNES,

FEABIRE M ERENARERE S, BREE —&
REHEMAN NFREENFERESEIN KBE L. X
BT A%, QM REBELS) (WHFEEFHR) (HHFEFIRADY
RAZEDU RE B, BEF B iE RE R EFE KT K
FHR, MBI ENE, —EF R, (FFEEHR)—PHTFHA
BA SRR, RA B I0ER | BFE R U B B, BLE
BEEMPHESHELFEEERN TR, 2 BHRELENTERH
FRIFHFZFHNILTF R REWBTMNFIF A F 245
- WSS L BT A L 55 A B, A ATIX R 5 IR B FE A R
ERHTHRAFENEE, XIENBRREINIZFHENTHESL
PMEH. FAEZLA, BESRERER,




auf

Al

REAACHGBERARRNTLFAR LS F LB
—o W, AARHHP AMATHAHAFEERXERAE
REBKE, 2 RAGESE BRAEARR L% TEXBHYG
Etf, CHAHFUAGRR, BRAGHLTHERR SR
RAERELTHRHREGEEEXGRE, AR, RIELXFHYE 1
FRIRTAMEGRiE, WITEEHENRS XEEHRIRA
RELXFAREGEHZE,

ERATEBIMHER ANBERETEXA(A 4 RiEH
E)o AT REARS-ABRRAIAKGEIF X, KB LK
AT ERARBET X, AEHFCRRTHERGER, N EAFY
PRI HLFATAARE A A GRF I F R F X8
FHGEH% R X TH B FLANE ETLHT,

ABHRRAGHERGENLEFREBRF SR F 2 H*%
MEGHBIFTHBERG, CNARZOBAITH AL A
BAGH PIHLELLA L THAIRGX LERFLES %
FRBEBRGARPBARDEARRFOTRE &, X5
HHEERMIPBFT HRFAFIT RBEF 5 F RN, 4]
T RERFAFTOLR, L THFLGFE, CERTA
HEX, ARESET GAMTEZGERRITT AL RE,
BRGHBEOERENTELGAL B, RR & ARAM,

LHERBLTRIFLREHYGE g, A9 240K, F
S EHSMRTHR R BRI A BXRBLF., Fo
KoFESM TR HLEAH, R FEZHH RN T & F %I 8
Fie—BREAGHLER, AZS L, AAHE REBYGEF

3




OTFHHEGKFRATR, 2 R 44R, TREILLENEL, %
HEAIFRE FEUBRBHFREZFGREEL,

wA&



Contents

H X

""In

Introduction to Business Letters ﬁ%’fn &’fﬁﬁ
I. The Essence of Business Letters & ML{g &mz':ﬁ """""
II. The General Procedures for Letter Writing 518

Chapter One: Elements of Business Letters 7 45 {5 B8 F #9
I. Letterhead f&3k
II. Reference %%'
III. Date H#f
1V. Inside Address iﬁ'?ﬂﬂﬁiﬂi
V. Attention Line Eﬁrm’.,.
V1. Salutation FRIFE ceoeererr e mamiaieiiiaice e
VII. Subject Line S H
VIII. Body of a Letter [EHYIESD ~orverrrrmrrrerenncnnceenen
IX. Complimentary Close {ZBHIIE «w-erereeremreeeseuererens
X. Signature £ 44 :
XI. IEC Block (initials 485 4%, enclosures Bff{ and

carbon copies Rﬁ%ﬁ‘;ﬁg) teeaessssarecansstass anaan asane

XII. Postscript Bt 5 ‘

Chapter Two: Business Letter Format and Outline % {5 &

[onry

O 00 0 NN A

11

e 12

12
13

- 14

15

e 16




R EHEZR v e 1T

1. Eormat BET e 17

II. Qutline HEZR «woovvrmiiieiiiiiiiiiiiiiicicinieiee e e eeees 19
Chapter Three: Basic Principles for Business Letters B %5

{%‘EB&J%A{EE\U Sserereiiiseti ettt D3

1. Clarity JEB ccreeeereerr e 23

II. Conciseness fRIJE cerrweerecrrserecrmeriietiiciiicinanes 26

III. “You Attitude” jﬂﬂﬁ%’@ seeseererecesianeens D7

IV. Positiveness B SEBZJE ooovverrnveriiiniiiiniiicines 29

V. Courtesy ALER e 3

Chapter Four: Business Letters M/ 55 fF B =+ -ov-veeevvereevneeneees 33

I. Establish Business Relations I KR «-ooeeveveeees 33

II. Credit Reference BB IEET «--vcrveerrrrerercniernecnin 41

III. Inquiries and Replies I R oocoeeeenereeereneieees 49

IV. Offers and Counteroffers BRI -+ oo eeeeeeveeees 57

V. Sales Promotion fB&g -« e crevererirereranciniiiiniin. 67

VI. Orders TTHE «-vceevreereveimmmiiiiiiiiiiiiiine 73

VII. Payment i{—]‘ B R -3 |

VIII. Packing and Shipping Marks @%*ﬂﬂf;‘: seeeeees 91

IX. Shipping BEIE v e OB

X. Insurance fREE «c-covveevererieriiiiiiii e 106

XI. Complaints and Claims B UFFIRREE ~---oooovveeeeeeeees 113

XII. Agency ARFE ovver e 121
Chapter Five: Other Business Communications £t 7% %5

FEERAZER +ovvvrvvevrrerrrmnecnummmreiiiienieiiiiiee e 129

I. Goodwill Letters A IF{EER creceerercrerrrneciniennccn 129

11. Miscellaneous 71_.;@{::{4: cereesaeiiiiiieee 154

Bibliography B NHR -cveveeee e e e 185




Introduction to Business Letters

B % 5 R

Because of the popularity of fax-machine and e-mail, business letter writing is
experiencing a rebirth. Millions of business communications which were
conducted through cable or telex before to save time, are now being sent by fax
or e-mail. Thus, the inability to write an effective business letter will doom those
who want to rebr&sent themselves positively to their customers, competitors and

employers.

HAFEENEFEECERATRGNEREELTH - KX, RT L
Tt AR AT e AR RGN R S, A ECHASRERT
WA SRAEH, B, M TREHHFALKE MRFRERELANHSF
BN, MAMIREELREEZ A RPN FRERDANILEACR
HHIER.

1. The Essence of Business Letters BV {ZRHIE R

Every business letter communicates in two distinct ways. The reader gets
meaning out of what is said and how it is said in a letter. This kind of
communication is not at all peculiar only to businéss letters. In any face-to-face
conversation, for example, a person’s manner of speaking, the smile or frown on
his face, the tone of the voice and etc., all tell something beyond what the words
say. This “implied” message can either reinforce or contradict the words. It is
the same case with business letters. The combination of a central message and an
implied message is the total message a reader gets from reading that letter.
B-HESHEHFNXRTRNBRENEN. WEANBHFNEFERNEFENER
ENREFAPHRLLENER., IMXASFTAHARHFEHIBEH,
Him, FANEH KRS, —PAREH TR ENRERERE . RIEWNIF
HEBSHBE —LETZE, SHRIMERNEIEZFHNEIRR TR
BB, OTRERERNER. IRXERERFEFHPRE—HEH,
FHEESETZENEERRARGENBINTEGER.



What importance does this concept of a double message have upon our writing of
business letters? Considered in its most fundamental terms, a business letter may
be defined as a message that attempts to influence its recipient to take some action
or attitude desired by the sender. This desired result may be of immediate
importance, such as the collecting of a bill, or just an intangible attitude like
goodwill. Therefore, we must make sure that both the clarity of the message
(what the letter says) and its character (how the letter says it) help to evoke that
reaction. In other words, we need to make sure the implied message works for
rather than against our purposes.

EANERFBHBEEH B S FRNBEAMEEHRCR? AERLKE,
BHEEENHNRETRRN A REFENER L RBEM EHREZR
Mk, EEEEAINENTERYMRBEEMN, M. BN L L
ek, TR ARRRAN. A, RMNMUFARREHFERXERFTTZ
ERABFIIEMMEAMIEY, BaER, RITL ARG EE B FREH
ETZERABTRNBEAZNEY, MARSZ M,

Chapters cne, two and three of this book will be devoted to “hew it is said”.
Therefore, readers can build up a clear idea of how a formal business letter should
be like after finishing these parts. Chap;ers four and five will be about “what is
said” in letters concerning international trade. They may help you very directly in
composing effective letters in international trade.

FEHE - ZERTRNEEHEE, REEERRENZEHIX
BlUEEOEARESE - INERM TR, FHNEN . AEFTEHAL7
IS, EiSEFEERFRREHEAMNERASLEER.

II. The General Procedures for Letter Writing

BEEHEFSR

How shall we deal with business letter writing? Generally, the writing process

consists of the following five steps. While writing, ask yourself the relevant
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question(s) following each step:
HEERNZEREETR? R EELIBBEUTENER. £E5F
B, AT AR F AR 1 B S 4R A R TR
1. Determine your purpose of writing’
BESENEY
*  Why shall I write?
BRI AEBRF?
2. Analyze your reader
ShbT— T BAEA
e What do I know about the receiver?
RTBBEANTA?
e What kind of relationship do we have?
‘BNz mBEHAXR?
3. Organize your thoughts
R
¢ What shall I say?
RN Z UL A7
*  How shall I say?
B KEAR?
4. Write your drafts
ERME R
e Is this the best way to say what I want to say?
XRBRZARFEROABTHBREFE?
5. Polish your writing
HeE
+ Is this a really effective business letter?

BRR-HEEARNESFEHFG?



Chapter One
Elements of Business Letters

BEERPHER

Although diversity occurs in stylistic features concerning elements in business let-
ters, writers generally agree on the standard elements of a letter. Usually, twelve
elements are involved in formal business letters. They are: '
REBHFRESERAXYABRAE LFEE— 2R HEXEHELER
HFHREERX — B LERA AN, EEXABFEFRS, —MLAT
2HER, EMNE:

*  Letterhead (f&3k)

*  Reference (%)

»  Date (H3H)

* Inside address (3fP9Hthk)

*  Attention line (JEE )

*  Salutation (FRFF)

*  Subject line (FH)

*  Body of a letter ({§HIEX)

*  Complimentary close ({5 B#UE)
*  Signature (£8)

* IEC block (4554 BHF . 2247 5)
*  Postscript (F§5)

Among these twelve elements, letterhead, date, inside address, salutation, the
body, the complimentary close and the signature block are the standard ones that
a formal business letter must contain. The others are considered optional.
LR 2FBERP, GFL B it R FHEXFRHTEMNE
ZRTHEER, BEABFEHPLHACEN, HMOMERNTHREREK
HRUEAE,



The general position of these elements is shown in the following sample:

XEEREFEPHRBALERTHOR:

Letterhead (f§3%)
Reference number (£ 5)
Date (H#)
Inside address (¥ Fy#ask)

Attention line (F W)
Salutation (¥KFF)
Subject line (i)
Body (IE3X)

Complimentary close (15 B#E)

Signature (£ 8)
IEC block (F5 % M {8 IRE

Postscript (&)




In the following, we will examine each element according to their order in a letter
to see what function(s) it serves and how it should be constructed.

T, RATEHRIE S ERERF PO HEIRT, HEAERE-TEABEE
114 & W rE B U BT R B E 1.

I. Letterhead {3t

Nowadays, almost every business firm uses letterhead stationery for their letter.
Letterhead is usually the most obvious element in a business letter, taking the
topmost part of the paper. It identifies where the letter comes from and it
provides the recipient with the first impression of the letter.

ma, LEE—RBLA R HARELNEERER, EREEREEEN
HRBEMER, MTHANR LR, TARE RN T A SR8, T B WS
EZETHEHR

A letterhead always contains the company’s name, address, telephone number,
fax number, internet address, e-mail address, etc. Sometimes a trademark or
brief slogan is used effectively too. Many large companies add departmental
identification to their letterheads. For example:

E3—MEEA R M AR, ik, H3E fEH . A M AL A T AL
HEELPEL A ERBRRAEN & REKATEGELPEMLE
Wi, .

MINNESOTA MED-EQUIP Subsidiary of Minnesota Wire & Cable Co.

1835 Energy Park Drive Telephone: (612)644-1880
St. Paul, MN 55108 Fax: (612)644-1890
USA Internet; mme(@ mwccmme. com

However, if a second page is needed for the body of the letter, a second-page
heading should be used. Three examples are shown in the following:
R, MAEABREFEHECIK, 4% TR B UAE T RRL. M
TREFHEM.
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ABC Farm -2-
May 2, 1998

Mr. Robert Wyatt, May 2, 1998, Page 2

Mr. Robert Wyatt
May 2, 1998
Page 2

The receiver's name and date appearing in the heading of the second page should

match those on the first page.

FIWEMBFEEEZNEERMRLMEE— T EOH -,

II. Reference £

Big companies usually have to deal with a lot of letters every day. Therefore, it is
necessary to classify them according to subject, persons, or time sequence so that
it will not be so difficult to find a letter that is wanted on file. Reference line also
enable replies to be linked with earlier correspondence and ensure that they reach
the right person or department on time.

KA BRELBBEEN. B, FLEREZXHONE . HFANHE
SRS UETERFENEG, RECHBTHRE RS FEEMERF
BRARE, UEENEENZER X AL,

There is no standard form for reference lines. Companies may choose what they

think the most effective form for this.

RERFEZHEA, ARITUEERITANRFRN T XEER.

Your ref: CNN/011
Our ref: 12345/XY
Dear Sir,
Thank you for your letter, reference CNN/011, of March 9, 1998. ...




I11. Date B¥j

Date line is a vital part in business letters. Often, in business transactions at all
levels, the date has special relevance: it might be a deciding factor as to whether
an order is filled, a bill is paid, or a guarantee claim is met. Therefore, never

omit the date line in business letters.

BYRASFHRPEXEEN NS, EX, EHARRNH LR S+, B
MBEERROXR. ETERREXRMTRRTERT KERTEMK.
REMBTRAPSEFEHREHEE K, Bk, B3 RERREFFHFH
#o '

The date should always be written in standard form: January 27, 1998, for
example. All number form (for example: 10/3/98 )should not be used. Some
people are used to abbreviating the month, but this is not recommended in

business letters.
HYIN ZEHEMYBEER, M Janvary 27, 1998, SEEHABFEREN
R(: 10/3/98) WLk, FEAIRTFMERG, BEBTEHEHS, RN
A BX R

There is no fast rule for the placement of the date. It can be aligned with the left
or right margin below the letterhead. This is often decided by the style of the
letter or the habit of the company. Anyway, the placements of the date line in
English business letters are much different from those in Chinese letters.
MR EFEEEER. ~BRUREFELZT, REQRESH. XEH R
BEGUBARATNIRREN., TR, EXHEFHIHNLES P
XHBEFEMNLERBRARFAN,

IV. Inside Address Pl

The inside address is a complete designation of the letter's destination. We

8



include the address in the letter although it already appears on the envelope,
because the envelope is usually thrown away. The letter itself, which is kept on
file, must indicate for whom the message was intended. It is usually put two lines

under the date line, aligned with the left margin.

HUbFRERT EHFO Ed. REGH LESARIE, RN AE
FEPREL, IRRNEH-RBLTFRE, TFEENEGFEFLMER
WER RGN, TERRERMNTEE=/, SEARMF.

Generally, the inside address should include any or all of the following: the
person’s name and title, company name, street address, city, state/province,

ZIP code and the country. For example:
—BRR, AR ZEETEERARTY R RER . WHEAN KA

MV A E A M BT 2 N/EE RRER. .

Mr. Roland Pender, President
ABC Company

123 Berry Drive

Minneapolis, MN55106

USA

Personnel Department
Westminster Productions Inc.
51 High Street

Anytown, AY1 2BF

V. Attention Line ;& IR

Usually, when the inside address doesn’t contain the individual’s name, attention
line is used to name the specific person the letter is addressed to.

WE, 25 A hE RSN AR 2k 42 o, B 48 B 0 R B B i Ui 4
}\O



