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Preface

The seventh edition of The Business Writer’s Handbook, like previous edi-
tions, is a comprehensive resource for both academic and professional
audiences. The Handbook’s nearly 500 entries cover effective print, oral,
and electronic communication in the business world, as well as gram-
mar, style, and usage. This edition has up-to-date coverage of work-
place technologies, library and Internet research, and documenting
sources, as well as improved treatment of promotional writing, formal
reports, job searches, presentations, and visuals.

This edition of the Handbook remains an accessible and easy-to-
use guide with entries that have been consolidated and made more con-
cise. In addition, the new companion Web site expands this already
thorough reference. Resources available on <www.bedfordstmartins
.com/alred> make The Business Writer’s Handbook a more effective class-
room text and teaching tool while allowing the book to remain the
quick reference faithful users have come to appreciate.

How to Use This Book

The New Five-Way Access System. The new five-way access
system of The Business Writer’s Handbook provides readers with even
more ways of retrieving information.

1. Alphabetically Organized Entries. The alphabetically organized en-
tries with color tabs enable readers to find information quickly.
Within the entries, terms shown as links (underlined and set in an
alternate typeface) refer to other entries that contain key defini-
tions of concepts, further information on topics, and additional en-
tries on related subjects.

2. Topical Key to the Alphabetical Entries. The Topical Key, on the in-
side back cover, groups the entries into categories and serves as a
table of contents to all subjects covered in the book. The key can
help a writer focusing on a specific task or problem locate helpful
entries; it is also useful for instructors who want to correlate the
Handbook with standard textbooks or their own course materials.

3. Checklist of the Writing Process. The checklist, on pages xxiii—xxiv,
helps readers to reference all writing-related entries.
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4. Comprehensive Index. The Index lists all the topics covered in the
book, including those topics that are not main entries in the alpha-
betical arrangement.

5. Topical List of Figures and Model Documents. A new Topical List of
Figures and Model Documents, on the inside front cover, makes it
easier to find the abundant real-world examples and sample docu-
ments throughout the text that provide models for effective busi-
ness communication.

Entries Helpful to ESL Writers. The Topical Key to the Alpha-
betical Entries includes a list of entries— ESL Trouble Spots—that
may be of particular help to ESL writers. This list includes entries that
cover persistent problems for ESL writers from a diverse group of lan-
guages. For problems not included on that list, ESL writers should
check other entries in the Handbook, refer to an ESL grammar or refer-
ence text, or consult a native speaker of English.

New to This Edition

Those familiar with the Handbook will notice the new convention to
signal cross-referenced entries—the use of underlined text set in a dif-
ferent typeface—as in, for example, a reference to audience. This
change as well as many of those listed below reflect new technology and
the prevalence of the Web. ‘

*  More concise treatment for a streamlined and comprehensive reference
makes the information even more accessible.

* A new companion Web site <www.bedfordstmartins.com/alred> ex-
pands this already thorough reference by providing links to online
resources, exercises, research and documentation advice, and
model documents for business writing. Web Link boxes through-
out the text direct writers to these additional resources available
on the companion Web site and beyond.

Making The Business Writer’s Handbook easier to teach with
than ever, the companion Web site also provides resources for in-
structors—from teaching tips and sample syllabi to handouts,
projects, and in-class activities.

»  Comprehensive and up-to-date coverage of workplace technology—in
entries such as e-mail, Internet research, writing for the Web, and
Web design—focuses on considerations of audience and purpose,
the presentation of long documents, and the use of keywords and
hyperlinks. The seventh edition offers students expert advice for
meeting the demands of online writing.

« Digital Tip boxes throughout the text provide practical, concise ad-
vice for using software tools for a wide variety of tasks, including
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creating indexes and outlines, tracking changes, and using collabo-
rative software. The Digital Tips are expanded on the companion
Web site, offering more in-depth practical advice for using current
workplace technology.

»  Fully revised and expanded coverage of library and Internet research
and documenting sources provides thoroughly updated Internet and
library research information, current MLA and APA documenta-
tion models, and guidelines for evaluating online sources. The doc-
umenting sources entry now includes Chicago (CMS) style and is
redesigned to make the reasons and rules for documenting sources
easier to understand.

» Improved coverage of formal reports includes a complete example of a
formal report that integrates text and visuals. )

» New and revised entries on brochures, newsletters, proposals, sales letters,
and promotional writing focus on audience and purpose and reflect
the increasing prominence of promotional writing in the work-
place.

o Improved coverage for finding a job includes new entries on negotiat-
ing salaries and writing follow-up letters, as well as updated infor-
mation on using Web resources and creating electronic résumés.

»  New and revised entries on presentations and visuals provide more ad-
vice on using presentation software and creating and integrating
graphics.
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(Five Steps to Successful Writing

Successful writing on the job is not the product of inspiration, nor is it
merely the spoken word converted to print; it is the result of knowing
how to structure information using both text and design to achieve an
intended purpose for a clearly defined audience. The best way to ensure
that your writing will succeed—whether it is in the form of a memo, a
résumé, a proposal, or a Web page—is to approach writing using the
following steps:

. Preparation
. Research

1

2

3. Organization
4, Writing

5. Revision
You will very likely need to follow those steps consciously—even self-
consciously—at first. The same is true the first time you use new soft-
ware, interview a candidate for a job, or chair a committee meeting.
With practice, the steps become nearly automatic. That is not to sug-
gest that writing becomes easy. It does not. However, the easiest and
most efficient way to write effectively is to do it systematically.

As you master the five steps, keep in mind that they are interrelated
and often overlap. For example, your readers’ needs and your purpose,
which you determine in step 1, will affect decisions you make in subse-
quent steps. You may also need to retrace steps. When you conduct re-
search, for example, you may realize that you need to revise your initial
impression of the document’s purpose and audience. Similarly, when
you begin to organize, you may discover the need to return to the re-
search step to gather more information.

The time required for each step varies with different writing tasks.
When writing an informal memo, for example, you might follow the
first three steps (preparation, research, and organization) by simply list-
ing the points in the order you want to cover them. In such situations,
you gather and organize information mentally as you consider your
purpose and audience. For a formal report, the first three steps require
well-organized research, careful note-taking, and detailed outlining. For
a routine e-mail message to a coworker, the first four steps merge as
you type the information on the screen. In short, the five steps expand,

xv



xvi Five Steps to Successful Writing

contract, and at times must be repeated to fit the complexity or context
of the writing task.

Dividing the writing process into steps is especially useful for col-
laborative writing, in which you typically divide work among team
members, keep track of a project, and save time by not duplicating ef-
fort. When you collaborate, you can use e-mail to share text and other
files, suggest improvements to each other’s work, and generally keep
everyone informed of your progress as you follow the steps in the writ-
ing process.

Preparation

Writing, like most professional tasks, requires solid preparation.* In
fact, adequate preparation is as important as writing the draft. In
preparatlon for writing, your goal is to accomplish the following four
major tasks:

« Establish your primary purpose.

« Assess your audience (or readers).

* Determine the scope of your coverage.
» Select the appropriate medium.

Establishing Your Purpose. To establish your primary purpose
simply ask yourself what you want your readers to know, believe, or be
able to do after they have finished reading what you have written. Be
precise. Often a writer states a purpose so broadly that it is almost use-
less. A purpose such as “to report on possible locations for a new facil-
ity” is too general. However, “to compare the relative advantages of
Paris, Singapore, and San Francisco as possible locations for a new en-
gineering facility so top management can choose the best location” is a
purpose statement that can guide you throughout the writing process.
In addition to your primary purpose, consider possible secondary pur-
poses for your document. For example, a secondary purpose of the en-
gineering facilities report might be to make corporate executive readers
aware of the staffing needs of the new facility so they can ensure its
smooth operation in whatever location is selected.

Assessing Your Audience. The next task is to assess your audi-
ence. Again, be precise and ask key questions. Who exactly is your
reader? Do you have multiple readers? Who needs to see or use the
document? What are your readers’ needs in relation to your subject?

*In this discussion, as elsewhere throughout this book, words and phrases shown as
links—underlined and set in an alternate typeface—refer to specific alphabetical
entries.
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What are your readers’ attitudes about the subject? (Skeptical? Sup-
portive? Anxious? Bored?) What do your readers already know about
the subject? Should you define basic terminology or will such defini-
tions merely bore, or even impede, your readers? Are you communicat-
ing with international readers and therefore dealing with issues inherent
in writing international correspondence?

For the engineering facilities report, the readers are described as
“top management.” But who is included in that category? Will one of
the people evaluating the report be the Human Resources Manager? If
s0, that person likely would be interested in the availability of qualified
professionals as well as in the presence of training, housing, and per-
haps even recreational facilities available to potential employees in each
city. The Purchasing Manager would be concerned about available
sources for materials needed by the facility. The Marketing Manager
would give priority to the facility’s proximity to the primary markets for
its products and services and the transportation options that are avail-
able. The Chief Financial Officer would want to know about land and
building costs and about each country’s tax structure. The Chief Exec-
utive Officer would be interested in all this information and perhaps
more.

In addition to knowing the needs and interests of your readers,
learn as much as you can about their background knowledge. Have
they visited all three cities? Have they already seen other reports on the
three cities? Is this the company’s first new facility, or has the company
chosen locations for new facilities before? As with this example, many
workplace documents have audiences composed of multiple readers.
You can accommodate their needs through one of a number of ap-
proaches described in the entry readers.

=T e
@ TIPS FOR CONSIDERING AUDIENCES

In the United States, conciseness, coherence, and clarity characterize good
writing. Be brief, make sure readers can follow your writing, be clear, and
say only what is necessary to communicate your message. Of course, no
writing style is inherently better than another, but to be a successful writer
in any language, you must understand the cultural values that underlie the
language in which you are writing. See also awkwardness, copyright, global
communication, plagiarism, and English as a second language.
Throughout this book we have included ESL Tips boxes like this one
with information that may be particularly helpful to nonnative speakers of
English. The Topical Key on the inside back cover includes a listing of en-
tries that may be of particular help to ESL writers.
o J
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Determining the Scope. Determining your purpose and assessing
your readers will help you decide what to include and what not to
include in your writing. Those decisions establish the scope of your
writing project. If you do not clearly define the scope, you will spend
needless hours on research because you will not be sure what kind of
information you need or even how much. Given the purpose and read-
ers established for the report on facility locations, the scope would in-
clude such information as land and building costs, available labor force,
cultural issues, transportation options, and proximity to suppliers.
However, it probably would not include the early history of the cities
being considered or their climate and geological features, unless those
aspects were directly related to your particular business.

Selecting the Medium. Finally, you need to determine the most
appropriate medium for communicating your message. Professionals
on the job face a wide ‘array of options—from e-mail, fax, voice mail,
videoconferencing, and Web sites to more traditional means like letters,
memos, reports, telephone calls, and face-to-face meetings. See also
correspondence.

The most important considerations in selecting the appropriate
medium are the audience and the purpose of the communication. For
example, if you need to collaborate with someone to solve a problem or
if you need to establish rapport with someone, written exchanges, even
by e-mail, could be far less efficient than a phone call or a face-to-face
meeting. However, if you need precise wording or you need to provide
a record of a complex message, communicate in writing. If you need to
make information that is frequently revised accessible to employees at a
large company, the best choice might be to place the information on
the company’s Web site. (See Web design.) If reviewers need to make
handwritten comments on a proposal, you may need to provide paper
copies that can be faxed. The comparative advantages and primary
characteristics of the most typical means of communication are dis-

cussed in selecting the medium.

Research

The only way to be sure that you can write about a complex subject is
to thoroughly understand it. To do that, ydu must conduct adequate re-
search, whether that means conducting an extensive investigation for a
major proposal—through interviewing, library and Internet research,
and careful note-taking—or simply checking a company Web site and
jotting down points before you send an e-mail to a colleague.

Methods of Research. Researchers frequently distinguish between
primary and secondary research, depending on the types of sources
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consulted and the method of gathering information. Primary research
refers to the gathering of raw data compiled from interviews, direct
observation, surveys, experiments, questionnaires, and audio and video
recordings, for example. In fact, direct observation and hands-on experi-
ence are the only ways to obtain certain kinds of information, such as the
behavior of people and animals, certain natural phenomena, mechanical
processes, and the operation of systems and equipment. Secondary re-
search refers to gathering information that has been analyzed, assessed,
evaluated, compiled, or otherwise organized into accessible form. Such
forms or sources include books, articles, reports, Web documents, e-mail
discussions, business letters, minutes of meetings, operating manuals,
and brochures. Use the methods most appropriate to your needs, recog-
nizing that some projects will require several types of research.

Sources of Information. As you conduct research, numerous
sources of information are available to you.

* Your own knowledge and that of your colleagues
* The knowledge of people outside of your workplace, gathered
through interviewing for information

» Internet sources, as discussed in Internet research

+ Library resources, including databases, as described in library
research

* Printed and electronic sources in the workplace, such as bro-
chures, memos and e-mail, and Web documents

Consider all sources of information when you begin your research and
use those that are appropriate and useful. The amount of research you
will need to do depends on the scope of your project.

NN

Organization

Without organization, the material gathered during your research will
be incoherent to your readers. To organize information effectively, you
need to determine the best way to structure your ideas; that is, you

must choose a primary method of development.

Methods of Development. An appropriate method of develop-
ment is the writer’s tool for keeping information under control and the
readers’ means of following the writer’s presentation. As you analyze
the information you have gathered, choose the method that best suits
your subject, your readers’ needs, and your purpose. For example, if
you were writing instructions for assembling office equipment, you
would naturally present the steps of the process in the order readers
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should perform them: the sequential method of development. If you

were writing about the history of an organization, your account would
most naturally go from the beginning to the present: the chronologi-
cal method of development. If your subject naturally lends itself to a
certain method of development, use it—do not attempt to impose an-
other method on it.

Sometimes you may need to use combinations of methods of de-
velopment. For example, a persuasive brochure for a charitable organi-
zation might combine a general and specific method of development
with a cause-and-effect method of development. That is, you could
begin with persuasive case histories of individual people in need and
then move to general information about the positive effects of donations
on recipients.

Outlining. Once you have chosen a method of development, you are
ready to prepare an outline. Qutlining breaks large or complex subjects
into manageable parts. It also enables you to emphasize key points by
placing them in the positions of greatest importance. Finally, by struc-
turing your thinking at an early stage, a well-developed outline ensures
that your document willrbe complete and logically organized, allowing
you to focus exclusively on writing when you begin the rough draft.
Even a short letter or memo needs the logic and structure that an out-
line provides, whether the outline exists in your mind or on-screen or
on paper.

At this point, you must begin to consider layout and design ele-
ments that will be helpful to your readers and appropriate to your subject
and purpose. For example, if visuals, photographs, or tables will be use-
ful, this is a good time to think about where they may be deployed and
what kinds of visual elements will be effective, especially if they need to
be prepared by someone else while you are writing and revising the draft.
The outline can also suggest where headings, lists, and other special de-
sign features may be useful.

Writing

When you have established your purpose, your readers’ needs, and your
scope and have completed your research and your outline, you will be
well prepared to write a first draft. Expand your outline into para-
graphs, without worrying about grammar, refinements of language
usage, or punctuation. Writing and revising are different activities; re-
finements come with revision.

Write the rough draft, concentrating entirely on converting your
outline into sentences and paragraphs. You might try writing as though
you were explaining your subject to a reader sitting across from you.
Do not worry about a good opening. Just start. There is no need in the



Five Steps to Successful Writing  xxi

rough draft to be concerned about exact word choice unless it comes
quickly and easily— concentrate instead on ideas.

Even with good preparation, writing the draft remains a chore for
many writers. The most effective way to get started and keep going is to
use your outline as a map for your first draft. Do not wait for inspira-
tion—you need to treat writing a draft as you would any on-the-job
task. The entry writing a draft describes tactics used by experienced
writers—discover which ones are best suited to you and your task.

Consider writing an introduction last because then you will know
more precisely what is in the body of the draft. Your opening should an-
nounce the subject and give readers essential background information,
such as the document’s primary purpose. For longer documents, an in-
troduction should serve as a frame into which readers can fit the de-
tailed information that follows.

Finally, you will need to write a conclusion that ties the main ideas
together and emphatically makes a final significant point. The final
point may be to recommend a course of action, make a prediction or a
judgment, or merely summarize your main points—the way you con-
clude depends on the purpose of your writing and your readers’ needs.

Revision

The clearer a finished piece of writing seems to the reader, the more ef- .
fort the writer has likely put into its revision. If you have followed the
steps of the writing process to this point, you will have a rough draft
that needs to be revised. Revising, however, requires a different frame
of mind than does writing the draft. During revision, be eager to find
and correct faults and be honest. Be hard on yourself for the benefit of
your readers. Read and evaluate the draft as if you were a reader seeing
it for the first time. %

Check your draft for accuracy, completeness, and effectiveness in
achieving your purpose and meeting your readers’ needs and expecta-
tions. Trim extraneous information: Your writing should give readers
exactly what they need, but it should not burden them with unneces-
sary information or sidetrack them into loosely related subjects.

Do not try to revise for everything at once. Read your rough draft
several times, each time looking for and correcting a different set of
problems or errors. Concentrate first on larger issues, such as unity and
coherence; save mechanical corrections, like spelling and punctuation,
for later reviews. See also ethics in writing.

Finally, for important documents, consider having others review
your writing and make suggestions for improvement. Use the Checklist
of the Writing Process on page xxiii to guide you not only as you revise
but also throughout the writing process. The checklist refers you to spe-
cific entries grouped according to the Five Steps to Successful Writing
and can help you diagnose and solve writing problems.



Checklist of the Writing Process

This checklist arranges key entries of the The Business Writer’s Handbook
according to the sequence presented in “Five Steps to Successful Writ-
ing,” which begins on page xv. This checklist is useful both for follow-
ing the steps and for diagnosing writing problems. The exact titles of
the entries are shown as links for quick reference, followed by the page
numbers. When you turn to the entries themselves, you will find links
to other entries that may be helpful.

You may also wish to refer to the Topical Key to the Alphabetical
Entries on the inside back cover as well as to the Index, which begins
on page 597.

> ) 5y
(PREPARATION 418] Avoid plagiarism 410
Document sources 156
Establish your
urpose 465
. [ORGANIZATTON 388]
Identify your
audience 54 Choose the best
Determine your scope method of
of coverage 515 development 351
Selecting the medium 516 Outline your ideas 389
Create and integrate
isual 573
( RESEARCH 487 J visua's
Consider layout
Brainstorm to and design 320
determine what
you already know 61 j
KWR]TING A DRAFT 590
Conduct Internet
research and library Select an appropriate
research 293,326 point of view 410
Take notes Adopt an appropriate
(note-taking) 371 style and tone 534, 550
Interview for Use effective sentence
information 299 construction 519
Create and use Construct effective
questionnaires 469 paragraphs 393

xxiii



xxiv  Checklist of the Writing Process

Use quotations and

paraphrasing 476, 398
Write an

introduction 305
Write a conclusion 115
Choose a title 549

507j

( REVISION

Check for completeness
(revision) and

accuracy 507
Check for unity and
coherence 563,90
conciseness 113
ace . 393
transition 556
Check for sentence
variety 526
emphasis 192
parallel structure 397
subordination 537
Check for clarity 87
ambiguity 37
awkwardness 95
logic errors 336
positive writing 414
voice 575
Check for ethics in
writing 201

biased language 58

copyright
plagiarism

Check for appropriate
word choice

abstract/concrete words
affectation and

jargon
clichés and trite
language

connotation/denotation |

defining terms
Eliminate problems

with grammar

agregment

case

modifiers

pronoun referenge

sentence faults

Review mechanics and
punctuation
abbreviations
capitalization
contractions

dates

indentation
italics

. numbers

proofreading
spelling
symbols

119
410

587

26,313

89, 560
118
141

260
29

74
358
433
524

465

76
119
139
275
311
377
443
534
539



