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Part 1 Business Letters
xiF BH B

Chapter 1 The Introduction of Business Letters
B B I A

[ ER]

1. ¥BREHNEEREN,

2. FEREWEERBRARERNEHREM,
3. ¥BEE . AT HEHE S,

1.1 Introduction
Ir 48

In modern society, it is an essential ability for a person to write effectively. Busi-
ness writing is widely used in business activities, such as establishing business relation-
ship, enquiring and offering, ordering business contracts, complaining and claiming,
etc. Every business message is designed to achieve a specific business objective. Its
success depends on what it says and to what extent it induces a favorable response from
the reader. Thus, business writing has three functions: to inform, to persuade and to
entertain. The effective business writing can help companies increase their sales and
profits by promoting good relations with business partners, customers and general pub-

lic. How can a successful message be written? This is the purpose of this textbook.

1.2 The Principles of Business Writing
RS ERN

Generally speaking, business writing requires the same skills as any other kind of
practical writing. Besides the good command of English and no definite grammatical

mistakes, special attention should be devoted to the following 6Cs principles: Courtesy



(%L#1) ,. Correctness ( IEH ), Conciseness ( f8j %), Clarity ( 75 #7), Concreteness
(EAK) and Completeness ( 5E%).
1.2.1 Courtesy

Courtesy means treating people with respect and friendly human concern. Effective
writers imagine the reader before starting to write, using you-attitude and focusing on
the positive approach. They consider the reader’ s desires, problems, circumstances,
emotions and probable reactions to their request.
1.2.2 Correctness

Correct grammar, punctuation and spelling are basic requirements for business
writing. In addition, correctness means choosing the correct level of language and using
accurate information and data.
1.2.3 Conciseness

Conciseness means writing with the fewest possible words without giving up com-
pleteness and courtesy. Because a wordy message requires more time to write and read,
business people pay more attention to conciseness in business message. It will give em-
phasis to the message.
1.2.4 Clarity

Clarity tells the reader exactly what he/she wants and needs to know. Using words
and format correctly makes your writing totally understood with just one reading. To re-
alize this purpose, familiar words, simple and short sentences are better than difficult
words and complex long sentences.
1.2.5 Concreteness

Business writing should be vivid, special and definite rather than unclear, general
and abstract, especially when the writer is requiring a response, solving problems,
making an offer or acceptance, etc.
1.2.6 Completeness

Try to include all the necessary information and data in the message because they
can help writers get readers’ responses and achieve desired replies. An incomplete
message may result in increased communication costs, loss of goodwill, sales, and val-

ued customers.

1.3 The Structure of Business Writing
HEBEEEEWN

Theé first impression that a business letter leaves on its reader often determines

whether the letter will actually be read, and it also determines the reader’ s reaction to
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the contents of the letter. Therefore, the writers of business letters must be able to com-

municate their thoughts in efficient, appropriate letter form as well as composing well-

written sentences and paragraphs.

Broadly speaking, business letters usually consist of the following seven standard

parts:

1.3.

(1) Letterhead or Heading ({Z3k)

(2) Date (H#H)

(3) Inside Address (3P HHl)

(4) Salutation (FRIE)

(5) Body of the Letter / The Message ( IF.3C)
(6) Complimentary Close (45ERHIE)

(7) Signature (& 42)

If necessary, the following six parts can be optional ;
(1) Reference Number (Z#4%H S )

(2) Attention Line (FEFHM)

(3) Subject Line ( H i/ EHFT)

(4) Enclosure (fft44)

(5) Reference Notation (£ 7p AfL5)

(6) Postscript ({5 )

1 The Seven Standard Parts

1. Letterhead or Heading

Now almost every business letter is typed on printed letterhead paper. Letterhead is

the essential element of a business letter. It lies on the top of the paper and indicates

where the letter comes from. The first impression is given by the letierhead.

A letterhead generally contains the following information ;
(1) The name of the firm;

(2) Its address and postal codes;

(3) Telephone number;

(4) Fax number;

(5) Internet address;

(6) E-mail address;

(7) Telegraphic and telex address;

(8) A trademark or a brief slogan, etc.

For example ;



CHINA NATIONAL LIGHT INDUSTRIAL

PRODUCTS IMP. & EXP. CO., LTD.
No. 912 Section Jinsong, Chaoyang District,
Beijing, 100021 China
Tel:0086-10-6774774 Fax: 0086-10-6772315
http:// www. chinalight. com. ¢n

E-mail: info@ chinalig. com. cn

2. Date

The date should be typed two lines below the last line of the letterhead. The com-
mon formats are typical American one ( Month/Day/Year) and British one ( Day/
Month/Year). As the date is a vital part of a business letter, do not give the date in
figures for they may cause confusion.

3. Inside Address

The inside address of the letter is typed directly below the date line at the left hand
margin. The number of lines left blank between the date line and the address depends
on the size of the body of the letter. The address to an individual consists of the
people’ s courtesy title, name, business or executive title and address. When the letter
is to a group, the inside address should include the full group name and the address.

4. Salutation

Salutation is the greeting to the recipient appearing two lines below the last line of
the inside address. Be sure that it agrees with the recipient in the inside name and ad-
dress or in the attention line. The one customarily used in a business letter now is Dear
Sirs followed by a comma, while the Americans use Gentlemen with a colon after it. Do
not use Sirs alone; Gentlemen cannot be used in singular. If the firm or the company is
owned or managed by a woman, we often greet the recipient as Dear Madam. The fol-

lowing table shows some common salutations.

Examples of Salutation Person to Address
Dear Sir Without specific reference, formal
Dear Sirs Without specific reference, formal
Gentlemen Without specific reference, formal
Ladies and Gentlemen Without specific reference, formal
Dear Mr. Smith ) Male, never use Mister instead of Mr.
Dear Mrs. Smith Married woman




( Continued)

Examples of Salutation Person to Address
Dear Miss Smith Unmarried woman, girl
Dear Ms. Smith Female, marital status unknown

. When the individual’ s name is unknown, use the person’ s
Dear Sales Agent

professional title

5. Body of the Letter/The Message

This is the actual message of a letter. As the main purpose of a business letter is to
transmit information, besides the contents which are of great importance to the whole
letter, the writer should pay more attention to consideration how to make his or her ideas
understood and accepted in the most proper way by the recipient. The 6Cs principles
should be attached importance to. Try best to write the letter completely, correctly,
concisely, clearly, courteously, grammatically and to the point.

6. Complimentary Close

The complimentary close is a polite way of bringing a letter to a close. Typed two
lines below the last line of the letter, the complimentary close may be formal or infor-

mal. The following table shows some examples.

Formal Less Formal
Yours faithfully, Yours sincerely,
Truly yours, Yours cordially,

7. Signature

Organization Name: If an organization name is used after the complimentary close,
the name should be typed entirely in capital two lines below the complimentary close.

Author, Title, and Department: The author of the letter needs space to sign his/
her name. Therefore, three blank lines should be left above the typed name of the au-
thor. If short, the author’s title or department may appear on the same line as the au-
thor’ s name. If long, it should be typed immediately below the author’s name.

For example:

THE NATIONAL TRANSPORT CO. ,
T. M. White

Manager

1.3.2 The Six Optional Parts

1. Reference Number



If needed, the reference number can be indicated near the date or above the inside
address so as to facilitate the recipient’ s numbering and filing the letters he/she re-

ceives and enable the writer and the recipient to link the reply with the previous corre-

spondences.

2. Attention Line

If you send your message officially to an organization, an attention line allows you
to send it directly to a specific individual, officer, or department. However, if you
know an individual’ s complete name, it is always better to use it as the first line of the
inside address without the attention line.

3. Subject Line

The subject line helps identify the subject of the letter. It is often placed one line
below the salutation. Using a subject line will remind your reader of the content of your
message and enable him/her to decide whether the letter requires immediate attention.
So it is a good idea to underline it or make it in boldface letters.

4. Enclosure

If something is enclosed with the letter, type the word “Enclosure™ or the abbrevi-
ation of “Enc” at the left bottom with a figure indicating the number of enclosures, if
there is more than one.

Examples:

Enc. Price list

Enclosures; 4

5. Reference Notation

The reference notation consists of the initials of the person who dictates the letter
and of the secretary or typist. The initials are usually typed two line-spacing below the
signature against the left-hand margin.

6. Postscript

Postscript is mostly shortened to “P. S. » Tt is an afterthought which we should try
to avoid using, as in formal letters, this is usually a sign of poor planning. Do not use
postscript unless you want to add a personal touch to ybur letter. It is placed one line
below the enclosure.
1.3.3 The Formats of a Business Letter

There are three formats of a business letter in current use: the indented style, the
blocked style and the modified blocked style.

1. The Indented Style

The indented style is a traditional British practice with the heading usually in the
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middle and the date line on the right-hand side. In the body of the letter, each para-
graph starts four or five spaces from the left-hand margin, while the complimentary close
and the signature are centered or on the right-hand side of the sheet. It looks attractive
and makes for easy reading, but it is not convenient to type.

Sample .

Zong Shen Group
Chongging, China

May 27,2009

Information Service Department
Bank of China
Chongqing, China

Dear Sirs,

Re: * sk sk %k sk K

We have received an order from Peter James International Trade Co., Ltd.,
U.S. A. for US $ 100,000 worth of goods. They have given us Bank of America as

a credit reference.

We would be obliged if you could approach the said bank and provide us with
relevant information about the financial standing and modes of business. We will

keep any information you send us confidential.
We enclose a stamped and addressed envelope for your convenience.

Yours faithfully,
Liu Mei

2. The Blocked Style

The blocked style is an American style, which is now much more widely used than
before. Its feature is that all typing lines begin at the left-hand margin.

Sample ;



Zong Shen Group
Chongqging, China

May 27,2009

Information Service Department
Bank of China

Chongging, China

Dear Sirs,

Re: %k ¥k kK

We have received an order from Peter James International Trade Co. , Ltd. , U.S.
A. for US $ 100,000 worth of goods. They have given us Bank of America as a

credit reference.

We would be obliged if you could approach the said bank and provide us with rele-
vant information about the financial standing and modes of business. We will keep

any information you send us confidential.

We enclose a stamped and addressed envelope for your convenience.

Yours faithfully,
Liu Mei

|

3. The Modified Blocked Style

The modified blocked style is also called the semi-block style or the mixed-block
style, including the date line, reference line (if used), complimentary close, organiza-
tion name (if used, the author’s name and title begin at the center of the page). The
first line of each paragraph may begin at the left margin or may be indented four or five
spaces. All the other lines begin at the left margin.

Sample



Zong Shen Group
Chongging, China

May 27, 2009
Information Service Department

Bank of China
Chongqging, China

Dear Sirs,

Re: ok %k k%

We have received an order from Peter James International Trade Co. , Lid.
U.S. A. for US $ 100,000 worth of goods. They have given us Bank of America as

a credit reference.

We would be obliged if you could approach the said bank and provide us with
relevant information about the financial standing and modes of business. We will

keep any information you send us confidential.

We enclose a stamped and addressed envelope for your convenience.

Yours faithfully,
Liu Mei

1.4 Fax and E-mail
f& K F0 B F BB 44

Languages are products of the times and always bear the marks of a particular
time. The rapid development of technology has brought changes to business writing. Fax
and e-mail send messages so quickly and conveniently that they are widely used now.
1.4.1 Fax

Facsimile machine is connected with telephone wires, so documents can be sent
easily and quickly. Not only writing but also graphics, designs and pictures can be

transmitted and the expense is cheaper than telegraph and tele-printing.



