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To Dad, who never quit



Preface

his is not just a book about business writing. It's a book that

shows you how to apply the principles of persuasion, salesman-
ship, and communication to your writing. It is written as a reference
book so that you can choose the sections that pertain to your writing
needs. Aimed primarily at managers and professionals in large cor-
porations and small businesses, the book shows you how to write so
that writing becomes a major tool for marketing yourself. The book
contains:

1. Strategies on how to apply communication and persuasion
principles to everyday writing problems.

2. Techniques that will help you organize your ideas quickly.
3. Ways to write two to three times faster than you now do.

4. Models of business communications: an information memo, a
sales letter, a proposal, a letter of apology, and a “tough-mes-
sage” memo.

5. Forty-two exercises that reinforce key points, with an answer
key, and a full index for reference.

By reading the book carefully, you will be able to rewrite an in-
effective memo so it becomes persuasive, interesting, and effec-
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tive. You will learn how to write with more ease, how to write
faster, and how to make your point better so that you can increase
your impact at work. You will see tangible results, because this
book gives you tangible advice!

This book is not meant as a review of the basics of writing and
English. It assumes that you know the basics, that you simply
need to review and practice the principles of communications and
persuasion.

A few notes on how the book was written:

First, all of the examples are taken from the writing samples of
the participants in my communication workshops. The names,
dates, and company names have been changed to protect the in-
nocent, the hard working, . . . and the struggling.

Second, I use the word “memo” throughout the book to refer to
business letters, memos, reports, proposals, and sales letters. I do
this for efficiency and because the principles covered in the book
apply to all areas of written business communication.

Third, I make generalizations about writing which, given some
situations, may not necessarily work. You must adapt these gen-
eralizations to your particular written communication. Without
these generalizations the world of writing would seem like an
unmanageable subject. Let them be a starting place.

Last, I wrote this book with a word processor. I highly recom-
mend using one if you are serious about developing your writing
potential. A word processor helps you write faster and with more
confidence. Your writing production will increase enormously.
How? The system helps you get over writer’s block by letting you
sketch out a rough draft and then eliminate what you don’t like in
one key stroke. Your writing no longer seems so permanent. Sur-
prisingly, too, your fingers can word-process much faster than
they can type. And editing is much quicker because of the sys-
tem’s ability to “cut and paste” your ideas. The only drawback is
that it takes time to learn how to use a word-processing program.
But once you’'ve mastered the technology, you'll wonder how
you ever lived without it! Anyone who writes heavily in business
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should consider acquiring a word processor—it is an essential
tool for communicating efficiently and productively.

SHERRY SWEETNAM

New York, New York
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An Overview of Writing

his chapter looks at how our past experiences with writing

influence our present attitudes toward writing. It presents a diag-
nostic checklist to help you identify exactly what your writing needs
are and it indicates where in the book to find answers to your ques-
tions. The chapter then looks at the differences between effective
and ineffective writing, as illustrated in two versions of the same
memo—one effective, the other ineffective. Last, it examines the
advantages and disadvantages of writing and speaking, to help you
make decisions about when to speak and when to write.

[JOUR ATTITUDES TOWARD WRITING

Many of us in business today write with the same attitudes we held
about writing when we were in school. We simply substitute our
managers and offices for our teachers and schoolroom. When we
confront a blank page, we panic and begin worrying about making
our writing perfect. Instead of trusting ourselves and viewing writ-
ing as a management or communication tool, we think of our writ-
ing as a series of minitests on spelling, punctuation, grammar, and
vocabulary. This cartoon illustrates the point:
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Writing is learned, it is not a natural ability. Speaking is. We all
arrived in this world with the ability to speak. We babbled our way
through the first year or two of our lives, inventing our own per-
sonal language. By the time we were 2 or 3 years old and had
learned the basic grammatical structures and vocabulary of English,
speaking had become like breathing to us. We saw no distinction be-
tween who we were and what we said. Speaking and being were
one and the same.

By the time we reached the age of 4 or 5, we had learned to speak
well, because we had learned speech was a powerful tool that gave
us control over our lives. Speaking got us what we wanted. When
we entered school, however, our lives changed drastically. Teachers
gave us new rules about how to behave. We were told:

“Raise your hand if you have something to say.”

“Be at school by 8:15.”

“Raise your hand if you have to go to the bathroom.”
“Line up before you go out to recess.”




