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Preface

Business Writing and Communication: Strategies and Applicationsis designed tomeet
the needs of the basic business communication course. The book is equally suitable for
employee development programs in industry or as a reference for anyone interested in
communicating more effectively in business. Good business writing means shaping a
message that evokes the desired response from the reader. What is it that makes a letter
or memo most effective in eliciting this response? What strategies, style, and characte-
ristics will best influence the reader? Business Writing and Communication answers these
questions and stresses the development of a close relationship between the writer and
reader.

The three most important qualities of business correspondence are clarity, appeal, and
conciseness. The plan of thisbook isbased on the development of these qualities, covering
individual topics such as precision of information; forcefulness in writing; writing
strategies; reader’s interest and point of view; effective tone, tact, and wording; and
proper attitude and psychological framework.

Specialized types of communication drawn from actual business situations are illus-
trated and analyzed. Included are guidelines, techniques, and models for adjustment
claims, inquiries, credit checks, recommendations, collections, orders, confirmations,
refusals, goodwill messages, announcements, congratulations, requests, replies, con-
ciliations, and job applications. Problems and exercises in each unit require the student
to write “on-the-job” letters. Strategies for oral communication are also provided. The
Appendix is replete with checklists and glossaries of helpful information such as spacing,
word division, spelling, punctuation, usage, abbreviation, forms of address, business
terms, and model letters.

The structure of the book is flexible; the sections are complete in themselves and are
not interdependent.

An Instructor’s Manual is available which contains lecture suggestions and answers to
questions in Part I

We would like to extend our thanks to Stephanie Yaworski, Bowling Green State
University; Kenneth Manko, DeKalb Community College; John Penrose, the University
of Texas at Austin; and Elsie McClelland, the University of Indiana of Pennsylvania, for
their valuable criticism in the preparation of the manuscript.
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The Double Message:
The Total Message

The Effective Business Letter
Planning the Letter

THE EFFECTIVE BUSINESS LETTER

The business letter may be defined as a written message
that tries to influence its reader to take some action or adopt some attitude desired by the
writer, That is, the writer tries to get his or her reader to agree with the message of the
letter. This attempt at agreement should always be part of the letter, whether the goal is
immediate and tangible, such as the collecting of a bill, or whether it is an intangible
attitude like goodwill. Any letter is judged by how successfully it gains agreement from
the reader. The successful sales message gets its reader to agree that a product or service
is worth buying. The effective collection letter convinces the debtor that payment of the
bill is the wisest policy. The convincing application letter makes the prospective
employer agree that the applicant is highly desirable for the job.

But what makes a business communication effective? How do you get the reader to
agree with your message? The first thing you must remember is that a written business
communication has a double message. Its reader gets meaning from what is said and from
how itissaid. The primary message is the information, the factual material presented. The
secondary message is the manner in which the letter delivers the message.

The combination of the two messages is the total message, which is like a face-to-face
conversation. A person’s tone of voice, way of speaking, the urgency or calmness of his
voice, the frown or smile on his face, the glint in his eye, all tell something beyond what
words say. Sometimes the secondary message reinforces the words; sometimes it con-
tradicts. A severe contradiction can cancel the verbal message, and the manner becomes
the primary message. “I hear what you are (or mean), not what you say.”
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These two messages are called the informative message and the character message.
Why is it important to keep these two messages in mind? Because with the business letter
we are trying to evoke a certain response from the reader. We must make sure that both
the clarity of the letter (what the letter says) and the character (how the letter says it) help
to bring about that response. Since a business letter is written for a specific purpose, its
message cannot be neutral. It will work either for you or against you. Give attention to
clarity and character, and you can make them work for you.

Let’s see how clarity and character work, or fail to work, in a letter.

Clarity

Assume that you are a customer service correspondent in the home office of Auto General,
Inc. Recently you have had several complaints from customers (managers of retail auto
parts stores) that checks due them for exchange parts (brake shoes and generators, for
example) and returned merchandise are slow in reaching them. They say your
competitors are much faster. You alert your supervisor, and he decides that each district
office of Auto General should prepare its own refund checks so that customers will get
them sooner. He writes the following memo to the district managers telling them about
the new procedures.

To: All District Managers Date: April 17, 1978
From: B. D. Collins

Subject: Refunds

Effective May 1 and thereafter issue all checks for any
amount written out to customers for exchange parts and
for returned merchandise from your office directly to the
customer without having to go through the home office.

We feel that this plan and procedure will not only help to
improve customer relations substantially but will also
close the gap on one of the important areas where our
company compares unfavorably with other companies in its
contacts with customers.

However, you may or may not find in your previous or
committed routine that this is feasible. This new
practice may be too time-consuming. Comment on same at
the bottom of this memo and return it to me. Please do
this by return mail, as we hope to effectuate this new
procedure immediately. Thank you for your cooperation.
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You can easily see that the message is garbled. It is clumsy, wordy, and bard to read.
The managers will finally be able to figure it out, after “crawling” through “underbrush”
and “deadwood.”

See how you like a revised version—direct, brief, essential, and cordial.

To: All District Managers Date: April 17, 1978
From: B. D. Collins

Subject: Refunds

Beginning May 1, please send all checks for
exchange parts and returned merchandise to customers
directly from your office. This procedure should
speed up the process and get rid of the complaints
we've had from some of our customers.

The idea should work; let's give it a try.
Let me know if you run into any problems.

Inanother message clarity fails, and the recipient can do nothing. The writer neglected
to give the address of the new warehouse. More communication is necessary.
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SPRING APPLIANCE CO.

Colorado Springs, Colorado 80901

March 20, 1978

The Yale Manufacturing Co.
3120 Railway Street
New Haven, Connecticut 06510

Gentlemen:

This is to confirm the telephone order | placed this
afterncon for the following:

3 Alaskan King refrigerators, model 250K
These refrigerators are to be delivered in three weeks.
But please deliver them not to our main store as usual,
but to the new warehouse.
Sincerely,
/Eal‘ok 7@-%

Ralph Keating

Character

Information can be complete and clear in a business letter, and the message will still fail
because it lacks character. The following letter is clear enough: the company is sending
the latest catalog. But how dull! The recipient is likely to lay the catalog aside without
making a purchase.
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Dear Mr. Taylor:

With reference to yours of recent date would
state that we are enclosing herewith our latest
sales prospectus. Should the need arise for any
of our parts, we will be very glad to fill your
order for same.

Very truly yours,

With a little thought and concern for the reader, the writer could have added positive
character to the informative message.

Dear Mr. Taylor:

Here is the latest catalogue of United parts
and equipment, as you requested. Please note that
you, as a new customer, will receive a 10% discount
on your first order. Whenever you do wish to place
an order, you can count on our usual promptness at
filling it.

Sincerely,

Itis reader directed. Besides using the other-directed pronouns “you” and “your” five
times (against only one use of the self-centered pronouns “I” and “we”), the letter points
out two direct benefits to the reader—discount and prompt delivery. The reader is likely
to feel warm toward the company and its products.

Again, in the following letter the informative message is clear enough, but the tone is
insulting. There probably will be no more business from that customer.
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Dear Mrs. Walters:

Because you delayed so long in your response,
Model GSF is out of stock. {f you are interested,
we have some similar models on hand.

Yours truly,

The accusation “you delayed” and the discourteous indifference of the last sentence
will likely cause Mrs. Walters to crumple the letter and throw it into the wastebasket.
Some reader interest and a positive alternative could add the tone that might produce a
sale and a satisfied customer.

Dear Mrs. Walters:

If | had known your needs before May 20, I
could have shipped Model GSF immediately. However,
the spring sale drained our stock.

The Model GSK, a similar instrument, is in stock,
and you could have it at the same price as the GSF.
It normally sells for $10.00 more. We will ship it
as soon as you give us the word.

Sincerely,

This letter is successful. It works for the company because its total message is positive.



