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PART ONE

Business Letter Writing







SECTION 1

Layout of Business Letters

The first impression that a business letter makes depends on
its appearance. The letter should be neat, well-spaced, and easy
to read. The typing should be neat and dark. Typing mistakes
should be avoided wherever possible, but if they are made you
should not use an eraser. Remove the mistakes with correction
fluid to make your letter tidier. The letter should be written on
good paper of the right size and kind. Intimate letters can be
written on any kind of paper the writer likes. Social letters can
be written on coloured or decorated stationery, chosen according
to personal taste. Business letters should be written only on
white (or occasionally light-coloured) paper of good quality in a
standard size (usually A4). This is because business letters are
to be kept by the addressee, at least for a time, and it is inconve-
nient for an office to handle letters of many different sizes.
Lightweight airmail paper may be used, of course, but it should
be of good quality, so that it does not tear easily.

The typical business letter has three sections; Pre-message;

The message; Post-message.



Pre-message

This part of the letter takes just under a third of the page,
and comprises the writer’s address, the date, the reader’s ad-

dress, the attention line, the salutation and the subject line.

——The writer’s address

The writer’s address should appear at the head of the first
page of all business letters. Over the years it has become increas-
ingly popular for business firms to use printed headed typing pa-
per for the first sheet of their letters. The printed letterhead
shows the company’s name, address, telephone and fax number.
Clearly, it saves you the trouble of typing the address. Howev-
er, if you happen to be in on the planning of a new letterhead for
a company, remember that the address shown in the letterhead
should have the same form it would have on the outside of the
envelope. That is, extremely short forms should be avoided.
The address like “78W126 NY.” (meaning 78 West 126th
Street, New York), or “2500 Massachusetts” (meaning 2500
Massachusetts Avenue) may not be easily understood by the ad-
dressee who is unfamiliar with New York city. The word street,
avenue, boulevard, etc. should always be included in the letter-
head. In short, an effective letterhead is not merely a striking
typeface. It involves a lot of psychology. Its ultimate purpose is
to enhance the image of the company.

Sometimes you may need to write a personal business letter,



using plain white A4 typing paper. In this case you should type
your address, starting at the centre of the page, moving about 2
centimetres down from the top of the page and making it well

balanced.

Model 1

M. K. Chemical Ltd.
18 Bunker Hill Road. Shrewsbury MA 1973
Telephone; (081) 237-9988 Facsimile: (081) 237-9999

——The date

All letters should be dated. Informally, designations like
“March 23” or “Monday” can be used, but in all business letters
the full date should be given. The day of the week is not includ-
ed.

There are two styles in which letters are dated.

The American style is;

(1) month, spelled out in full;

(2) day of the month, in digits, without th, nd, etc. , fol-
lowed by a comma;

(3) year in digits.

Models: July 12, 199-; August 20, 199- .

The day of the month is read as an ordinal (fourth, twenty-
first, etc.), but the ordinal suffixes are omitted in writing.
Likewise, many Americans insert “the” in reading the dates
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(March the fourth), but this definite article is never written, ex-
cept in formal invitations where all numbers are spelled out
(June the fourth, nineteen hundred and ninety-seven).

The British style is:

(1) day of the month, in digits;

(2) month, spelled out in full;

(3) year, in digits. There is no comma between the name of
the month and the year.

Models: 16 March 199_, 1 July 199_.

The dates are read “the sixteenth of March”, “the first of
July”, but the th, nd are not written.

Whichever style you stick to, to be consistent is the point to
remember. Also, do not use abbreviated ordinal numbers such as
1st, 2nd, 3rd, etc. and do not shorten the spelling of the month
(e.g. Jan., Feb. , Mar. ,etc. ).

Some people write dates in all digits, for example, 3. 7.
199 . This is not recommended, because it is ambiguous. As
you can see in the above examples, this would signify March 7,
199 _ in American English, whereas, in British English it would
mean 3 July 199_.

If you are using printed letterhead paper, type the date at
the left margin, leaving a double line space below the letterhead
of your address.

——The reader’s address
When you type the reader’s address, be sure that you in-
clude the full name of the addressee, his job title and the full
name of his company. Double check that you have typed the
6



reader’s name as he himself writes it. There is nothing worse
than receiving a letter with your name spelled incorrectly,

Use the courtesy titles, Mr, Mrs, Miss or Ms appropriate-
ly. “Ms” is used when you do not know whether a woman reader
is married or not. Sometimes you may not be sure of the gender
of the reader. Then you just type, “Dear Sir or Madam”. An-
other important point is that all titles should be spelled out in
full. For example: President, Professor, Senator, Governor,
etc. . '

The reader’s address is put at the left margin, leaving two
line spaces below the date. If your reader’s address contains a
very long phrase, you can split the phrase appropriately so that

the address is kept as balanced as possible.

Model 2

(Writer’s address)

(The date)

Mr Harry Hill

Sales Manager

New York City Housing Authority
New York, N. Y. 10099

——The attention line
The attention line is another device that is sometimes used
allowing the letter to be opened by anyone in the company but di-
7



rects it to the attention of a certain person. It is placed at the left
margin, leaving one line space below the reader’s address, start-
ing by the word Attention. However, many people consider the
attention line is redundant these days. The name of the person to
whom you are writing appears at the top of the reader’s address,
so it is not really necessary to have a separate attention line be-

low the address as was once the case.

Model 3

(Writer’s address)
(The date)

Mr Harry Hill

Sales Manager

New York City Housing Authority
New York, N. Y. 10099

Attention Mr Harry Hill

——The salutation

In all except the most formal and stereotyped letters in Eng-
lish, it is proper to begin with the word “Dear”, followed by the
name of the person you are writing to. A typical business letter
is pleasant without being familiar. This means that a first name
is normally not used unless your relationship with the addressee
is very friendly. It is customary to begin letters with one of the
following salutations ;

Dear Mr / Mrs / Miss / Ms

If the letter is addressed to a person whose name is not




known, or to a person in his official capacity( e. g. Sales Manag-
er, Chief Accountant, etc.), you may begin with Dear Sir/
Madam if the recipient is known to be a woman.

If the letter is addressed to an organization, you may begin
with Dear Sirs.

In the above salutations, notice that there are no colons, no
dash and no commas.

The salutation line is placed at the left margin, leaving two
line spaces below the reader’s address or one line space below the
attention line.

——The subject line
The subject line allows the reader to get a quick idea of what
the letter is about. It can be written in capital or small letters.
Sometimes the word “Subject” is left out, or replaced by “Re. ”.
It is placed one line space below the salutation, starting
from the left margin.

Model 4
(Writer’s Address)
(The date)
Dear Mr Hill
Subject : Transfer of property rights




