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Unit 1

Business Letter Writing

BB EBEEE

General Introduction

The intercourse of business letter is an important component of com-

mercial activities, and it is “holding a commercial conversation through

words by post or other communication ways”. The business letter is the out-

come of careful consideration. It can reduce considerably the negligence or

misunderstanding which appears while phoning or talking face to face.

Hence, it is necessary for the students whose major is business English to

study and master the basic knowledge of business letters and possess the

basic capability of reading and writing the business letters.

1.1 Essential Qualities of Business Letters (ﬁ%ﬁ%ﬁ HL 19
FEAER)

1. Clarity it

Above all, the business letter must be clear and easily understood, If
your letter is ambiguous, it might bring trouble to yourself as well as to your
reader. While presenting an idea, you need to follow a clear logic. To avoid
ambiguity and confusion, the writer should use simple and accurate words,
and short and simple sentences where appropriate,

2. Conciseness Taji& )

To be concise is to express a message completely in as few words as pos-
sible. In business correspondence, this means increased effectiveness and de-
creased costs, Wordy expression and redundancies are the major blunders to
overcome to communicate concisely.

3. Courtesy FL5i

The principle of courtesy requires one to be thoughtful and polite in writ-
ing a business letter. If \you put yourself in the reader’s shoes, considéring his
or her needs, problems and emotions, your letter will most probably be ap-

preciated. Normally, punctuality is stressed as an important aspect of courte-



sy in business correspondence. A prompt letter is always more valued than a
delayed one,
4. Completeness 5¢#% .

Like any other letter, a good business letter should be complete, provi-
ding all the information and data necessary for = specific issue, If any necessa-
ry piece of information is lacking, the reader will have to ask you for clarifica-
tion, which means that you will have to write another letter. It will not only
waste time, energy and money, but also damage the image of your company.

5. Correctness IE5j

Tt goes without saying that the business letter should be linguistically cor--
rect. Incorrect grammar, improper punctuation, and wrong spelling are not
allowed. Besides, the letter should be written in an appropriate style and for-
mat,

Evidently, a company will leave a very favorable impression on its cus-
tomers and work with high efficiency if all its business letters are clear, con-

cise, courteous, complete and correct,

1.2 Layout of Business Letter (ﬁ%ﬁ%@%m vit4)

1. Letter Head {53k :
Letter head should appear at the head of the first page of each business
letter. It 1nc]udelzs the essential particulars about the writer — the name of his
company, the full address of the company, postcode, telephone number, fax

number and e-mail address.

Sample

ML Silk Corporation

Gong Nong Road, Nanyang, Henan Prov. 473000, China
Tel:0377-6798566 Fax: 0377-6798566 FE-mail:sale@163. com

MINNESOTA MED-EQUIP Subsidiary of Minnesota Wire & Cable Co.
1835 Energy Park Drive Telephone: (612)644-1880
St. Paul, MN 55108 Fax; (612)644-1890

USA Internet; mme(@mwccmme, com




2. The Date HHH

Date line is a vital part in business letters. Often, in business transac-
tions at all levels, the date has special relevance: it might be a deciding factor
as to whether an order is filled, a bill is paid, or a guarantee claim is met.
Therefore, never omit the date line in business letters. There is no fast rule
for the placement of the date. The date should always be written in a standard
form. All number form (for example ;: 8/5/2004) should not be used. It can
be aligned with the left or right margin below the letterhead. This is often de-
cided by the style of the letter or the habit of the company. There are two
styles in which letters are dated.
(1) The American style is;

a. month, spelled out in full;

b. day of the month, in digit, without th, nd, etc. , followed by a comma;

c. year in digit.
For example: April 20, 2004 May 26, 2004
(2) The British style is:

a. day of the month, in digit;

b. month, spelled out in full;

c. year, in digit. There is no comma between the name of the month and

the year.

For example: 18 March 2004 6 July 2004

Sample

Rabo Robeco Bank ( Switzerland ) Ltd.

16 chemin des Coquelicots, Case Postal, CH-1212
Geneva 15, Switzerland Fax. ( 41 ) 22-342-1392

4 May 2004

3 Nan Yang Road, Jinshui district
Zhenézhou, Henan 450000

January 5, 2004
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3. Inside Address #f P #ihE

The inside address is a complete designation of the letter’s destination.
We include the address in the letter although it already appears on the enve-
lope, because the envelope is usually thrown away. The letter itself, which is
kept on file, must indicate for whom the message was intended. Generally,
the inside address should include any or all of the following: the person’s
name and title, company name, street address, city, state/province, postcode
and the country. It is usually put two lines under the date line, aligned with
the left margin, ‘

Personnel Department
Westminster Praductions Inc,
51 High Street

Anytown, AY 12BF

Ms. Sophida Smith
Marketing Manager
Urban Housing Authority
New York, NY 10099

4. The Attention Line 3 =T
The phrase “For the attention. .. ”or simple “Attention” is used where
the writer of a letter addressed to an organization wishes to direct it to a parti-
cular official, It is usually put between the inside address and the salutation or
within the inside address, underlined and, except with the fully-blocked letter
style, centered over the body of the letter.
Here are some examples for the typing style of an attention line:
» Attention of Marketing Manager
o For the attention of Mr. Smith
» Attention: Mr. Smith

o Attention Sales Manager
« ATTENTION PERSONNEL MANAGER



Lohnson Electric Company
8000 Lincoln Drive -
New York, NY 12345

Attention: Mr. Paul Myers

Gentalmen,

5.

The Salutation FRIE

The salutation is the complimentary greeting with which the writer open
his letter. It is typed flush with the left margin below the inside address. In a
very formal letter, you always need to address the reader with his/her sur-
name, such as “Dear Mr. Jones”, “Dear Ms. Green”, “Dear Mrs. Davis”. If
you have a close relationship with the receiver, you can use his or her first
name such as “Dear Claire” or “Dear Bill”. Be sure to salute to the correct ad-
dressee appeared in your inside address or in the attention line. Salutations in
business letters can be followed by a comma or no punctuation at all.
The Subject Line

The subject line announces what the letter is about. It may be a word or
phrase, sometimes an item or the number of a contract and order. Usually, it
is placed one or two lines below the salutation. There are different typing
styles for this part:
Subject: Proposed delay of the delivery
Re: Proposed delay of the delivery
Proposed delay of the delivery
SUBJECT: ACCOUNT NO, 123

Dear Ms. Lim,

Subject: Our recent consignment of Mango Juice

-3

. Letter Body {§3C

This is the most important part of a letter. It contains the message you
want to pass to your reader. While writing the body of the letter, you should



follow a few basic principles:

(1) Write clearly and to the point

(2) Be sincere, polite and thoughtful

(3) Use an appropriate tone and style

(4) Write naturally and avoid jargons

(5) Make sure you make no grammatical mistakes

A typical business letter has three paragraphs in the letter body:
Opening Paragraph % —E%

The opening paragraph of a business letter is like a headline in the news-
paper. It should obtain the reader’s attention at the first sight, and help to
gain a positive response from the reader. In order to accomplish this objective,
the following points should be considered in composing a first paragraph in a
business letter. .

¢ Indicate what the letter is about FHER T E
Get to the point immediately in the first paragraph. Modern business people
pay great attention to efficiency, so do not let your reader search thebwhole
letter to find the key information,

o Refer to previous correspondence, if appropriate J5-& 36, & LRTEEE
When there has been previous communications concerning the subject, refer-
ence to them is necessary. This may help the reader to get the point prompt-

oy

o Set a positive and friendly tone B % FUAR T A ¥ HES,

The opening paragraph plays an important role in setting up a friendly tone for
the whole letter. This may, in turn, help to evoke the positive reaction the
writer desires.

e Be brief FRiE¥
As a general rule, keep the paragraph short — two or three sentences.
Middle Paragraph (s)  #7[a] ¥ Bc 3%

Middle paragraphs support the first paragraph and provide more informa-
tion. After finishing the first paragraph, ask yourself what the reader still
needs to know so that he may react as you desire. Necessary background and
supporting information should be provided in the middle paragraphs. Usually,
information concerning the following aspects should be considered:

e Who?

* Why?



How?
What?
When?
Where?
Last Paragraph &&/5—Bt
The last paragraph is as important as the opening one. It usually serves
as a summation, suggestion or further request. It should:
Conclude or restate the key points J4EBEH 1 8 A
Summarize what is included in the middle paragraphs.
Request necessary action, if appropriate JISR-&3E . X RERAT 5
Use specific closing so that the reader may take the desired reaction.
For instance: Please sign the enclosed card and put it in the mail so that you
may receive your gift, '
Further confirm a positive image #f— £ INGEFR ATEIZR
Whenever possible, last paragraph should leave the reader with a feeling of
goodwill,
. The Complimentary Close &% B&{i&
The complimentary close, like the salutation, is purely a matter of con-
vention and a polite way of ending a letter. The expression used must be ap-
propriate to the occasion and be in keeping with the salutation.

The following are the usual matches used in modern business letters:

Salutation Complimentary Closing

Very truly yours,
. Your ry truly,
Formal Dear Sir/Madam, urs very Ly
Very sincerely yours,

Very cordially yours,

Sincerely yours,
Semi-formal Dear Mr. /Mrs, /Miss. Cordially yours,
Yours sincerely,

Sincerely,
Cordially,
Yours truly,
Yours,

Informal Dear Linda,

9. The Signature %44

The signature is the signed name or mark of the person writing the letter
or that of the firm he or she represents. In both cases, there should be a typed
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version of the name underneath the signature.
The signature is put at the margin, leaving three line spaces for the signa-
ture before typing the writer’s name, title and department.

Never sign your letter with a rubber stamp,

Yours sincerely,
Al fred Zeng (signature)
Alfred Zeng

Purchase Division

10. The Reference Notation &Jp A5
This Notation is typed at the left margin, leaving one line space below
the writer’ s signature, and shows only the initials of both the dictator and
the typist. For example, if the letter is dictated by David Green and typed by
Betty Meihtable, the reference notation should be DG/BM. If the letter is
typed by the writer himself, it is not necessary to have the reference nota-
tion,
11. The Enclosure [fff4
If a letter is accompanied by any other enclosure, two line-spacing below
the reference notation, the writer may indicate one or more enclosures, usu-

ally abbreviated.

Enc. Price List

Enels, 1, The Result of the Questionnaire Study
2. The Price List of 2003

Enclosure, Check No. 346
Order No. 135

12. The Carbon Copy Notation #}i%
If the copy of the letter is sent to a third company, a notation of carbon copies
(cc/CC) will be used below the enclosure. Nowadays, many offices are using PC
(for photo copy) instead. Any of the following styles may be used.



CC: ABC Company cc; ABC Company

PC: Mr. Smith . pc: Mr. Smith

13. The Postscript {5
In a business letter, a postscript is usually used not in its original func-
tion (to add something he forgot to mention), but rather as a device to em-
phasize something. It appears below the carbon copy notation and always in
the form of “P. S”, sometimes “P. S. ” can not be used. The adding of a “P.
S. ” should, however, be avoided as far as possible, since it is usually a sign

of poor planning,

P.S. Wish to see you at the Trade Fair on October 15.

Wish to see you at the Trade Fair on October 15,

Fi55 R AT B HFAE

Electric Co. Litd.
6000 Lincoln Drive
New York, NY16543

Mr. Teo Pin

Singapore Moulds and Tools Centre Pte 1.td.

Blk 6020+ 01-02
Ang Mo Kio Industrial Park 3
Singapore 569474

Attention; Marketing Manager ‘

Dear Mr. Teo,




