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Part ()ne Fundamentals of

An Overview of Business Writing

| Chapter 1
TS BERIC

The ability to write effectively is a valuable business asset.
One reason is that a great deal of business is transacted in
writing. With the wide use of fax and recent development of
EDP, even more writing is involved in every part of business.
More than at-any previous time business people feel the need to
put ideas and information into written form. Another reason is
that the effective business writer can use his skill to help increase
his company’s sales and profits by promoting good relations with
customers, employees, and the general public. Still another
reason is that proficiency in writing gives the man or woman in
business a personal advantage over less capable writers and
contributes substantially to his self-confidence—a necessary

quality for business success.
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Functions of Business Writing

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: (1) to inform, (2)
to influence, and (3) to entertain.

Messages to inform are used to convey the vast amount of
information needed to complete the day-to-day operations of the
business —explain instructions to employees, announce meetings
and procedures, acknowledge orders, accept contracts for
services, etc. The major purpose of most of these messages is to
have the receiver understand a body of information and
concentrate on the logical presentation of the content.

In addition to providing information, a business message
must also influence the reader’s attitudes and actions.. These
messages might include letters promoting a product or service
and seeking support for ideas and worthy causes presented to
supervisors, stockholders, customers/clients, and others.

To secure the desired response, it is necessary to have an
adequate knowledge of the English language and an
understanding of human nature. The writer should have an
acquaintance with the particular interest and, if possible, the
emotions of the reader. It seems easy enough, for example, to
ask payment of a bill, but it is quite difficult to secure payment
without offending the reader and losing his or her future
patronage. No communication is wholly successful unless it

retains the reader’s goodwill.
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Criteria for Effective Business Writing

A business message is considered successful when (1) the
receiver interprets the méssage as the sender intended it and (2)
it achieves the sender’s purposes. In order to meet these
objectives, American experts in business communication
developed six C’s principles; Courtesy, Correctness,
Conciseness, Clarity, Concreteness and Completeness.

A. COURTESY Review of actual business correspondence
reveals that special attention should be devoted to assuring the
courtesy of business communication. Effective writers visualize
the reader before starting to write. They will consider the
reader’s desires, problems, circumstances, emotions and
probable reaction to their request.

B. CORRECTNESS Correct grammar, punctuation and
spelling is a basic requirement for business writing. In addition,
correctness means choosing the correct level of language, and
using aecurate information and data.

C. CONCISENESS Effective writing is concise — each
word, sentence, and paragraph counts. Conciseness means to
write in the fewest possible words without sacrificing
completeness and courtesy.” Because a wordy message requires
more time to write and read, business people put a high premium
on conciseness in business messages. Conciseness will give
emphasis to your message.

D. CLARITY Clarity tells the reader exactly what he or
she wants and needs to know, using words and a format that

make your writings totally understood with just one reading.
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Short, familiar words and simple, short sentences rather than
long, difficalt words and complex and long sentences are better
{or this purpose:

E. CONCRETENESS Your writing should be vivid,
specific and definite rather than vague, gencral and abstract,
especially when you are requiring a response, solving problems,
making an offer or acceptance, ectc.

F. COMPLETENESS Include all the necessary information
and data in the message because information and data can help
senders get receivers’ responses and achieve desired objectives.
An incomplete message may result in increased communication
costs, loss of goodwill, sales, and valued customers, cost of
returning goods, and wasted time trying to make sense out of the

incomplete message.

Adapting to Modern Changes in
- Business Writing

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 quickly, and narrow the distance between people in
different locations. Business writing, in general, should assume
a friendly, easy, and conversational style.

There were times when the prevailing rule [or business
writing was that it should be written in the driest possible
manner and in language so stilted and formal that the true
personality of the writer was completely hidden. Unfortunately,

that rule was never abolished, and even now there are some that
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foohshly clmg to 1t y g
The awareness of change — the apprec:atxon of up~t0adate
ways of domg busmess B IS most 1mportant to anyone who
asmres ‘to become a successful writer. He gains nothmg by
umtatmg the past. Like hfe—styles and workmg conditions, the
standards for business writings ‘have changed In the following
chapters we will discuss in detail the basic principles of modern
business writing and appropriate approaches to spwifig;A@mg
tasks. : : s S5 Shadn o

Examples Qf Poor and Better
Business Letters {;

In the followmg examples of busmess letters, both poor and
better writing is presented. Problems dlustrated in the poor
examples are common in business letters. The contrasts will
hopefully clarify the different impacts of poor and better writing
on the readers, which will guide conscious efforts to improve our

business writing skills.
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