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PRrEFACE

With the globalization and integration of world economy, people all over the world spend more time
communicating than doing anything else. In fact, communication is one activity that we human be-
ings clearly do better than the other forms of life on earth. As a result, we human beings have been
playing a dominant role in this world for thousands of years. It is undeniable that communication is

vital to our success and well-being in civilized society.

The importance of communication in business becomes even more apparent when we consider an or-
ganization’s communication activities from an overall perspective. As far as business communication
is concerned, these activities roughly fall into two broad categories: internal and external. Though
both communication are vital to business success, our emphasis is on the external one for we human

beings tend to be extroverted.

The purpose of this book is to provide you with an understanding of the basic skill required to be-
come an effective communicator and with the practice necessary to become confident in your abilities
as a writer. At the same time, the book stresses the importance of effective writing skills to your

success in school and at work, regardless of what career you choose.
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CHAPTER 1

STRUCTURE AND LAYOUT OF
BUSINESS LETTER

STRUCTURE OF BUSINESS LETTER

A typical business letter usually consists of the following parts;

Letterhead

The first and most obvious element of a business letter is its letterhead or heading. A letterhead’s two
functions are to identify where the letter comes from, and to look good. A letterhead usually con-
tains the organization’s name, address, telephone number, fax number as well. Sometimes a trade-
mark or slogan is effectively incorporated. Many large companies add department identification, and
companies that do business internationally usually add their cable address. e. g.

A&C (Records) Ltd

443 Broadway, Manchester M2 58p
Directors: J. Allen, P. D. Robins M. A. , R C. Frial

Reg. No. 901107 Telephone . 061 832 4397
VAT No. 821 621 531 Fax. 061 832 4397

References

References are quoted to indicate what the letter refers to ( Your Ref. ) and the correspondence to

refer to when replying (Our Ref. ).

References may either appear in figures, e. g. 661/17 in which case 661 may refer to the chrono-
logical number of the letter and 17 to the number of the department, or in initials, as in DS/MR
(or ds/mr) , in which case DS stands for Donald Sampson, the writer, and MR for his secretary,
Mary Rogers, e. g.



( Heading)

Your ref: 6 November 2005
Our ref: DS/MR
Date : 8 December 2005

Dateline

The dateline includes the complete date. You should use the conventional date form, with month,
day, and year (e.g. “November 14, 2005”). Abbreviated forms such as “12 —11 -2005", or

“Dec.8, * x04’” are informal and do not leave the best impressions on most people.

There are two styles in which letters are dated: the American style and the British Style. You may

see the difference between these two styles in the following examples ;

The American style is
A: month (spelled out in full) ;
B: day of the month (in digits, without-th, -nd, etc, followed by a comma) ;
C: year (in digits).

e.g. March 8, 2005, December 25, 2006

The day of the month is read as an ordinal ( second, twenty-third, etc), but the ordinal suffixes
are omitted in writing. Likewise, many Americans insert “the” in reading the dates ( May the

eighth) , but this definite article is never written, except in formal invitations where all numbers are

spelled out (April the fifth, two thousand and five).

On the contrary, the British Style is ordered as follows;
A day of the month (in digits) ;
B: month (spelled out in full) ;
C: year (in digits).

e.q. 1 April 2005, 1 May 2006

You may have found that there is no comma between the name of the month and the year, which is

quite different from the American style.



Inside address

The mailing address, complete with the addressee’s title, makes up the inside address or receivers
address. Preferably, type it without abbreviations, except for state or province names and those

words commonly abbreviated (e. g. Dr. , Mr., Mrs., Ms.)

It is not advisable to write dates in all digits, for example, 1.5.2005, because it is ambiguous. As
you can see in the above example, this would signify January 5, 2005 in American English,
whereas, in British English it would mean 1 May 2005.

e.g. Ms. Anna Brown, Chair
Department of Linguistics
Right State University
1415 University Drive
Felicity, OH 45434

Salutation

You should choose the salutation on the basis of your familiarity with the reader and the formality of
the situation. As a general rule, if the writer and reader know each other well, the address may be
by first name ( “Dear Jane” ). An address by last name ( “Dear Mr. Bush”) is appropriate in most
cases. In formal or impersonal situations, the forms “Dear Sir” and “Dear Madam” are in order.
Nowadays there is some movement toward eliminating the salutation and the complimentary close
(especially in the Simplified Form) , but this letter style has not yet gained the support of a major

section of business.

In addition, as a result of the women’s rights movement, the term “Ms. ” is used for all women in-
stead of “Mrs. ” And “Miss. ”, just as we use “Mr. ” for all men. The impersonal plural greetings
“Gentlemen” and “Dear Sirs” have a similar status. Clearly, they greet the readers as males when
in fact females may be among them. One suggested solution is the salutation “Ladies and Gentle-

men” (or “Ladies and /or Gentlemen” ).

Attention line

Some executives prefer to emphasize the company address rather than the individual offices. Thus,
they address the correspondence to the company in the inside address. Then they use an attention
line to direct the letter to a specific officer or department. Typical forms of this reference are as fol-

lows :



Attention of Mr. LW. Lowe, Sales Manager
For Ms. Barbara Blake, Director

Attention: Mr. Lionel Crane, Office Manager
Attention, Ms. Mary Smith, Managing Director

Subject line

To enable sender and receiver to quickly identify the subject of correspondence, many writers use
subject lines in their letters. The subject line tells what the correspondence is about. In addition, it
contains any specific identifying material that may be helpful—date of previous correspondence, in- -
voice number, order number, and the like. It is placed on a line below the salutation. Usually it
begins at the left margin, although it may be centered or indented ( if the paragraphs are indented ).

Take a look at the following examples:

Subject: Your November 8 inquiry about leather shoes
Reference your October 5 order for Walnut Meat

SUBJECT : Applying for a job position
Hllustrated catalogues

Body of the letter

The body contains the actual message of a letter. Generally speaking, the letter should be carefully

planned and paragraphed, with the first paragraph referring to any previous correspondence and the
last paragraph to future actions or plans.

It is best to keep an initial business letter short. Business people are busy and do not have time to

read long letters! In a one-page letter, you will usually only need three or four paragraphs, single

spaced. Use a double space in between paragraphs.

Second page heading

When a letter must go beyond one page, you should set up the following pages for quick identifica-
tion. It is general practice to type or print the following pages on plain paper (not letterhead). Of

the various forms used to identify these pages, the following three are the most common

Mr. Bill Clinton 2 December 8, 2004



Mr. Bill Clinton
December 8, 2004
Page 2

Mr. Bill Clinton December 8, 2004, page 2

Complimentary close

If the letter begins with Dear Sir, Dear Sirs, Dear Madam or Dear sir or Madam, it will close with
Yours faithfully. If the letter begins with a personal name—Dear Mr. James, Dear Mr. Robinson,
Dear Ms. Jasmin—it will close with Yours sincerely. Avoid closing with old-fashioned phrases such
as We remain yours faithfully, Respectfully yours etc. The comma after the complimentary close is
optional ( Yours faithfully, or Yours faithfully).

Note that Americans tend to close even formal letters with Yours truly or Truly yours, which is unu-
sual in the UK in commercial correspondence. But a letter to a friend or acquaintance may end with

Yours truly or the casual Best wishes.

The position of the complimentary close—on the left, right or in the center of the page—is a matter
of choice. It depends on the style of the letter ( blocked letters tend to put the close on the left, in-

dented letters tend to put them in the center) and on your firm's preference.

€. g.

Sincerely,

TJevadan Wasen

Jonathan Wilson

Signature block

The typed or printed signature conventionally appears on the fourth line below the complimentary
close, beginning directly under the first letter in the block form. A short name and title may appear
on the same line, separated by a comma. If either is long, the title appears on the following line,

blocked under the name. The writer’s signature appears in the space between complimentary close

and typed signature.

Always type your name after your handwritten signature. Even though you may think your signature

is easy to read, letters such as a, e, o, r and v can easily be confused.



It is, to some extent, a matter of choice whether you sign with your initials (s) (D. Jenkins) or
your given name ( David Jenkins), and whether you include a courtesy title (Mr., Mrs. , Miss,
- Ms. ) in your signature or not. But if you give neither your given name nor your title, your corre-
spondent will not be able to identify your sex and may give you the wrong title when he/she replies.

It is safer, therefore, to sign with your given name, and safest of all to include your title.

Including titles in signature is, in fact, more common among women than among men, partly be-
cause many women like to make it clear either that they are married (Mrs. ) or unmarried ( Miss)
or that their marital status is not relevant (Ms. ), and partly because there is still a tendency to be-
lieve that important positions in a company can only be held by men. It would do no harm for men to

start including their titles in their signatures.
Look at the following examples:

Yours faithfully ,

T Shupott
(Miss) T. Shurgold

Yours sincerely,
ﬂ Fooale
J. Howatt (Mr.)

Per Pro

The term per pro (p. p. ) is sometimes used in signatures and means for and on behalf of , as indi-

cated as follows:

Yours faithfully,

p-p. Watson & Jervis Lid.
R. Nod

Sales Manager

Secretaries sometimes use p. p. when signing letters on behalf of their bosses:

Yours faithfully

(Mrs) Rosemary Phipps
p-p- J. Mane
Managing Director



When signing on behalf of your company, it is useful to indicate your position in the firm in the sig-

nature :

Yours faithfully,
(Ms) T. Lovette
Chief Account

Enclosures

If there are any enclosures, e. g. leaflets, prospectuses etc. , with the letter, these may be men-
tioned in the body of the letter. But many firms in any case write Enc. or Encl. at the bottom of the

letter, and if there are a number of documents, these are listed.

Enc.

Bill of Lading (6 copies)
Insurance certificate (1 copy)
Certificate of origin (1 copy)
Bill of exchange (1 copy)

Copies

c. ¢. ( =carbon copies) is written, usually at the end of the letter, when copies are sent to people

other than the named recipient :

¢. c. Messrs. Poole & Jackson Lid. , Solicitors
c.c. Mr. J. Cooper

Addressing envelopes

Envelope addresses are written in a similar way to inside addresses, but, for letters in or going to
the UK, British Telecom recommends that the postcode is written on a line by itself at the end of

both the town and the country are written in capital letters.

It is general practice to have the return address printed in the upper left comer of the envelope.
Name and address of the receiver should be typed about half way down the envelope, leaving e-

nough space for the postmark or stamps. Post notations such as Certified or Confidential should be

placed in the bottom left-hand corner.



Mr. G. Penter

49Memorial Road ( Stamp)
ORPINGTON Registered
Kent

BR6 9UA

Messrs W. Brown & Co.
600 Grand Street
LONDON
UNITED KINGDOM
WIN 9UZ
Confidential

LAyouT OfF BUSINESS LETTER

When we apply .communication theory to business letter situations, it becomes evident that the
letter’s appearance is a part of the message. Readers judge the writer by what they see as they look
at the typed page. Thus, for the very best communication result, you should make certain that your
letter looks good—that it gives a good impression of you. For your guidance in this effort, the fol-

lowing review of letter form is presented.

The ideal letter layout is one that has the same shape as the space in which it is typed. It fits the
space much like a picture in a frame (see Figure 1), that is, a rectangle bordering the typing has
the same shape and it is proportionate to the space under the page letterhead. This layout is marked
at the top by the dateline, on the left by the line beginnings, on the right by the average line
length, and at the bottom by the last line of the typed signature. Because it looks better to the eye,

the layout is best placed slightly high on the page. Slide margins should be equal and no less than an
inch.

Most offices use fixed margins for all routine letters. Typically they use lines of about six inches and
vary the heights of the letters by using more or less space, as needed, between date and inside ad-

dress. The arrangements in Figure 2 and Figure 3 typify this practice.



Figure 1
Modified Block, Blocked Paragraphs, Margins
Adjusted to Form Ideal Layout

(LETTERHEAD)
December 13, 2004
1
3 TO 8 LINES
!
Ms. Loretta R.. Gunnison, President
Port City Investments, Inc.
3117 Avenue E
Seattle, WA 20103
Dear Ms. Gunnison :
Sincerely
THE SWANSON COMPANY
3 LINES
C. L Breen President




