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INTRODUCTION

Writing English for Intemational Business Communication (B BRI 5% 3015/ CEYE) will
be helpful to anyone who is training to work in an administrative, managerial or secretarial
role which demands good communication and business English skills.

This textbook is composed to cater for the needs of English learners and those in work-

places to write good business communication in English.

Authentic materials

There are many textbooks on business English or practical English in the market, all of
which claim they could help learners to master the tricks of writing good English at
workplaces. Yet too often one finds in these books an overwhelming number of outdated
and old English expressions and language usages, which once used, would not only be
unhelpful but would invite charges from others as using cliché or jargons, and as

appearing too arrogant to make effective business communication.

The present textbook keeps itself updated with the contemporary trend of international
business communication and its campaign for using “Plain English”, with the objective to
reach the communication to as many as possible the prospective clients or customers.
This book is a repertoire or bank of rich, typical, and authentic English texts used in real
work. With the advantage of the second author who is with over six years of teaching
business English in various international companies in Hong Kong, one of the busiest
international business centres, huge efforts have been made to collect the illustration
materials from all sorts of international companies to make sure the materials are authentic
in nature, sufficient in number, relevant to the users of this book, and reliable as well as
authoritative. Through examining these selected materials the learner could access a
wonderful window into what kind of English is used in real communication at workplaces

in international context or by international standard.
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Who are you writing to and reader friendliness principle

To learn how to communicate in English in business transitions, it is crucial to know the
kind of people you are dealing with and the nature of the communication. Firstly, we
have to bear in mind that the readers to our writing in business communication are mostly
very busy businessmen or businesswomen. They have to read many different documents
and correspondences in a limited time, and thus the method they have to use in
processing our writing is mainly speed reading, that is, skimming and scanning. This
suggests that if our writing is not good or fit for the speed reading, to have our thesis or
purpose statement in the front and key information in highlighted positions, or if our
writing is instead arranged in an inductive order (that is, from the specific towards the
general) or hide our central purpose somewhere within the main-body or near the ending
of the writing , we could lose our readers’ attention, and leave an impression to them that
we are not qualified in this business communication game. So, try to use deductive order,
place topic/purpose in the beginning, highlight the key information, and be economical

with space and words as possible.

What is the nature of the business communication and C B S style of writing

Almost all business transitions are and should be conducted in an equal relationship
between two parties. The power relationship is designed to be equal between individuals
or companies which have freedom as when to start or end the business, negotiate it to
what shape of outcome, and express their intent and compromises, and so forth. Nobody
is inferior or superior to another in principle, such as in a case of a Chinese student
applying for a study seat in a UK university or a scholarship, or in a case of some
company offering a job to an applicant. Therefore, the language expression of the business
is commonly agreed to be that of mutual respect and self dignity, and hence there is no
need for anybody to sound deliberétely pathetic or condescending in tone, as ethical
appeal is not observed as rule in business communication. Only ritualistic and formal
language of the facts and logical appeal should be used. Remember, people in business
communication are mainly interested in the prospective businesses that are deemed
profitable, not the “politically correct” attitudes. Clear, brief, straightforward expressions
of the facts and intents are sufficient. In addition, since it is a fact that most of the
English speakers around the world are not native English speakers, it is not particularly



expected that everyone should write perfect English, but English that is plain and clear
enough to convey or get the meaning across. In fact, the tendency is to use more and

more plain English.

How to use this textbook
This book is designed to be a comprehensive textbook for college and university students.
Each self-contained unit consists of 5 parts. They are:

Part1 THE SCENE

Part 1 introduces a series of situations in which people have to write a particular type
of business correspondence. Simulated business situations stimulate interest in the use of
business English.

Part 2 SEEING IS BELIEVING

Part 11 provides a sample or two that demonstrates how communication is best achieved
in context. Students can see how a piece of writing is phrased, structured, tuned into right
tone, and able to get across messages accurately, clearly and concisely in response to the
needs of a particular situation.

Part 3 GETTING IT DONE

Part 3 introduces practical consideration and essential steps of writing that guide students
to write for different objectives.

Part 4 WHAT MAY GO WRONG

Part 4 shows some extracted students’ work. It gives students an opportunity to analyze
critically in areas of layout, language, formality and tone. Students are required to rewrite
the documents more appropriately.

Part 5 CHALLENGES

Part 5 provides a wide range of assignments of different levels of difficulty that are

provided to reinforce learning.

Ouyang Huhua & Kevin Chu
Guangzhou & Hong Kong
November 2004
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INTRODUCING BUSINESS COMMUNICATIONS

INTRODUCTION

Communication can be defined as giving, receiving or exchanging information,
opinions or ideas by writing, speech or visuals, so that the message is completely

understood by everyone concerned.

Every day we are communicating, whether it is talking to people on the telephone or in
person, asking for or showing people directions, having meetings, negotiating, writing
letters and other correspondence. So if we communicate all the time, why do we really
need to study this subject? The reason for this is because the process of getting across a
message right in a business setting is not as easy as talking with a close friend or writing
a personal letter. A minor misunderstanding might lead to a great loss in business. The
importance of developing good communication skills for business, therefore, cannot be
over-emphasised.

@é]ﬂ:ﬂ INTERNAL & EXTERNAL COMMUNICATION

There are two basic types of business communication: internal and external communication.

INTERNAL BUSINESS COMMUNICATION is meant for only employees of the
company or organization, and often includes such items as memos, meetings, employee
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manuals, and conference calls.

M emorandums, or memos for short, are used in businesses as a means of documentation

or reminders.

A Vice President notices that employees have become lax in following the dress code
policy. He or she might put out a memo reminding employees of the policy and the
actions that will be taken if employees continue to disregard the policy.

Employee manuals clearly explain all the practices and regulations of the company in a
matter that is easily understood. For example, the section on sick time will most likely
include an overview of sick time benefits as applying to various types of employees in

the company.

Internal communications can be sent to employees using a variety of activities, including
email, printed documents or in a meeting. In terms of the language media, the internal
communication of common practice could be divided as (more details will be seen in the

chapters that follow):

ORAL
® Intercom

Telephone

Face-to-face Discussion

‘Meeting/Conference

® Presentation

WRITTEN

® Memo

® Report

® Graphs/Charts
® FEmail

® Minutes

® Fax
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® Form/questionnaire
® Notice

e Circular

EXTERNAL BUSINESS COMMUNICATION is intended for audiences outside a
business firm, or between companies, and usually includes letters, press releases, annual
reports or newsletters. The tone used in external communications may differ from those
used in internal communications, and will vary depending on the types of business (e.g.,

non-profit or for-profit) and purposes of the communication.

EXAMPLES

Press releases are used by businesses to report a certain company’s significant
accomplishments or important advisories to the public. A college might submit a press
release to a newspaper explaining how several professors received a national award.
Usually, the release will contain basic information that newspapers will research further to

use in putting together a complete story.

A non-profit organization that organizes walkathons might send out an open letters to call
for participants, put up notices in their centres to inform the public about products or

services they might want to take advantage of.

External communication also envelops the art of speaking with customers, through email,
over the phone, or in person. The way employees present themselves reflects the
company, and for this reason, many companies monitor their employees’ performance

regarding customer service.

In terms of the language media, the external communication of common practice could be
divided as (more details will be seen in the chapters that follow):

ORAL

e Conversation

Telephone

Conference/Seminar
® Meeting
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WRITTEN

® [etter

® Fax

® Email

® Report

® Notice

® Advertisement

e Customer Newsletter
® Press Release

® Forms/Questionnaires
® [nvitation

® Leaflet/Brochures

@8}@@ CHOOSING THE MEANS OF COMMUNICATION

Advancements in the technology industry have led to increases in the type and amount of

communication employees have with each other and with customers. Various means of

dispersing business communication may be used, including the telephone, email, online

chat programs, and on-paper.

Organizations use the principles of business communication every single day, as employees
talk to each other and the general public. The study of business communication involves

how information is passed from one person to another in a corporate environment.

What then do we consider when we choose a particular means of communication?

The following questions can serve to develop our competence in ¢hoosing the right means

of communication on different occasions :

COST
How much will the means cost? Is it worth?
Can it be handwritten? Is a printed copy important? Why?

i
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Is email justified? Or fax? What about the postal service?

CONFIDENTIALITY
Is the email account only read by the person you intend to write to?

Could the fax received at the other end be scanned or filtered by some other people who
should not access it?

Could the telephone call be overheard?

Does the memo need to be enclosed in a thick envelop ?

SAFETY & SECURITY
Should a special postal service be used, e.g. registered delivery?

Would a courier service be justified?

URGENCY
Which means will lead to the desired results in the time available?

DISTANCE

Is the communication within the building, in the same city, or across the ocean?

TIME OF DAY
What time is it in the country where your email or fax is to be sent?

RESOURCES
Are the equipment and staff concerned available?

WRITTEN RECORD

Should the communication be recorded in writing or electronic form?

Can this record be made more authoritative?

Can this record serve as proof for future reference?

CULTURE
Is personal contact more appropriate than writing or telephoning?



