cHAPTER SEVEN
Getting to the Point in
Good-News and Neutrg|

Messages

Learning Objectives
Upon completing this chapter, you will be able to write good-news and neutral messages

effectively. To reach this goal, you should be able to

{ Properly assess the reader’s likely reaction to your message.
2 Describe the general plan for direct-order messages.

3 Write clear, well-structured routine inquiries.

4 Write direct, orderly, and favorable answers to inquiries.

5 Write order acknowledgments and other thank-you messages that build

gooawill.
6 Write direct claims in situations where an adjustment will likely be granted.

7 Compose adjustment grants that regain any lost confidence.

8 Write clear and effective internal-operational communications.
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LO2 Descrivethegenerdl  THE GENERAL DIRECT PLAN

ﬁ::sf:;:;fem'order Beginning with the Objective
Begin with your objective. If you are seeking information, start by asking for it. If you
are giving information, start giving it. Whatever your key point is, lead with it.

In some cases, you might need to open with a brief orienting phrase, clause, or even
sentence. Especially if your reader is not expecting to hear from you or is not familiar
with you or your company, you may need to preface your main point with a few words
of background, but keep any prefatory remarks brief and get to the real message. Then
stop the first paragraph. Let the rest of the message fill in the details,

Covering the Remaining Part of the Objective

Whatever ¢] S
remainderz zi ;:?Tslt be covered tqo complete your objective makes up the bulk of the

eI essage. If you cov, iective i e i
Inquiry in which 4 singjge quEZtion ; e all of your objective in the beginning (as in an

142

g 8




Ending with Goodwill

End communication with the reader.

«Thank you” or “If you need further information,

away

may ;

we meet our

message situations.

ROUTINE INQUIRIES

are the assistant to the vice president for administration
and distributor of an assortment of high-quality products.
plans to relocate its regional headquarters. Your boss
tells you that she and other top management have cho-
sen the city but have not been able to find the perfect
office space. She says that they have not been happy with
what realtors have found for them or with what they have
found in their own searches of classified ads and realty

their search to something a little less traditional such as

Challenge, you might begin with a general question:

You advertised on craigslist on May 247

Lesikar’
s Buslnes; Communication: Connecting in a Digital World, 13th Edition

the message with some appropriate friendly comment ags

Include closing that is relevant to the topic of your messa

Introduce yourself to routine inquiries by assuming you
of White Label Industries (WLI). WLI is the manufacturer - -

You and your boss were recently chatting about WLI's

agencies’ websites. When you suggest that they expand -

Choosing from Two Types of Beginnings

The opening of the routine inquiry should focus on the main objective. Routine inqui-
Nies usually open in one of two ways: (1) with a direct question or request or (2) witha
brief statement to orient the reader, followed by the request or question.

Ifyou begin with a direct question or request, you can ask one broad question that
g up other questions you'll ask in the body of the message. For example, if your
objective is to get more information about the office space

You would end a face-to-

ge. General closings such

Please don't hesitate to ask”
. : are
az Jte, but they are cliches. You will build more goodwill with a closing that is tailo

p _for example: “If you will answer these questi b .
message ki q lons about Ms, H
to You‘:,e can fill the accounting position before our busy tax season” —
Be aware, though, thatp hrases such as “as soon as possible” or “at your convenience”
have very different meanings for you and your reader. If you need your response

red
ight

a specific date or time, give your reader that information as well as a reason for the
P <o that your reader understands the importance of a timely response. You may
for example, YOUESTENE to these questions by July 1 will help Ms. Hill and us as
say deadline for filling the accounting position”

Now let us see how you can adapt this general plan to fit the more common direct

searching for New Regional Headquarters

craigslist, your boss says, “Great idea! | don't think any
of us have used craigslist, though. Could you find some
locations and show them to us at our Friday meeting?”
You're a bit intimidated by the prospect, but you know
that this is a great chance to demonstrate your professional
skills. You visit craigslist and find what you believe would
be the perfect office headquarters. You know you could
just show the executives the ad at the meeting, but having
read the ad and having analyzed your audience, you know
the executives will need more information. To present your
best professional image at Friday’s meeting, you need to

" write a routine inquiry seeking additional details about the

office space.

LO3 Write clear, well-

described in the Introductory

Could you please send me additional information about the Riverdale office space

CHAPTER 7 Getting to the Point in Good-News and Neutral Messages

structured routine inquiries.
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ur message would then present a list of the specific infopr.. .
Yoy
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de one. This information helps reduce any Startlingonm

an orienting statement, provi :
that a direct opening question might have and can help soften the tone if the ;geq
ect

opening question sounds demanding or blunt.

The 3200-square-foot Riverdale office space you advertised on May 24 on craie
seems like a great fit for our regional headquarters. To he!p us decide ong new
space, could you please answer a few questions about the Riverdale offices? office

Regardless of how you begin, be sure your reader has a clear sense of your MeSsages purpeg,

Informing and Explaining Adequately
To help your reader answer your questions, you may need to include explanatig
information. If you do not explain enough or if you misjudge the reader’s knowl e
you make the reader’s task difficult. For example, answers to your questions about Z(fli%e’
space for WLI may depend on characteristics or specific needs of the company, Wn;e.
out knovlv(:'qng h};)w WLI will use the space, even the best realtor or property n;anager
may not know how to answer your questions or perhaps direct
that better meets your needs. peep youto other offcespa
naﬁ‘;\/’her; and how you include the Decessary explanatory information depend on the
fe of your message. Usually, a good place for general expl fal |
fore or o : . general explanatory material is be-
or after the direct request in the openin
fHattonquestion fndy pening paragraph. In messages that ask more
ey o incl ¢ any necessary explanatory material with the questions. Such
questions and explanations in the body of the message.

jective, and you may move to a goodwill ending t0
to ask several questions, develop an organized, logicdl
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You :5;[‘1 a separate sentence with a bullet (for example, ®,0, W) to call lt:nntznﬁtt each
ques nd, you can give each question a separate paragraph whenever i o it.
d other commentlsdabout ead;( question julstlfy u;‘:-.gmph. explanation
an¢ = u can order or rank your questions with numbers. By
ﬂmdéu');?i. etc.), numerals (1, 2, 3, etc.), or letters (a, b, c, dc‘).);'o:h,\ng ‘;:0::: (flrst.
s.econdan 4 out. Also, you provide the reader with a convenient checklist for ‘"sw:‘ﬂes'
tions § an structure your questions in true question form. Sentences J‘.ﬁ"

Fourttllil;“)':tuacn eed for information do not attract much attention. The statem
‘?;te:v?\lxld be nice if you would tell me ... ” and “I would like to know .. ” are reallye:ct;

. ey do not ask—they merely suggest. The questions that s

qutIOYi‘;' ;:esyti on form: “Will you please tell me . . .2” “How much &:ﬁgz;fgg\am
w"“c: ?” “How many contract problems have you had . . .?”

to j:\‘r,o iéi‘quesﬁons that can be answered with a simple yes or no unless you really want a
imple yes OF 1o answer. For example, the questi.on “Is the chair available in blue?” may

s ¢ be what you really want to know. Better wording might be “In what colors is the chair

nv(;il able?” Often, combining a yes/no question with its explanation yields a better, more

a ncise question. To illustrate, the wording “Would your software let us deliver our train-

dules in any format? We need to deliver them in HTML5” could be improved by

uld your software let us deliver our training modules in HTML5?”

co
ing mo
ask_[ng “Wo
Ending with Goodwill

The goodwi]l ending described in the general plan is appropriate here, just as it is in
most business messages. Remember that the closing does the most toward creating
oodwill when it fits the topic of the message and includes important deadlines and

reasons for them.

Reviewing the Order

In summary, the plan recommended for the routine inquiry message is as follows:

« Focus directly on the objective, with either a specific question that sets up the
entire message or a general request for information.

« Include any necessary explanation, wherever it best fits.

« Iftwo or more questions are involved, make them stand out with bullets,
numbering, paragraphing, and/or question form.

« End with goodwill words adapted to the topic of the message.

Contrasting Examples
The following two routine inquiry messages illustrate bad and good approaches to re-
questing information about office space for a new WLI regional headquarters (recall
the Introductory Challenge). The first example follows the indirect pattern. The second
is direct and more appropriate for this neutral message. You can also study the Case Il-
lustrations on pages 148 and 149. The margin comments help you see how these sample
inquiries follow the advice in this chapter. v

As you read the first example, note that it is marked by a ” icon in the side
panel. We use this icon throughout the book wherever we show bad examples. The

good examples will be indicated by a “(G) ” icon.

fon::n Infiirect Me'ssage. T1'1e less effective message begins slowly and gives obviqus in-
¥ ation. Even if the writer thinks that this information needs to be commumcate‘:d,
p t}O;es not deserve the emphasis of the opening sentence. The writer gets to the point
. 1€ message in the second paragraph. There are no questions here—just hints for

1 : % , .
il’:f;’r manon. The items of information the writer wants do not stand out but are listed
apid succession in one sentence. The close is selfish and stiff.

CHAPTER7 Getting to the Point in Good-News and Neutral Messages



the serifs may actuall;;t hinder
i i font size and monitor
m@|rw depens‘:‘rr:fgf:nnt:‘e however, allow for more
LA ; and words stand out.
white space, which makes letters ey
A possible choice, then, is to use a sans s
headings and a serif font for body text.
o How many fonts can/ use? Limit yourself to not more .
than two fonts. t's fine to use only one font. However, lf
you use more than two, you will have & document that
Jooks cluttered and visually confusing. If you do choose
two fonts, be sure that one is a serif font and oneis &
sans serif font. This way the fonts complement rather
than compete with each other. Remember that excessive -

formatting of your fonts {bold, italics, underlining) will also

How blg should my fonts bep ™
font. Start with the body text &t ;
your headings two points larger
text. Whatever size you choose
readable and looks professj Onal .
small are hard to read. Fonts tha-1 ONMS they %,
amateurish and visually attack the&m tog N:'M
What style should | choose? That Teade, gy
kind of document you're writing awm

at the sample fonts below. Whicp, to MN“
appropriate in a print ad for pary ;”0"“ bgm;:lﬁ
annual report to investors? In an ; “Dnhm e B
event? As you can see, each ion o i
personality. Choose yours cam 8Ce hag ha‘:‘:\!\
situation. Y 10 maty, ",

This font is 12-point Verdan
a,

g-mzypg,eawalz-mus% t Mg
By
This typeface is 12-point Bogj Antigy,
T

THIS TYPEFA(E I ¥

12-POINT GOUDY

g
1

| STOUT.

undermine the professional look of your document. -« .0 .

Dear Mr. Piper:

This message's indirec
and vague beglnnlng

slows readin ,
g Sincerely,

The Direct
) and ;
or mformation, nll‘::fectw

o Mmake
. PPropriate Tequest for quicalz1

W .
e saw the advertisement for 3,200 square feet of Riverdale office space that

you posted a couple of week igsli
e S ago on craigslist. As we are interested, we woud

’

information you think pertinent

If the informatio
N you give us i -
send your reply as soo% 2 ‘:; ;Ss ilgﬂ}\éorable, we will inspect the property. Pleas?

agreement, escalation provisions, and any o

€ Message, Th by
explanation . oo € second example begins directly oY
ation is brief but complete. The questions are made 0“3 j

sweri :
€ring easy. The message closes with 2 ©© g
action,

i s




. Tools Help Writers lmprove P ehs )
5'"'”“" ' : - "'d"“'“')‘ and Quality

uts help writers save time and improve quality.

: If you work
of the easiest to use is the AutoCorrect tool in Word Y ed erQUGHﬂy with the Association for Busi-

ne: icati i

ghn;wn here). This tool will automatically replace a word to;s t:?e ":";‘;:':gzcg rz:;:m m;fahéset up the AutoCorrect
enter with another word you ‘enter to replace that only will this shortcut enable you ‘wnh the'fu\\ name. Not
particulaf word. The d.efault setting is generally set to cor- will improve the quality of gur w° rza\ée t.nme, but it also
common misspellings and typos. However, italsocan  rectly spelled and typed rep{acemaom ev\;r:‘:““:r\g a cor-

t
;c used to expand acronyms or phrases used repeatedly.

- D)
et Amimd barme tae e e omaee o
[t e e e

o
-~

G 5 v o it i e e o

patag | setecomet sy
1, o

[ : 3
o || e G ]
| i-:....».-.-\ ;::::«::-._ { "__,_ L2 Skl
—— e ;

dom
9 Corec o covgn o 483 00K ke

1] vt ot m e
S W R e

Dear Mr. Piper:

Will you please answer the following questions about the 3,200-square-foot
Riverdale office suite advertised May 24 on craigslist? This space may be
suitable for the new regional headquarters we are opening in your city in August.
o |s the layout of these offices suitable for a work force of two administrators,
a receptionist, and seven office employees? (If possible, please send us a
diagram of the space.)

¢

* Are housekeeping, maintenance, and utilities included?

¢ What type of flooring and walls does the office space have?

* Does the location provide easy access to mass transportation and the airport?
¢ What is the length of the lease agreement?

* What escalation provisions are included in the lease agreement?

We look forward to learning more about your property. We hope to secure a
space that meets our needs by July 21.

Sincerely,

« What are the dimensions of the corner offices on the first and second floors? o
¢ What is the annual rental charge? This diiat e S0y
J message is better.

CHAPTER 7 Getting to the Point in Good-News and Neutral Messages
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Visit us: www.womensmedia.com

July 17, 2012

Ms. Connie Briggs, Manager
Drake Hotel

140 East Walton Place
Chicago, IL 60611
Opeving
Dirzct=—75 Dear Ms. Briggs: provides
rortzss ) . D;:kargur.d
i We have selected Chicago for our 2013 meeting on August 16, 17, and 18 Fwnformation
,i} .,; =t [ and are intere_sted in holding it at the Drake. | have f9und helpful information and szts ug
s;,s ‘u,o tihe | ON your website but would like answers to the following questions: the specifiz
Sé?fjf" Can you accommodate a group of about 600 employees on these dates? uestions
quzstiovs
I Would you be able to set aside a block of 450 rooms? We could -\

| guarantee 400.
|
Do you offer discounted room rates for meetings and conferences?

\

Questions

/ If so, what are the rates and what are the eligibility requirements?
I stawd out
Specifiz —‘; What are your charges for conference rooms? We will need eight for each \ 1 separate
guestions of the three days, and each should have a minimum capacity of 60. On the r paragrapins
it { 18th, for the half-hour business meeting, we will need a large ballroom with \
orplavations | @ capacity of at least 500.
winere
ioedzi Also, will you please send me your menu selections and prices for group
‘ dinners? On the 17th we plan to hold our presidential dinner. About 500 can
__ be expected for this event.
As meeting plans must be announced by September, may we have your 7 Indvidually
response by August 1? We look forward to the possibility of being with tadored
you in 2013. govdwill
. close
Sincerely,
Patti Woéj‘
Patti Wolff

Site Selection Committee Chair

a A
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Logi cally Arranging the Answers
4 tion, you have little to do aft i

are answering just one ques yo o after handling that
! ):l:: opening. You answer it as completely as the situation requires, a?\d yo\:]‘;e::::x
:‘h‘m ver explanation or other information is needed. Then you are ready to close the

r hand, you are answering two or more questions, the body of
a series of answers. You should order them logically, per-
e answering the questions in the o.rder.your reader used in asking them. You
ey even aumber your answers, especially if your reader numbered the questions.

y decide to arrange your answers by paragraphs so that each stands out

essage-
" If, on the othe
ur message becomes

gkillfully Handling the Negatives
nse will include some bad news along with the good news, you will

en your respo :
oy bad news with care. Unless you are careful, it is likely to receive more

need to handle the
emphasis than it deserves.

In giving proper emphasis to the good- and bad-news parts, you ol e ke
Chapter 5, especially positioning. That is, you should place

techniques discussed in !
the good news in positions of high emphasis—at paragraph beginnings and endings

and at the beginning and ending of the message as a whole. You should place the bad
news in secondary positions. In addition, you should use space emphasis to your ad-
vantage. This means giving less space to bad-news parts and more space to good-news

rds and build sentences that communicate the effect

parts. You also should select wo
you want. Generally, this means using positive words and avoiding negative words and
putting bad news in modifying phrases or clauses rather than in main clauses. Your

overall goal should be to present the information in your response so that your readers

feel good about you and your company.

Considering Extras

well as future business, you should consider including extras
commended in Chapter 5. These are the things you say and
do that are not actually required. Examples are a comment or question showing
an interest in the reader’s situation, some additional information that may prove
valuable, and a suggestion for use of the information supplied. In fact, extras can
be anything that presents more than the routine response. A business executive an-
swering a college professor’s request for information on company operations could
supplement the requested information with suggestions of other sources. A techni-
cal writer could explain highly technical information in simpler language. In the
Chem-Treat problem, additional information (e.g., how much surface area a gallon
covers) would be helpful. Such extras encourage readers to build a business relation-

ship with you.

To create goodwill, as
with your answers, as re

Closing Cordially

315 ti';ithe other types of direct messages, your ending should be cordial, friendly words
atfit the case. For example, you might close the Chem-Treat message with these words:

:f I'can help you further in deciding whether Chem-Treat will meet your needs, please
et me know.
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the second sentence continues to delay.the a.nh e tet oy .
but it emphasizes egative angwer b

¢ t
d to the reader’s request, ' ) .
;?)sriiisgr(ln:md by wording. This answer 1 follo_wed by }}urr}ed and routine answer,
ly the barest information is presented. There o

to the other questions asked. On

This email is indirect and
ineffective,

Subject: Your Inquiry of April 3

Dr. Motley,

I have received your April 3 message,
Treat paint. | want you to know that w

welcome your business.
In response to your question about how m
any coats are neede
surfaces, | regret to report that two are usually required. The p: ain? ;0 cover new
tested in our laboratories and is safe to use as directed. A Deen el

goodwill close.
in which_you inquire about our Chem-
€ appreciate your interest and wil|

Ray Lindner
Customer Service Representative

An Effective D
Irect Respo
vorable answer. ~\€Sponse. The better message . . .
tive language it C}heseeﬁ\:gf rﬁsents the other answers, ggivililegggsc]?:}?ﬂy with t'he THOB f?
of treatment, and struct{lreszzor dinates the ope negative answe el:mph:'is'ls -
e close jg goodwill ta]i Wlth ore pleasant information foll s p031t19n, volume
some subtle selling strategy OIWZ the negative answer.
included,

8 ag




Lesikar's Business C: !

CASE ILLUSTRATION

nse (Favorable Response to a Professor's Request). This email message responds to a professor's
Rﬂ‘d"'f:,“pomction rocords that will be used in a research project. The writer is giving the information wanted but

e P4 vt pieer Lol
o/ o T
50 T e

(=l —————

subject { Production Records Attached

{a"&wnw + production data_Syrs.xls

f;rofessor Kesten: -
a file containing the production records you asked for in your May 2 }E

Towne—

Durect !

Srder— ‘[ ‘ \ Attached is i : I shows

reports & ?v message. Thank you for including us in your interesting study. Eriendly
attitude

mation concerns company secrets our competitors

favorable
protected and set to expire in ten days.

|
’ se | Because much of the infori
response ! should not know, the file is password
we request anonymity in any published use of the data.

Goodwill— || Additionally, "
. 2 ) . egative
iz adapted [l The work you are doing will be valuable to all of us in the industry. We wish you the F 9‘_,,?;:;,_
to the ‘[ | pest of luck and look forward to reading your results. slerms
topic of i skiltfully »
the | havdles the
MesS052 | Reba O. Whitehead, Production Manager negative
e ‘ rowhitehead @dynamic.com powtt in 3
positive E

language :




Businen Commumnication

Anewering 8 I iy The operenc,
MW“WMrMM'W" were numbered In %‘Q\\’

answers as the questions o response.

WWMWWMMMIMIWG'M

sets up the numbered answers m&mx,
One Merck Drive

PO. Box 100, WS1A-4g
Whitehouse Station J 0sagy

4
¥

€9 MERCK

August 7, 2013

Ms. Ida Casey, Sales Manager
Liberty lnsurar}\ce Company
1165 Second Ave.

Des Moines, IA 50318-9631

Direct— Dear Ms. Casey: . .
ve suites that you
i Here is the information about our useé of temporary execut yo
G ’{ requested in your August 3 fax.
purpose
clear

the beginning, the majority opinion was negative, but it appears now that most

1. Our executives have mixed feelings about the effectiveness of the suites. At |
[ believe the suites meet our needs.

| 2. The suites option definitely has saved us money. Rental costs in the suburbs

!
i
!
%
are much lower than downtown costs; annual savings are estimated at nearly
/ 30 percent. x -
Orderls | 3 \we began using executive suites at the request of several sales

ey of representatives who had read about other companies using them. We pilot

USErS tested the program in one territory for a year using volunteers before we
implemented it companywide.

|

4. We are quite willing to share with you the list of facilities we plan to use again.

Additionally, | am enclosing a copy of our corporate policy, which describes our
[ guidelines for using executive suites.

H——

Friendly— " If after reviewing this information you have any other questions, please write

adspted ¢ M again. If you want to contact our sales representatives for firsthand

the one informaﬁon: please do so. | wish you the best of luck in using these suites in
_— your operations.

Sincerely,

Dewnit ) £ane

David M. Earp
Enclosure Office Manager
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_ quiry about Chem-Treat

_Treat's low-odor, low-VOG acrylic latex paint is among the safest, most
| YeS mentally friendly paints on the market. Several hospitals and clinics have
envif O'O‘!l em-Treat successfully and have reported no reactions to it.
Treat's latex formula also makes it ideal for high-traffic areas. Cleaning
";, requires nothing more than a little soap and water.
= .
. of Chem-Treat is usually enough for one-coat coverage of 500 square  This direct mail does a
viously painted surface. For the best results on new surfaces, you will better job.
ap| two coats. For such s.urfaces, you should figure about 200 square
wm;‘per gallon for @ Jong-lasting coating.
fee appreciate your interest in Chem-Treat, Dr. Motley. You can view Chem-Treat's safety
gngs and customer reviews on our website: www.wli.com/chemtreat/features.
Ray Lindner ‘
customer Service Representative

' or. Motley:

ACKNOWLEDGMENTS AND
THANK-YOU MESSAGES

ORDER
OTHER

Building Goodwill with a “Thank-You™ Message

our inbox is an order for welcome this new customer and to cultivate him for future

The next work you take from y
paints and painting supplies. It is from Mr. Tony Lee of sales.
After checking your current inventory and making cer-

mpany, & new customer whom
tain that the goods will be on the way to Mr. Lee today,

Central City Paint Col

White Label Industries (WLI) has been trying to attract

for months. You usually acknowledge orders with routine you are ready to write him a special acknowledgment and
thank him for his business.

messages, but this case is different. You feel the need to

In the course of your professional career, you will find yourself in situations where LO5 Write order

business and social etiquette require thank-you messages. Such messages may belong acknowledgments and

or short, formal or informal. They may be also combined with other purposes such ~ other thank-you messages
e specific kind of thank-you that build goodwill.

as confirming an order. In this section we focus on on
message—the order acknowledgment—as well as more general thank-you messages
for other business occasions.

Order Acknowledgments

Acknowledgments are sent to let people who order goods know the status of their orders.

Most acknowledgments are routine. They simply tell when the goods are being shipped.

Many companies use form or computer-generated messages for such situations. Some use

printed, standard notes with check-off or write-in blanks. But individually written acknowl-

edgmenm are sometimes justified, especially with new accounts or large orders.

" Skl}lllful!y composed acknowledgments can do more than acknowledge orders,

th:(;]g hthns'task remains their primary goal. These messages can also build goodwill

b “gb their warm, personal, human tone. They can make the reader feel good about
ing business with a company that cares and want to continue doing business with

CHAPTER 7 Getting to the Point in Good-News and Neutral Messages




