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hat company. To maintain this goodwill for repeat customers, you will wang ¢, o
co 4
;oir form acknowledgments regularly.

Directness and Goodwill Building in Order
Acknowledgments
Like the preceding direct message types, the ackpowleflgment message appropriatly
begins with its good news—that the goods are being shipped—and it ends on 5 good-
will note. Except when some of the goods ordered must be delayed, the remainder of the
message is devoted to goodwill building. This goodwill building can begin in the open.
ing by emphasizing receipt of the goods rather than merely the shipment of the goods
The Protect-O paints and supplies you ordered April 4 should reach you by Wednes-
day. They are leaving our Walden warehouse today by Arrow Freight.

It can also include a warm expression of thanks for the order,
order is involved. Anything else you can say that will be helpful
priate—information about new products, services,
forward look to continued business relations is logi

especially when a firs
to the reader is appro-
or opportunities for the reader. A
cal gesture in the close.

Tact in Order Acknowledgments
Sometimes the task of ackn

owledging is complicated by your inability to send th
goods requested right away,

A You could be out of them, or perhaps the reader did
give you all the information you need to send them. In either case, a delay is involied
In Some cases, delays are routine and expected and do not pose a serious pro‘blem:I{1
th_ese s1tuation§, you can use the direct approach. However, you will still want to mio*
Mize any negative news so that your routine message does not become a negative-new
message. You can do thi by u

happen rather thap what didn’t or won't happen.
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of a vague order, for example, you should request

¥ without appearing o aceise the reader of giving '“::?“C|cnllh|:1;:::::l‘|::‘:|°?l'wu
neey wu risk offending the reader by writing “You failed to specify the col o il-
you want.” But you gain goodwill by writing “So that we can send you i
) 1 want, please check your choice of colors on the space below” }";'qsely
the matter positively and makes the action easy to take. It ll.m ““’0:::“

Justr®
ones
hontj‘)’“
andles
"“‘::,us attitude.
courte? you can handle back-order information tactfully by emphasizing the posi
! art of the message. For exarppls. instead of writing “We can't ship the ink )ef :::
tive Pt antil the 9th,” you can write ‘We will rush t}le ink jet cartridges to you as soon
r‘stock s rep[enished by a shipment due May 97 If the back-order period is longer
the customer expects or longer than the 30 days allowed by law, you may choose
than ur customer an alternative, such as a substitute product or service. Giving the
@ gl ):r,a choice builds goodwill. )
u&mqome cases delays will Jead to major disappointments, which means you will have
v]vr:i e a bad-news message. A more complete discussion of how to handle such nega-

Jive NEWS is provided in Chapter 8.

gies for Other Thank-You Messages

the first thank-you messages you write will be the one for a job interview, which
i discussed in Chapter 10. Once you are employed, you may send thank-you messages
frer a meeting OT when someone does a favor for you or gives you a gift, when you
a eid acknowledge others’ efforts that have somehow benefited you, when you want
to thank customers for tpeir business, or perhaps when someone has donated time or
money to your organization or a cause it supports. Tpe possibilities for situations when
ou might send thank-you n9tes are many, and sending a message of sincere thanks is a
great way to promote goodwill and pudd your and your company’s professional image.
Thank-you messages are often brief, and because they are positive messages, they are
u can begin with a specific statement of thanks:

One of

written directly. Yo
Thank you for attending the American Cancer Society fundraiser lunch for Relay for
Life last week and for donating money to the cause.

Follow with a personalized comment relevant to the reader:

With your SUp
follow].

Conclude with a forward-looking statement:

forward to joining you on June 12 for this worthy cause.

port, the 2013 Relay for Life will be our most successful yet ... [details

| look
Your tone should be informal and friendly. If you are on a first-name basis with the reader, you
may omit a salutation or use the reader’s first name, but if your relationship with the reader
isa formal one, do not use the reader’s first name to create a contrived sense of closeness.
Whether you hand write the thank-you, send an email, or use company stationery
depends on the audience. If you have poor handwriting or believe your handwriting
does not convey a professional image, you may choose to type your message. Though
you should always check your own spelling, grammar, and punctuation before sending
any message, doing so is especially important in handwritten notes when you have no
computer software to alert you to possible errors.

Summarizing the Structure of Order
Acknowledgments and Other Thank-You Messages

Towrite an order acknowledgment or thank-you message,

* O ﬂ_le direct order: Begin by thanking the reader for something specific (e.g. an order).
* Continue with your thanks or with further information.

* Use positive, tactful language to address vague or delayed orders.

CHAPTER 7 Getting to the Point in Good-News and Neutral Messages 157
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$1,743.30 worth of Protect-O paints and g
uppl

Dear Mr. Le€:

Your April 4 order for
peen received. We are pleased to have this nice order and h i :
beginning of a long relationship. ope that it mal't;\; :

As you instructed, we will pill you for this amount. We are shippi ‘
today by Blue Darter Motor Freight. e shipping the tooy |
We look forward to your future orders. |

Sincerely,

Fast-Moving Presentation of the Good
‘ ) News.
S:rectly, .telhng Mr. Lee that he is getting what he wI:tZ b;;t €T message beg;
! nfs;aii isa dcustqrr.ler welcome and subtle selling. Notice' th € remainder of thy
dp is an positive language. The message closes with € 800d use of reacle
and a friendly, forward look. ' With 2 note of appre; "
ation

This d"r ect mes
sa
better. gels

Dear Mr. Lee:

Your selection of Protect-O pai
Darter Freight and shoul -O paints and supplies w ;
j nd should reach you by W as shipped today b
sending you an invoice for $1,743.30 i¥\cluedci‘:gessda?g‘s¢$ you requestgd \YNQB‘;:
L ax‘ ’

Welcome to the P
rotect-O ci
Wooley, will ¢ : circle of dealers. O ,
highly COmpetae" ftrom time to time to offer Whatevet:r representative, Ms. Cindy
nt technical adviser on paint and pa??lstance Bl can. ke
nting.

Here in the home
plant we also wi
products. We'll do o 0 will do what we can to h
to develop the best tgozseisg'to give you the most efﬁcienet| Zg:l?cgro;: fromPioedd |
from the enclosed brochur e paints—like our new Chem-Treat | d we'l contine
e, Chem-Treat s a real breakthrough aﬁ?ﬁa’@' ;lrjom |
* v

We genuinely

. appreci

in the years aheaz, iate your order, Mr. Lee. We are determined to serve you wel
‘\\

Sincerely,
\
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CASE ILLUSTRATION

order A ment (Order Confirmation with a Second
a*:’:dd.f.ndlnvtmwtopafﬁdpatelnthlamy-sm“m Pugm).menﬂmmmm

for

From: Gardeners Supply [mailto:gardeners @ e-news
Sent: Thursday, January 08, 2013 9:08 AM gardeners.com)
To: KATHRYN.RENTZ@UC.EDU

Subject: Tell Us What You Think About Our Products

R

GARDENERS New Feature:

Dear Kathryn,

. Thank you for your purchase from Gardener's Supply. Wi
B pply. We hol u are
;’Zﬁﬁ o your items and that this year’s garden will be your best ever! L EnioR
o reade 3
and . Your satisfaction with our products is important o us, and we want to hear what you Moves t> ‘
indicotes have to say about them. We recently added customer reviews to our website, which avother goal i
a shared helps us improve our product selection and helps other gardeners find the best of th g
nterest products to suit their needs. °
message
We're hoping you'll take a moment to rate and review some or all of the items you
Adds a have purchased frorq us. Othgr gardeners will appreciate your opinions and advice,
ronder and you may also enjoy reading what fellow gardeners have to say!
2nAer A . )
pzweﬁ"i ) Each time you submit a product review to our website, your name will be entered in
incentive a monthly drawing for a $1,000 prize (see information below).

Here are the item(s) you recently purchased. Just click on an item to write a review.

Pictures provide
a quick visual
confirmation of
the order

Men's Waterproof Glove Set, 3 Pairs
Gloves 4 Rateand | , %
+# Rate and reviewit _| Links moke o

Forward- review it participation

looking 208y

enaling ——{ Thank you again for shopping with us.

builds ,

goouill The Employee-Owners at Gardeners Supply

Copyright @2008 America’s Gardening Resource, Inc.
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exactly customer would like. Some items are being sert, . The message skillfully handlieg

' Thank you for your May 7 order. Your receipt is attached.

Polite
y ; d one Dawson 110
specific By noon tomorrow, your three new Baskin motors an .
;fl:;;ﬁ/o;la— co}r,nr;mssor should reach your Meadowbrook shops. As you tr,qussted. \;:: Smoos .
m;y t‘ fv “ | marked them for your west side loading dock and sent them by Warren Motor W rhe
et o ; e
the order Express. .
i i for your special uses. ness
P we can be certain of sending you the one handcart for y c .
Missing i‘i)llﬂ;'itu please review the attached description qf the two models av_axlat!le? As
e you will see, the Model M is our heavy-duty design, but its extra weight is not st
handted ;

justified for all jobs. When you have made your choice, please let us know by

tactfully email, phone, or fax. We'll send your choice right away. . t *:“‘"
; Your three dozen 317 T-clamps should reach you by the 13th. As you may know, ’ ’j”'*z' e
legrihe these very popular clamps have been in short supply for some time now, but we “oize
news have been promised a limited order by the 11th. We are marking three dozen for
deempina - rush shipment to you.
sized
- We are always pleased to do business with Fletcher Machine Works and will R Erapany

continue to serve you with quality industrial equipment.
Sincerely,

Mamnen & «w‘w

£

YWETI 2

Shannon E. Kurrus

Sales Manager

Lowe’s Home Improvement
P.O.Box 1111

North Wilkesboro, NC 28696-0001
(910) 491-4000
Fax: (910) 651-4766

S




Thank-You Message (A Follow-Up to a Meeti
i ng). This email from a

thanks a potential customer inG f epresentative of a t
ermany for a recent i elecommunications
meeting. equipment

Hello, Herman:

Meeting you and the other members of th
' e prod i eam :
Fnd'aynv\t/ﬁz zup;lreearstge. We are honored not rc,mly %f;tse;ect: tookon ! o h Zl33¢ .
explal }'namlcs and structure at Genera)l' Tul bpich il I o
you gave us your entire day. Thank you for your generose‘tskom W adeerthel e L
) J Zpecifics add siccerdy
-

rstand that you have graciousl
d ly offered to sh
n’s key produc iti i IS Some i
s ke Do ot you have offered 1o hel your company | £
you have offered to help in this wa’;anByased. . L £ ey el S Sl
8 or So*methmg spgmf; -

ssions at the meeting, we wi
’ will summari i i
ze the main points of [ (while 3is5 remnding b
1 - . L
i of s promise B

| undel
Plorco!
are ext
on our discu
interest and send them to you.

To make the cost-benefit charts more self-ex
: -explanatory, | will sli
condense the material and add some notes. Th 4 ey
! 4 ) . They will i i
please share them if you wish. | will send those c):anclle::teg ir?::tmdemlal' = _\ Fre
pefore the end of the week. After we send them, | will follow u v?ttr? Yo \“ & it T
make sure that you have all the material you need to explain v5h0|w okl \ ZZM ':“W:itqws rtwzes
e are and | 2 Lo parties )

what we offer.

Finally, thank you for your hospitality. Staying in an i
A . . nid
having O ee ata beautiful castle, viewing some of thzauyoﬁa:ﬁ hatel, =
sharing an exquisite meal made my first visit to Stuttgart a most ms;n?:ra' anb i ‘
tween our two companies, we can create many le r
{

one. | hope that be
opportunitles for our United Plorcon team to return to your beautiful city

M

wds on 2 positive wote
o the future

B
g
&
o

| look forward to talking with you again soon.

Respectfully yours,
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¢ Company'® Strategy

notcheckfof"mmh%.
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g

messaging and socila! media for the time h.“
have spent on email. Many note (rightiy ao)ﬁa'“h
like instant messaging and social o,

wchnology—ultimateiy the users controg) how L e

it is used. ""Qu‘,

nece
tion to eliminating un! :na to communication tech- » s Bl iaEo0e
SOURCE: “IT Firm Phasing .
office, the company says mt:‘:;‘ggi ng means that PEOPI® 7 1nogy and Sciance, GBS News, 16 Dec. 2°11v"wu,ww15f";°'~n
nologies such as In:uj\n‘tﬂ ;nrk o rarsonl lives, as they . -~
will better balance their )
DIRECT CLAIMS

Requesting a Correct Shipment and Revised Invoice

Continue in your role with White Label Industries (WLI). As
the assistant to the vice president of operations, you man-
age the supervisors on the paint production line. Today,
one of the team leaders came to you for some feedback
on his writing. Last week, he ordered some safety equip-
ment (goggles and face masks) for employees on the
production line; however, he received gloves instead of
goggles and only half the masks he ordered, as well as
an invoice for $100 more than his order should have cost.
He is fairly certain he received someone else’s order. He

LO6 write direct . ) .
claims in situations where an Occasionally things go wrong between a business and its customers (e.g., merchandis

adjustment will likely be

just wants the correct order shipped and his bill adjusted
accordingly.

He called his sales representative but got her voicemai.
He left her a quick message to call him about the order, but
he also wants to send her an email explaining the stua-
tion. He asks for your feedback on the email, and you are
surprised at the indirect language and unnecessarily nega-
tive and harsh tone. You need to use what you know abowt
writing a direct claim to help him write a message that not
only resolves the issue but also builds goodwill.

is lost or broken during shipment, customers are inaccurately billed for goods o

services). Such situations are not routine for a business; for most businesses, the routit¢

granted. icei
practice is to fulfill their customers’ ex
Foufme circumstances and because th
indirect approach discussed in Chapt
162

pectations. Because claim messages ar¢ not ab:;l:
ey involve unhappy news, many are writtet iv?h "
er 8. Nevertheless, there are some instances

PART 3 Basic Patterns of Business Messages
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claim is appropriate, and for thj reaso
rectness in writing a o N we discuss th
;llinlm in this chapter. 58 the direct

Using Directness for Claims

inesses want to know when something is wrong with ¢
Mot ‘:“t‘::y can correct the matter and satisfy their Custoamerg, yr:,:; ﬁr:::::‘: :r l;r-
VI.:;S sickest way for you to address these claims is simply to call the compan di: st
n ?t e the matter. Sometimes, though, you may want to write a claim if ygu need a
o ?;en record of the request. Or, depending on a company’s phone options for access-
.wrl Customer service, a written claim sent via email or the company website may be
:no ¢ efficient than a phone call.

When writing a claim in cases where you anticipate that the reader
giustment of your claim, you may use the direct approach (e.g., adjusting an incor-
:ec)t charge to an invoice). Be sure that when you write the claim,

¢ ; you keep your tone
objective and professional so that you preserve your reader’s good

r ' v > will. If you use words
such as complaint or disappointment, you will compromise your chances of receiving

an adjustment quickly.

will grant an

Organizing the Direct Claim

Because you anticipate that the reader will willingly grant your request, a direct claim
begins with the claim, moves to an explanation, and ends with a goodwill closing.

Beginning a Direct Claim. The direct claim should open with just that—the direct
claim. This should be a polite but direct statement of what you need. If the statement
sounds too direct, you may soften it with a little bit of explanation, but the direct claim
should be at the beginning of your message, as in this example:

Please adjust the invoice (# 6379) for our May 10 order to remove the $7.50 shipping
charge.

Explaining the Issue. The body of the direct claim should provide the reader with
any information he or she might need to understand your claim. To continue with the
same example, we might write the following brief middle paragraph:

Because our order totaled $73.50, we were able to take advantage of your offer

for free shipping on orders of $50 or more and should not have been charged a
shipping fee.

Providing a Goodwill Closing. Your close should end with an expression of
goodwill. A simple ending like the following can suffice:

Please send a corrected copy of the invoice to me at jsmith@americanmortgage.
com. We look forward to continued business with National Office Supplies.

Reviewing the Plan

To write a direct claim message, you should use the following plan:
* Begin with a polite direct statement of your claim.

¢ tIII: thle !)ody of the message, give the reader information he or she needs to adjust
€ Claim,

* Close with an expression of goodwill.

gontrasting Examples of Claim Messages

shie following two email messages show contrasting ways of handling the erroneous

secgn:ier_zt described in the Introductory Challenge. The first is slow and harsh. The
15 courteous, yet to the point and firm.

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

163



starts slowty
oge. The first message with
Mes e the details In ui" beginning semen,, ol
jon. SOME 2 . that this position s “dm““'- The \
¢ emphas The wording here is clear byt

[
eser Ve raph- riter talks down to the r tog ,
but they 3:((;1 the wf"“‘f‘:’ar-.s and the writer 2 feader, \

acceptance. The negative
s are angTY 200 egistance thall o WQ
e leaving a bad A7

; dering our safety g,
ries has been or P . Pplicg

ou know, WNite 1407, ave always deperdec on ¥ou fof quick ang %:.:
AsY over 15 years- ely, l00KS like it ‘_j' n't happen time,_ ‘M"Ql
you for ich, unfortunat 'ur safety gear is ngt what we order, i Nu.
4 l-ujjoWLl loses money if employees don*t have o0

L

;
1
i

i
hocked | was when | opened the order expacs: |
S|

; an
employees in J""“’pda(r "
gear and can’t wor:

claim 1g, 00 Y ”Iag'l f th m m |
This i i ] d loves and half the face asks I ord \

i i isinsulll g't ou canl gles but fOUn g thall I l »

indirect, and too long- maSkS a“d gCg a pill that was $ 100 more pi anned WQ

also surprised to Sbeui you didn’t answer, SO I left a voice message. 'm essiog
| tried to call you;his quickly, SO please call me or email me and et me

ou want to fix_ do. If my employees do not have the masks ang by
what you are gomgee s can't work, and we will have to sl:\ut dovyn our Productig,
tomorrow, erf;llJ’%)’st us a lot of money. This was really disappointing Service,
line, whnqh wi ‘i happen again, as you have .alway_s been accurgte in the past
\'/,Vm vsvl:)fuel g r‘;‘; ‘:2 to think that we need to go with a different supplier. Thank yo,

e

Ken

follows the plan )
; t Courteous Message. The segond message s the plan suggegegiy
t‘:: lx::g:ing paragraphs. A subject line quickly and neutrally identifies the giny:
”Ihel:nessage begins with a clear statement of the claim. Next, it uses objective lang
to tell what went wrong. The ending is rational and shows that the writer is interesteq

in resolving the issue, not placing blame.

This direct claim ig Clear
and efficient whilg also
maintaining goodwill,

164

Subject: Need Correct Order Shipped (Invoice 6750)
Beth,

Please send 50 safety goggles and 100 face masks, as well as a new invoice,
to replace the incorrect order that arrived this morning.

On Monday, | placed the order for the safety goggles and face masks, but
'tod'ay I received only 50 face masks and 15 boxes of safety gloves. The invoice
indicated that this order was supposed to go to J&M Medical Supplies.

If you send the order today, we should receive it tomorrow. Our employees
will need the safe

X ty equipment in order for us to keep the production line
running.

Please let me know how you want to handle the return of J&M's order.
Thanks,

Ken

PART 3 Bggie Patterng of Business Messages
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g::tbvgl:;; you must do and how you must do it depengd (?nﬂgere.atier_s lost confidence,
e ﬁle to correct a bad procedure or a product defect ouSIh dron, X something
et wen);(:lrroﬁaader what has been done as convincingl)yyands p(())u.lg (i.(l) it. Then you
_ g was a rare, unavoidable ev SusvClyas
ou will x ent, you shoul P el e
y need to explain how a product should be used or Sa::gl?(‘; téhs. Sometimes
. Sometimes you

reader focused.

Reviewing the Plan
To organize i
a message granting an adjustment, writers should use the following plan:

. IBeg(iin directly—with the good news
* Incidentally identi .
y identify the correspondence that you are answering

o Avoi .
o void negatives that recall the problem
egain lost .
confidence through explanation or corrective action

* End wi i
th a friendly, positive comment.
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CASE ILLUSTRAION

Messages (Explaining a Human Error). This email m
received a leather computer case that was mo
s to blame. His explanation is positive and convinci

'm.nt Grant
ofa customer x wa!
cause human

ng.

X
- enharh Business Communication: Connecting n « ighat workd, 13th Edion

essage grants the action requested in the claim
nogrammed incorrectly. The writer has no excuse be-

g B | Message (MTMLY

formet Tod Add-ln o ) . =
S-igeae 84 \ 3 Busmess Card -
« o Signatore -

ldewvtifies
claim and
tronsaction

[ Your October 1 Inquiry Concerning Order No. A4170

[ Ms. Brown:

!
I Your leather computer case monogrammed with an Old English B should reach you
’ within two days.

| Because your satisfaction is our goal, we looked into the use of the script font on

[ your case. It turned out to be a simple case of human oversight. Two people read

' and checked the order, and two people overlooked the "Old English monogram*

f specification. Such things do happen, despite our best efforts. When they do, we

| are glad to send a replacement. Like our customers, we will settle for nothing less

| than the highest quality.

Goodwill—
positive, ' Thank you for purchasing one of our finest products. We know that your leather
reader- | computer case will give you many years of beautiful service.
apted
dep | Jonathan Batte, Manager
close |

| Customer Relations
!Brandywine Leathers

i

2
¥
%

Frank avid
convincing
explanation

Good
persuasion
technique
to restore
confidewnce
in the
company




Adjust ments

. ting ffective and effective way 1o v,
Contru® d grudging tone, is ineff, e
messages bel indirect order and g «‘Wg_‘d\
:11; ;;"” "The first, \:i;}rl its IndIree 1 carly make it the better message, The Py
pess and positivenes coach. The metf;ective message beging wiy, “
A Slow and Negative AP aim. It recalls vividly what went wrong

- and
od. As a result, the good news is delayed fo m“‘mN

s hs, the message gets 1o
delaying paragrapis * . the goog
e leaves the reader with a reminder of the "ka.n,\

Jains what happen
ﬁ:urzgﬁh. Finally, after MC(;OS
’}l"hough well intended, the

Your Broken Old London Lights

Subject:

Ms. Watson, ‘ S i} .
’ 1 claim reporting that our shipment of gq %

We haVetr?cr?;;ideggr:‘édh@z{J with 17 broken units. We regret the inconv‘ On_ y \
ost lig ] |
Ii::g%‘;n understand your unhappiness. . en |
a e, we investigated the situation th

g our standard practic . : on

Folloa\:gggy ‘e fault is the result of an inexperienced temporary em m_ ]
App|~gence We have taken corrective measures to assure that future Shipr, em: f;,, ¢

negli - R
This email s indirect and will be packed more carefully. sending replacements today, Th, of t
magative. to report that we are i plac ay. ]
:ea;?h‘;'gﬁs;:’fore yfur sale begins. Our driver will pick up the broken units When c;&::
he makes delivery. -
Again, we regret all the trouble caused you. :
ie Kin or?
Stephan [¢] =
——! du
The Direct and Positive Technique. The better message uses the subject linety C

identify the transaction. The opening words tell the reader what she most wans tohey

in a positive way that adds to the goodwill tone of the message. With a YOu-viewna: 1
explanation, the message then reviews what happened. Without a single negative S
it makes clear what caused the problem and what has been done to prevent its recyy. {
b

rence. After handling the essential matter of picking up the broken lamps, the Message
closes with positive talk.

Subject: Your May 1 Report on Invoice 1248
Ms. Watson:

Seventeen carefully packed Old London lamppost lamps should reach your
sales floor in time for your Saturday promotion. Our driver left our warehouse
today with instructions to special deliver them to you on Friday.

Because your satisfaction with our service and products is important, we have
thoroughly checked our shipping procedures. It appears that the shipment to
This message is direct and you was packed by a temporary employee who was filling in for a hospitalized
positive. veteran packer. We now have our veteran packer back at work and have taken
measures to ensure better performance by our temporary staff.

As you know, the Old London lamppost lights have become one of the hottest
products in the lighting field. We are confident they will contribute to the success
of your sale.

Stephanie King
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es of the Shipping Policy

Rcmim“"“ Employe

aadsuntformempveddem depends on the products they order. Ho

M”"’dmw .ubdlndstﬂesMLDywhav

tk_.msa:Whlte u v (-] customers who repeatedly order the same
of askwt,y),oun;msstoelendamyuaonhertz‘ehalf sometimes charged for shipping and som um“
gl employees reminding them of the company’s ship- which, of course, leads to unhappy Gm’m
t‘?ng policy- Whether customers pay shipping charges  costly for WLI. =
pi

¢ 1 explained, internal-operational communications are those messages LOB Write clear and
ess. They are messages to and from employees that get the work  effective internal-operational
e. The memorandums discussed in Chapter 6 are one form of ~communications.
ternal email messages are another, and so are the vari-
mailed to employees, uploaded on intranets,

hapte’
As Chap sthin a busin

organization don

zf :hr:tio f | communication. Int

ous documents posted on bulletin boards,
or distributed 33 handouts. :

The formality of such messages ranges widely. At one extreme are the casual mem-

orandum and email exchanges between employees concerning work matters. At the

mmunicating company policies, directives, and proce-

other are formal documents €O :
of course, there are the various stages of formality in betw

dures. Then,
Casual Operational Messages
The documents at the bottom of the formality range typically resemble 1 conver-
sation. Usually they are quick responses to work needs. Rarely is there time or need
for careful construction and wording. The goal is simply to exchange the information
needed to conduct the company’s work. . »

Frankness describes the tone of these casual operational messages as well as many of

ants exchange information, views, and

the messages at more formal levels. The particip

recommendations forthrightly. They write with the understanding that all participants

are working for a common goal—what is best for the company—and that people work-

ing together in business situations want and need straightforward communication.
still, remember that being frank doesn’t mean being impolite. Even in quick mes-

sages, you should build goodwill with a positive, courteous tone.

Moderately Formal Messages
Moderately formal messages tend to resemble the messages discussed earlier in this
chapter. Usually they require more care in construction, and usually they follow 2 di-

rect pattern. The most common arrangement begins with the most important point
is a topic (theme) statement. In

and works down. Thus, a typical beginning sentence
messages in memorandum form, the opening repeats the subject-line information and
includes the additional information needed to identify the situation. The remainder
of the message consists of a logical, orderly arrangement of the information covered.
When the message consists of items in sequence, the items can be numbered and pre-
sented in this sequence.

Suggestions for writing moderately formal intern
asthose for writing the messages covered previously. Clarity, correctn

al messages are much the same
ess, and courtesy

CHAPTER7 Getting to the Point in Good-News and Neutral Messages 16!



wing example of a hard-copy o
rts. The follo al, yet it is con "'l\o.\ .
r ly formal, Y€ versatio ; wion
should h;‘u““‘qmi“ Itis n:,;:’::\'::b’“lm and then ’Y‘“mmc.nl:;‘ Iy, . - .d:o o
mfsz; - order. bcginnins‘“on_ Itis straightforward yet courteoy, g (T:?” you oft
::; the vital bits of inform ; “\‘ g KP .’pm ;
M 1. 201 . of
DATE: Ruiz " qum
Remigo
TO! Becky Phar | o oc:oﬂ
: Jest for Cost Information Concerning Meeting o, | fforts
SUBJECT (e Tt Comy gven the
the d ouf.
office today, please get the necessary coq and 047"
As we dbcus”d in me” meeting at the Timber Creek LOU“‘ “N usf m‘lnt‘]
annual ming of T‘“ﬁu fo imp©
conducting Oufommwmg will beglnonthomo ng MW&Y.JWS_C"\* d‘“"‘m ¥
lage, cc:gndo on the 4th. We will leave after a brief morning m.,‘;.:h‘:‘ e tm‘g‘o
arrang® arrive Ssion o
rmation: 9, i
specifically, we'll need the following lrffo : o mun
for all 43 parﬂcipants, including air travel to Denver and mm
+ Travel costs | " the lodge. | have listed the Sroung -
between the &iTPo” =4 names ang sum
trﬂﬁvzns of the 43 participants on the attached sheet. homg \/[essf
;m and board costs for the five-day period,.inc!uding COSt With ang .. .
° g af the 'Odge- As you know, we are ConSldenng the Miu|‘ o ‘;‘%‘ TO wr‘te
participants to purchase dinners at nearby restaurants. % -
e Costs for recreational facilitiZS at t:\:‘ gloeds:p et (0. : s
Costs for meeting rooms an meet .g., laptops, pro;
’ will need a room large enough to accommodate our 43 Darticipaﬁnsmfecto's)- We . Be ﬂc;l
1! ey {
1'd like to have the information by April 15. If you need additional informatin « O
let me know. » Pleagg . Clo

Formal Messages

The most formal operational messages are those presenting policies, directiy,
Usually written by executives for their subordinates, these admin; .
messages are often compiled in manuals, perhaps kept in loose-leaf form ang
as new material is developed. Their official status accounts for their formal tope.
Formal operational messages usually follow a direct order, although the Nature
their contents can require variations. The goal should be to arrange the inOrmaﬁOf
in the most logical order for quick understanding. Since the information y
involves a sequence of information bits, numbering these bits can be helpful. And ipe,
these documents must be clearly understood and followed, the writing must be dey
to all, including those with low verbal skills. The following example illustrates these

procedures.

qualities:
DATE: June 10, 2013
TO: All Employees

FROM: Terry Boedeker, President
SUBJECT: Energy Conservation
To help keep costs low, the following conservation measures are effective immediately:

* Thermostats will be set to maintain temperatures of 72 degrees Fahrenhet
throughout the air-conditioning season.
* Air conditioners will be shut off in all buildings at 4 pm Monday through Friday
* Air conditioners will be started as late as possible each morning S0 as10 havet
the buildings at the appropriate temperature within 30 minutes after the start 0
the workday.
* Lighting levels will be reduced to approximately 80 to 100 watts in all work
areas. Corridor lighting will be reduced to 50 watts. i
* Outside lighting levels will be reduced as much as possible without compror
safety and security.
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itly
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g
*

mwmumwmmm
;uw"m: oflort? Bpecificatly, | ask that
¥ Twﬂd' w not required in performing your work.
" wmmmmmmhml
_ Twwdmm“m“htﬂddmd".
confident that these measures will reduce our
%wwmwnmw_ OY Use significantly. Your
ven though this message is straightforward, note the writer’ )
,,,E MWhenwﬂtingdirectrpmsu.‘kﬂMmm 'u:;t:fy::;l‘hnngof
m.inm’ninggood relations with employees. Remembering this goal strategies
jmportant in situations where managers have news to i becomes espe-
o L employees may not be ready to accept. In fact, in these situations SR Ik
,.,'ubemorNPPl‘OP"afes”Cha?tmsand9wmdiscuss.[=orm~ order
commuﬂicaﬁ""' however, the direct order will be both expected and croal Operational
sl,mmarizing the Structure of Internal-Operational

Messages
To write an internal-operational message, writers should do the following;

. Organize in the direct order.

, Choose the appropriate tone (casual, moderately formal, or formal).

. Beclear and courteous.
. Order the information logically.
. Close in a way that builds goodwill.

Contrasting Examples of Internal-Operational
Messages

The following two MeSSages show contrasting ways in which the operational message
regarding WLI's inconsistent shipping policies (see the Introductory Challenge at the
beginning of this section) may be addressed.

A Wordy, Confusing, and Indirect Message. The reader really has to search for
the writer’s purpose and intent in this message. In addition, it is wordy, long, and dis-

organized and lacks visual appeal.

Losikar's Business Co -
Mhl”‘mg-m \ ‘”

i

Subject: Inconsistent Shipping Policies

/
WL! has been incurring increasing freight expenses and a decline in freight revenue
over the last two years, impacting our ability to achieve our financial goals. The
warehouse team has done a lot of research into the reasons behind this increase,
and it has come to our attention that a very considerable number of shipments are
going out of Cedar Rapids (1) as unbillable to the customer and/or (2) as overnight

shipments rather than ground.
g is not billed to the customer—the

WLI has only one product for which shippin

Chem-Treat paint. In all other cases, product shipments are supposed to be billed

2, the customer. Therefore, effective immediately, except for Chem-Treat

shlprqenw, which by contract provide for free overnight (weekday delivery)
ipping, WLI will bill the customer for all shipments of products. Finance will

screen all orders to ensure that they indicate billable shipping terms.

WLI's overnight shipping falls into a few categories, including shipments of
aterials to prospects

Products to customers and shipments of marketing m
arketing programs for

:"h?mﬂﬁczmers. There are no customer programs of m
offers overnight shipping (except Chem-Treat). Therefore, effective

This indirect message
wastes time and dwells on

the negative.

CHAPTER 7 Getting to the Point in Good-News and Neutral Messages
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This direct message will be
easy to read and reference.
Its tone is straightforward

but courteous.
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Ex
prought to me for 2P

Dean Yourg
and Visually Appealing Mmag&\.

VP Operations
: because it communi This
d is more accurate beca cates correctly t::"‘&s
der of an existing policy, not an announcement of 2 neyy Maiy P;:*
also more concise and gives the reader only the informatiog N
ply. In addition, headings and bulleted lists make B mt;h:hm the ¢
ea‘h 3

A Direct, Concise,
directly and
this is a remin
sage is
know to com;

Subject: Refresher on Our Shipping Policy
please remember that our shipping policy is as follows:

Shipping Charges:
e Chem-Treat paint is the only product for which shipping i
customer. PRIng s not bled 1
e All other product shipments (including sales/marketing materi
the customer. NG materials) are by,

Overnight Shipping:
¢ Sales/marketing materials are to be shipped ground, not overnight.

o Chem-Treat paint may be shipped overnight at no cha customer
provided by contract. ’ s :
* All other overnight product shipments are billed to the customer.

Billing our customers accurately and consistentl ippingi

. | : : y for shipping improves custons
satlsfaptlon wnth_ our service. In addition, the increased freightmmﬂfﬁ
us achieve our financial goals and control our shipping and inventory coss.

To ensure that your customers receive their products quickly, refer to hesne:
and mailing timeline on WLI’s intranet.

;Lhaet Fri]pance Department will be screening all shipment invoices 10 make X
poli Shipments are billed accurately. If you have questions regardingthe
Cy or require an exception, please contact me at Ext. 555.

Dean Young
VP Operations

PA i
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DIRECT MESSAGE SITUATIONS

e have covered the most common direct message situations.
u should be able to handle them with the techniques that

HER

have beendlin such situations, remember that, whenever possible, you should get to
e right away. You should cover any other information needed in

messag
the ?Cilﬂ:;def- You should carefully choose words that convey just the right mean-
good lof'e o ecifically, you should consider the value of using the you-viewpoint, and

2o g . : -\
ing -oh carefully the differences in meaning conveyed by the positiveness
should weigh rds. As in the good examples discussed in this chapter, you

u
. f your wo

or I:ﬂ ¥ ;‘T;:,Ssr%);ssage with appropriate and friendly goodwill words.

sho!

like to learn more about the various types of direct messages, building re-

s with your reader, or developing your professional writing style? Scan the
th your smartphone or use your Web browser to learn more at www.mhhe

/lesikarl 32. Choose Chapter 7 > Bizcom Tools & Tips.
.o

1. Properly assess the reader’s likely reaction to your message.
. Ifthe reaction is likely to be negative, indirect order is your likely choice.

. Ifitis likely to be positive or neutral, you probably want directness.
2. Describe the general plan for direct-order messages.
« Begin with the objective.
+ Cover any necessary explanation.
» Systematically present any remaining parts of the objective.
« End with adapted goodwill.
3. The routine inquiry is a basic direct-order message.
+ Begin it with a request—either (1) a request for specific information wanted or
(2) a general request for information.
* Somewhere in the message, explain enough to enable the reader to answer.

* Ifthe inquiry involves more than one question, make each stand out—perhaps

[ 1 By S

Properly assess the
reader’s likely reaction
your message.

Describe the general
plan for direct-order
messages.

Write clear, well-
structured routirk
inquiries.



