CHAPTER EIGHT
Maintaining Goodwiil| in
Bad-News Messages

[earning Objectives
Upon completing this chapter, you will be able to write indirect messages to convey bad
news. To reach this goal, you should be able to

1 Determine which situations require using the indirect order for the most
effective response.

2 Write indirect-order messages following the general plan.

3 Use tact and courtesy in refusals of requests.

4 Compose tactful, yet clear, claim messages using an indirect approach.

5 Write adjustment refusals that minimize the negative and overcome bad

impressions.

6 Write negative announcements that maintain goodwill.
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LO1 Determine which
situations require using the
indirect order for the most

effective response.

LO2 write indirect-order
messages following the

general plan.
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THE GENERAL INDIRECT PLAN

The following plan will be helpful for most negative-news situations.
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Using a Strategic Buffer
Indirect messages presenting bad news often begin wi i

¢ AT gin with a strategic b buffer
mean an opening tha't identifies the subject of the message butg doe\slfrf\fi ?nydicat th‘:
negative news is coming. That is, the buffer is relevant to the topic of the messa;ebut

does not state what the rest of the message will say about it
A buffer can be neutral or positive. A neutral buffer might simply acknowledge your

;ics?g;eobf utf};e rea‘dc;lr’s earlier message and indicate your awareness of what it said. A
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alnfati e or she may be hoping for. That would only make your taskof
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bad news is coming. If this is the case, then why not just start with (¢
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setting Up the Negative News

h case, you will have thought through the facts invol
For ;:fre to say ‘n(:,” or present some other kind of negative rlx‘er:vds.n;'lgudt;ce\gel:l that you
out how you will present your reasons in such a way that your reader Sl :Ve to fig-
ews as positively as possible. Your strategy might be to explain the fairness ofccept tl'.xe
ht be to present facts that clearly make the decision nccessarya grnyam
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action. It mig St L
o ht cite the expert opinion of authorities whom both you and your reader ek

.oht even be possible to show that your reasons for the negative decisi 3
mlegreader in the long run. sion will benefit

Whatever explanatory. strategy you choose, these reasons should follow your buf-
fer and precede the negative news itself. In other words, the paragraph after the buffer

should start explaining the situation in such a way that by the time the negative news
comes, the reader is prepared to receive it in the most favorable light possible.

presenting the Bad News Positively

Next, you present the bad news. If you have developed your reasoning convincingly,
this bad news should appear asa logical outcome. You should present it as positively as
the situation will permit. In doing so, you must make certain that the negative message

s clear—that your approach has not given the wrong impression.

One useful technique is to present your reasoning in first and third person, avoiding
second person. To illustrate, in a message refusing a request for a refund for a returned
product, you could write these negative words: “Since you have broken the seal, state
Jaw prohibits us from returning the Eroduct to stock” Or you could write these words
emphasizing first and third person: “State law prohibits us from returning to stock all

products with broken seals.”

It is sometimes possible to take the sting out of negative news by linking it to a reader
benefit. For example, if you preface a company policy with “in the interest of fairness”
or “for the safety of our guests,” you are indicating that all of your patrons, including the
reader, get an important benefit from your policy.

Your efforts to present this part of the message positively should employ the positive
word emphasis described in Chapter 5. In using positive words, however, you must
make certain your words truthfully and accurately convey your message. Your goal is
to present the facts in a positive way, not to confuse or mislead.

Offering an Alternative Solution
For almost any negative-news situation that you can think of, there is something you
can do to help the reader with his or her problem.

If someone seeks to hold an event on your company grounds and you must say
“n0’, you may be able to suggest other sites. If someone wants information that you
do not have, you might know of another way that he or she could get similar infor-
mation. If you cannot volunteer your time and services, perhaps you know someone
who might, or perhaps you could invite the reader to make the request again at a
18§er, better time. If you have to announce a cutback on an employee benefit, you
might be able to suggest ways that employees can supplement this benefit on their
own. Taking the time to help the readers in this way is a sincere show of concern for
th.el.r situation. For this reason, it is one of your most powerful strategies for main-
taining goodwill,

CHAPTER 8 Maintaining Goodwill in Bad-News Messages
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Ending on a Positive Note b Ao
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that you value your relationship wi one
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all,ifa custome; or CO-WO;I:‘C;; ationpl))e tter. Sometimes an ap(IJ:logy can mzkcg ?k:'q'&
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fmon beftey bUt}? e; because you forgot to credita paym:xt tt?th e Customery
e ﬁnanzle . arfith a credit to the account and removal of the finance a"ul;
an apology, olégwm On the other hand, if the bad news is somgthmg Yu“hafl m'g“-
help restore goo er didn't follow instructions for using a product and the
over (e.g. a custon;k ou appear in the wrong even when you're not. A reader mzy;ﬁ,
apologizing Clafn n:l ,rees); sorry, you cannot do what the reader wants Youto do, :
wonder w:)', {0 al implications if they can be construed as admissions of guilr_; ogiey
may even have ‘I?g ize in a bad-news message, do so early in the message 28 You epi
Ifyoudo apé’(;’gl; er the bad news. Then move beyf)nd the apo_logy just as yo, ki
the reasons :nd news and toward your forward-looking conclusmn'. If you thinkm
:ec}:ﬁ?d txi:l)’ ;ave legal implications, you can have ):;;ur message reviewed by y
sgr org)z’our company’s legal department beforle sen fng lt.fth pervi
llowing are adaptations of this general plan :(o our of the more commop pggy:
buslizge:s message situations. From these applications you should be able

gative
. o 10 see hoy to
adapt this general plan to almost any other situation requiring you to co

Tvey bad neyy,

REFUSED REQUESTS

Denying a Request for a Donation

As in Chapter 7, assume the role of assistant to the White
Label Industries (WLI) vice president. Today your boss as-
signed you the task of responding to a request from the
local chapter of the National Association of Peace Offi-
cers. This worthy organization has asked WL! to contrib-
ute to a scholarship fund for certain needy children.

The request is persuasive. It points out that the schol-
arship fund is terribly short. As a result, the association
is not able to take care of a| the needy children. Many
of them are the children of officers who were killed in the
line of duty. You have been moved by the persuasion and

would like to comply, but you cannot,
You cannot contribute now because WLI policy does
not permit it. Even though you do not like the effects of the

192

policy in this case, you think the policy is good. Each ysar
WLI earmarks a fixed amount—all it can afford—for con-
tributions. Then it donates this amount to the causes thet
a committee of its executives considers the most worthy.
Unfortunately, all the money earmarked for this year has
already been given away. You will have to say no to the
request, at least for now. You can offer to consider the as-
sociation’s cause next year. _
Your response must report the bad news, 'though ftean

hold out hope for the future. Because you like the assctv-o
ciation and because you want it to like WLI, you will 1y r
handle the situation delicately. The task will require you
best strategy and your best writing skills.
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request Is definitely bad news. Your reader has asked
no. Your primary goal, of course, is o present this ::;““‘""M LO3 Use tact and
refusal; however, opening with the bad news. You coustesy in refusals of
Jer's request could make you and your company app news that you  requests.

ring businessperson, you have the secondary goal of
s second goal, you must convince your reader that thm:mm nfu,.;m&

re you break the bad news.

The ot
t say
o Y‘:l‘:!'l‘;!‘::wlly with a direct
. sing the red
s :::::mmm and ca
As# €% T achieve thi
fir and reasonable befo
])cvt‘l"l’i"g the Strategy
fair and reasonable explanation involves carefully thinking th
; ation. First consider why you are refusing. Then, 3asumsingr::?{h the (:m
try to find the best way of explaining them to your reader. To do so, ca-
urself in your reader’s shoes. Try to imagine how the Cxplanaty';o“
t comes out of this thinking is the strategy you should “,eoi:

ed explanation is that company policy forbids compliance. This expla-
the company policy is defensible and clearly explained.
because the facts of the case justify a refusal—that is, you

message:
often-us
In such cases, your best course is to review the facts

ur
aﬁoo?,emay work but o'nly if
?)ﬁen you must refuse sqnply
.oht and the reader is wrong.
al to the reader’s sense of fair play.
In any situation, you may have m}ﬂtiple ways to offer a fair and reasonable explana-
on. Your job is to analyze your audience and communication goals and select the one

that best fits your case.
Up the Explanation in the Opening
rmined the explanation, you begin the message with a buffer that sets up
case of WLI’s refusal to donate to the National

1. For example, in the
f peace Officers’ worthy cause, the following opening meets this case’s

are
and to app e

Setting
Having dete
the discussio
Association ©
requirements well:

your organization is doing a com

many other worthy efforts, it well deserves

This beginning, on-subject comment clearly marks the message as a response to
the inquiry. It implies neither a yes nor a no answer. The second statement sets up the
explanation, which will point out that the company has already given its allotted dona-
tion money to other worthy organizations. This buffer puts the reader in an agreeable
or open frame of mind—ready to accept the explanation that follows.

mendable job of educating needy children. Like
the support of our community.

anation Convincingly
present your reasoning. To do this you use your best
rding, proper emphasis, sound logic, and support-

presenting the Expl

As with the general plan, you next
persuasion techniques: positive wo

ing detail to convince your reader.

Handling the Refusal Positively
tiour handling of the refusal follows logically from your reasoning. If you have built

g glrm'mdwork of explanation and fact convincingly, the refusal comes as a logical
sc::nc usion and as no surprise. If you have done your job well, your reader may even
. epsps):rt the refusal. Even s0, because the refusal is the most negative part of your
iy ogs?ti):e):il 'Sho(lidd not give it mu(.:h emphasis. You should state it quickly, clearly,
ot ending);,. and you should keep it away from positions of emphasis, such as para-

Y .
explioclilﬂl;:n%};: even be ab'le to make the message clear without stating the negative news
COmpany.’s retre:atnf?l‘e,' if you are refusing a community member’s request to use your

at facility for a fundraiser, you will convey “nd” clearly if you say that

CHAPTER8 Maintaining Goodwill in Bad-News Messages
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ou must restrict the use of the facility to employees only and then 80 0N to offer .
x)llative locations. You must be sure, though, .that your message leaves no doubt
your answer. Being unclear the first time will leave you in the pos

ition of writ:
i a
even more difficult, more negative message later. Witing
To state the refusal positively, you should carefully study the effects of your
Such harsh words as I refuse, will not, and cannot stand out. So do such apologies ag ]

deeply regret to inform you .. .” and “Tam sorry tosay....” You can usually Phrase yoy
refusal in terms of a positive statement of policy. For example, instead of writ; “Your
insurance does not cover damage to buildings not connected to the house” write
insurance covers damage to the house only” Or instead of writing “We must refuse”
wholesaler could deny a discount by writing “We can grant discounts only when. .. ™|

some cases, your job may be to educate the reader. Not only will this be your explana-
tion for the refusal, but it will also build goodwill.

Using a Compromise When Practical

If the situation justifies a compromise, you can use it in making the refusal positive.
More specifically, by saying what you can do (the compromise), you can clearly imply
what you cannot do, For example, if you write “What we can do is to (the compro-
mise), ...” you clearly imply that you cannot do what the reader requested. Such state-
ments contain no negative words and usually are as positive as the situation will permit.

Closing with Goodwill

Even a skillfully handled refysal js the most negative part of your message. Bm““ﬂ&:t
news is disappointing, it js likely to put your reader in an unhappy frame of mind- o
frame Qf mind works against your goodwill goal. To leave your reader with a feeling
goodwill, you must shift his or her thoughts to more pleasant matters.

PART 3 Bagic Patterns of Business Messages
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t closing subject matter depends on the facts

:::ebslk thntngts the one situation. For example, if yziﬁhe Mi‘,’:‘o“ 'h:“ld be
terproposal, you could say more about the counterproposal. Or You could mak::,“,:e
friendly remark about the subject of the request as long as it doeg 00t remind the reader
of the bad news. In fact, your clqsmg subject matter coulq be almost any friendly re-
mark that would be appropriate if you were handling the case face to face. The major

uirement is that your ending words have a goodwill effect.
qu uled out are negative apologies, such as “Again
refuse” Also ruled out are the equally timeworn
«[ sincerely hope that you understand why we m
sound selfish and emphasize the bad news.

> may I say that | regret that we must
appeals for understa.nding, such as
ust make this decision” Such words

Fitting the General Plan to Refused Requests
Adapting the preceding analysis to the general plan, we arrive

at the fo]long outline
for the refused request:

o Begin with words that indicate a response to the request, are neutral about the
answer, and set up the strategy.
o Present your justification or explanation, using positive language and
you-viewpoint.
« Refuse clearly and positively.
+ Include a counterproposal or compromise when appropriate.
o End with an adapted goodwill comment.

Contrasting Refusals |
The advantage of the indirect order in refusal messages is illustrated by the fo].lowmg
contrasting examples of WLI’s possible response to the request from the Natlo.nal‘ As-
sociation of Peace Officers. Both refuse clearly. But only the one that uses the indirect

T alter. order is likely to regain the reader’s goodwill.

about .
ing an i e Direct Refusal. The first example states the })ad news nght. away.
g gu‘?:illlu]i;st::u;tnt puts the reader in an unreceptive frame of mind. The rf-:sulF is ;.hat
the reader is less likely to accept the explanation that follows. The explanation is t::dea;,
but note the unnecessary use of negative words (ex.hausted, regret, cannot cfotnhn le):rd
Note also how the closing words leave the reader with a strong reminder of the ba

news.

vords.
as ‘]
 your

‘your

‘your
e,
Cln
ana-
Subject: Your request for a donation
Ms. Cangelosi: .
We regret to inform you that we cannot grant your request for a donation
ve. to the association’s scholarship fund. .
Y So many requests for contributions are made of us that we mz rtfg:njztely
0- Necessary to budget a definite amount each year for this purpose. A cannoi
4 our budgeted funds for this year have been exhtaus’(t)ends,i c?e?r ‘;/v:uflrezuest L ot ol s b
: fc':Qts;de?arr additional requests. We won't be able to ¢ Tis ad ol e
. and negative language.
We deeply regret our inability to help you now and trust that you understand our
¢ Position,
; Mark Stephens
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. The second example gk;
Tact and Courtesy in an Indirect Refusal: 100t oy

i 0
the negative message. Its opening W! ol
cxplarelgtion that follows. The clear and log!
Using no negative words, the exp papigien
refusal is also handled without nega

the one case.

Ms. Cangelosi:

._M_l\

commendable.

This email using the indirect
approach is better.

Subject: Your Scholarship Fund Re!

White Label Industries ass
every January we quget t|n -
we are able to con?nbute os " ; o
bl dﬁseZ'QI?e%Z’; l;een made, we are placing your organization G
for this year hav

list for consideration next year.

ons S, set
rds mc al explanation ties in with the

¢ moothly to the refusa].
lanation lea:: :n d yet is clear. The friend(}n;

“P_u».,

tha
gy

quest

fund fo association’s n chi
fforts to build the scholarship nd for the eedy chilg,
Your effo

) causes whenever we can. That jg

ists wfé";?r)"ing year the maximum amount we bam
the #gauses' Then we distribute that amoun‘ afnow
far as it will go. Since our budgeted contriby

h success in your efforts to improve the lives of the children in our city,
We wish you

Mark Stephens

INDIRECT CLAIMS

Seeking an Adjustment for a Subpar Experience

Play the role of Jeff Sutton, owner and president of Sutton
Creative Services. You've just received a bill from Regal
Banquet Center for the winter-holiday party that your
company held there last week. jt's for $1,410, which you

had agreed to pay for an elegant three-course meal, plus
drinks, for your 27 employees.

196

employees had to wait a long time for their food, while
those who had their food first either had to start eating
before the others or let their food get cold while waiting
for all to be served. This ragged timing ruined the dinner,
and it also threw off the timing of the program you had
planned.

You were embarrassed by these problems. They 1&
flected poorly on you and your efforts to thank you
employees for their work. While you understand it ur:
xpected problems can arise, you just don't think yo'_
should have to pay the full amount for a subpar expe:n
ence. You'll need to write a claim message asking for
adjustment to your bill,

LAy i

L
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something goes wrong between a business and its customers, usually
- someone LO4 Compose
acthi, yot

s &
(he.‘:::"n:';s‘ (email or letter).
ncern here is how to make it in a written mes

wﬂg:"; Cn(:cdium if you wanted a record of the lnterch.ns;%e":::;:‘:\gd likely choose a

with the recipient, or knew that writing to the recipient would be q:il:;:son;l termns

cfficient than contacting the reader by phone. While some claim messa r and more

dincCﬂY (see Chapter 7) ma.ny are al_so written indirectly when the Wrigt:- are w_rmen

resistanc ng negative reaction on the part of the reader. In thi anticipates
h for writing indirect claims. is chapter, we

examiné

e or a Stro
an approac

Choosing the Right Tone
[ goal in a claim message is to convince your recipient th;

]fx(:; gf compexfsation or remedy t:or a situation that hI:s occu:rte‘g.mBgte sefrr:: ii”ome

. completely in the rlgl?t: you \‘mll.not advance your cause with accusato OYO\-!

*ded language: When writing this kind of message, project an image of yog,sel?e_

S feason able person- Just as importantly, project an image of the reader as a reasoji

Jble person: Give h}m or 1.1er a chance to show that, if presented with the facts, he

or she will do the ng}.xt thing. Do not give in to the temptation to blame or wh;ne
tone as objective as you can while also making sure that the reader un-

Keep your p
derstands the problems caused by the situation. Focus as much as possible on facts

not feelings-

Leading into the Problem in the Beginning

A claim message needs to ident.ify the transactions involved. This you can do early in
the message as a part of the beginning. One way is to put the identification in the sub-
ject head in an email message or in the subject line of a letter, as in this example:

Subject: Fire Extinguishers: Your Invoice C13144

Another way is just to include a neutral but relevant buffer:

Today we received via FedEx Ground t
2009 (invoice # C13144).

se a subject line and your first paragraph or the first paragraph alone
choose your words with care. Such negatively charged words
t can put your readers on the defensive before you've

he fire extinguishers we ordered on 5 May

Whether you u
to introduce the problem,
as complaint or disappointmen
even had a chance to make your case.

Describing the Problem Clearly

In the body of your message, explain what happened. The words describing the prob-
lem shou'.dd be courteous yet firm. They should cover the problem completely, giving
;nough mfor.matxon to permit the reader to judge the matter. Present your case using
acts and logic. If there were consequences to what happened, include them. This be-

ginning sentence illustrates the point:
t‘f‘/:tege\ge purchased_ a Quick Time microwave (Serial No. 713129), we were told
b te:luse of our light use and the quality of the microwave, we needed only the
rrokin warranty rather than the three-year extended warranty. We have had the
ave for only seven months, but it suddenly quit working.

Notic i .
Haing el at:at this example uses the passive voice (“were told”) to avoid accusing or
) guage. You should follow these statements with any other evidence that
your eventual request to replace the microwave.

CHAPTER8 Maintaining Goodwill in Bad-News Messages

n to correct the situation. Typically, the off
n of those responsible. This claim can be m.iinedr: m :tlhl; the matter to  cleer, clsim messages using
. by phone, or by  an Indirect approach
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Requesting the Correction

The facts you present should prove your claim, so YOur next step is to foljgy jos:
cally with making the claim. How you handle the claim, however, i a

you to decide. You have two choices: You can state what YOu want (money bogy

replacement), or you can leave the decision to the reader. You choose which, baseq
on the situation.

Building Goodwill with a Fair-Minded Close

Your final friendly words should leave no doubt that you are trying to maintaina pos:
tive relationship. You could €Xpress appreciation for what you seek. However, youwat
to avoid the cliché “Thanking you in advance” Instead, say something like ‘T wouldbe
grateful if you could get the new merchandise to me in time for my Friday sale” Wha-

ever final words you choose, they should clearly show that yours is a firm yet cordid
and fair request.

Outlining the Indirect Claim Message
Summarizing the preceding points, we arrive at this outline for the indirect claim mes#*

. L , intothe
. Idegltlf}’ the situation (invoice number, product information, etc.) and lead
problem,

* Present enough facts o be convincing,

198
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. Seek corrective action.
. End positively—friendly but firm.

Contrasting Examples of Indirect Claim Messages
following two messages show contrasting ways of handling Jeff § tton’

:nh; the Regal Banquet Center. The first is blunt and harsh. Thge seco:d ?sncsol:xﬁ:ze::

yet clear and firm.

Junt and Harsh Message. From the very beginning, the first me.
313 the reader is r.eturning along wnh his reduced paymSnt—is insulﬁnss;gf';av:;t;en:
it may concern” is impersonal, g.en?rlc, and .outdated The opening paragraph is a fur-
ther affront, blurting out the‘ writer’s stance in angry language. The middle of the mes-
sage continues in this negative vein, accusing the reader with you and your and using
emotional language. The negative writing continues into the close, leaving a bad final
impression. Such wording is more likely to produce resistance than acceptance.

Subject: Bill Adjustment

To Whom It May Concern:

ljust received a bill for $1,410 for the winter party that | held for my employees at
the Regal Banquet Center. | absolutely refuse to pay this amount for the subpar

job you did of hosting this event.

First, you put us in an unpleasant room with no windows even though we had
made our reservations weeks in advance. The room was also much too warm.
| asked your staff to adjust the temperature, but apparently they never did.
Since the room didn’t have any windows, we just had to sit there and swelter in
our dress clothes. As if this weren’t bad enough, it took the servers so long to
bring all our food out that some people had finished eating before others were
even served. This made a complete mess of the nice dinner and the scheduled

program.

o follow logi-
“a matter for
money back,

which, based I had heard good things about your center but now regret that | chose it for

this important company event. The uncomfortable and chaotic experienqe
reflected poorly on me and on my appreciation for.my employees. Enclosed is
my payment for $1,000, which | feel is more than fair.

Sincerely,
ntain a pos”
er, you wa:t Jeff Sutton, Owner and President
« would 14 )
: alle” What- Sutton Creative Services
g
l Yet cor

This blunt and accusing
letter is unlikely to lead to a
cooperative reply or further
business with the reader.

d o . : . .
oubt about the writer’s interest in a continued relationship.

AFirm Yet Courteous Message. The second message (page 202) follows the plan
Suggested in preceding paragraphs. A subject line quickly identifies the situation. The

st Pa}‘agraph leads into the problem. Next, in a tone that shows firmness without
anger, it tells what went wrong, Then it requests a specific remedy. The ending uses
subtle persuasion by implying confidence in the reader. The words used here leave no

CHAPTER 8 Maintaining Goodwill in Bad-News Messages
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CASE ILLUSTRATION

Refused Request Message to an External Audience (Denying an Artist's Request). A regiong Mocicy
plays local artists’ work at its various satellite locations. Artists submit applications to have their work o ey

message shows a good strategy for denying a request to an artist who applied to have her wori d‘sua;::"'m R
Superior Family Medicine Clinic’s reception area. "l\&

" Lake Superior Famiryu .
Lake Superior 4546 Burger Lane o
% Ay i North Concord, W 547,
Family Medicine Clinic Web: www.sfm.org *

Visit us: Web: https:/www.Isfm.org phone: 715-987-495g
fax: 715-567-7684

June 15, 2012

Ms. Jane Burroughs
2942 County Highway J
North Concord, WI 54746

Relevant,

neutral y

ol Dear Jane:

By i Thank you for submitting your artwork for consideration at Lake Superior Family Medicing
reader’s Clinic. The jury's deliberation process took more time than expected due to the number of
favor by submissions. Such a delay is a rare occurrence, so your patience was appreciated.

thanking her )
" The Medical Center's art wall and case is a free service open to local artists like you. This

Frovides o | oy hibit area has been embraced by not only artists but also community members becauss of

remsTabiGy § e beauty it showcases. In fact, it's so popular that we had 75 requests from local artists lagt

RN month. Due to the limited wall space available and the large number of art submissions, your

xplavation | apwork was not chosen for display at this time.

supported

by o fact The jury enjoyed your pieces and noted that your art “personified light” We encourage you

Oz g submit up to 10 pieces from your collection once again in 120 days. As outlined in the inigal
o request letter dated May 22, 2012, artists can submit up to 10 submissions every 120 days.

alternative

Frovides o

If you have any questions, please contact me. Again, thank you for submitting your artwork.
‘[ We look forward to your next submission.

relevant,

forward- ,

looking Sincerely,

e Samantha, Kennedy

thot

builds Director, Marketing/Community Relations
goodenll Lake Superior Family Medicine Clinic

Email: sakennedy @Isfmc.org
Phone: 715-456-7890

B S
e
e e

e v e e S
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CASE ILLUSTRATION

to an Internal Audience (Saying “No” t E i
fused Request Message 1o : : o an Employee). This message shows a good
for denying a hard-working employee's vacation request because of CEO Kelsey Riley’s directive.

o buHfer

4z powits
e condnr G0
rtter 237 ag!f:e
uprn——[1 232V ts
sirg wrber A5 3 ———1

nsovsblz
s

gersor

s omeally
9

explows the —
reasons for

o Lz
vy thz

)
wugzr S request

Oftars o
dunll 5
s myes
L oy

bad ¥z s

2y
F)

s

i
]
! Frondzs yood [[ After September 30, you may request vacation time as usual. Remember that if
: T || .you are not able to take all of your vacation time between October 1 and the
: * i ‘end of the year, you can carry unused vacation time over to 2013. Furthermore,
) pagihe: == because of the work we've all devoted to SAP implementation, CEO Riley has
# servatisg ‘modified the number of allowed carry-over vacation days from 5 days to 10 days
i o g render 1| for 2013.
! i

ril look forward to working with you in the next two months. Because of your

lse {

W ' Mescage (T _ = x|
P Mesage | len  Opiom  commtes aews »
|I; L% cawn % iR S -p % %& A gusmers Cand - ? A
;wu ‘W‘IJ B l‘.:w : ‘;g:lh":’-laz‘lﬁm ﬂ Scaencs " ?

[ Ciose 7 VI   "¥9——1.|¢¢ Namesine BSgpate - '::7 [

| sma clowows L Eciee RN R, .. " o %, Simag
[7o._) damyig@wentworthoom T T I T T T T
o

Subject: ‘Vacation Request for August 6-17.

'Hi, Darryl,

I As you mentioned at yesterday's meeting, it's hard to believe that the SAP
‘project we only dreamed about two years ago is just two months from its go-
live date. | know how hard you've worked to implement SAP readiness

| activities and understand how eager you are for a vacation.

" While July and August usually represent an excellent time to take vacation
because production is slow and client demand is low, this summer represents an
exception because of our status as an SAP Power User. As a result, CEO Riley
has issued the following directive regarding vacation during the summer

months for core and site directors:

- Only one week of vacation will be approved between July 1—August 11.
. No vacation time will be approved between August 10-September 30.

Ifantastic work, the go-live is certain to run smoothly.

i

Rex ; ‘;

1‘ Rex Adler, Director
‘Human Resources
Wentworth Office Supplies
‘Phone: 319-444-1557




e ¥

e T I T
o pecember 12, 201 X -'
Subject: Involce #3712 (" sutton Party 1 ) :
Dear Ms. Sanchez: y
w, Sutton Creative services tngl?og; xg‘:x';z"dav %
Q’ y?::tkggnt'er on December 12: while ptional, | hay.“‘h
c::gems regarding ou" experience- od that we h om,
| booked the party 2% Augus, | req:%se room wv;e ave the paryy ;
XV" hocause of its size and view o: otg; ci:yém P and has r:‘(’)e:z iven for ,;k
the g ows, |,
i S Salon e ou know, Kin the tem . In
m::m m:::u'r:::i:f tnoa * 312 location also had the d(awbiilv‘efé 3;; blegto e tﬁ:’f;gfe hard tg gotton,
e i The servers were sympathetic bu t ool 00m from Gettng
do vma't' is fair and retains T or my 27 em ployees- | kno\g thal ;l%tf‘ oor contr;/c?a?\'es during the
Ao, . attached cop shows, w,
season; however, 85 the be in Salon A. e ageed|%”m

Sutton Creative
It also ap

t with only two servers, > '
Is)tL.:Arteld. As Z‘ result, we had to start the after-dinner program in the miggg
meal, requiring the spe
for people to hear and pay
was not the impressive “thank-you” to my harg " - ;

Overall, the event'
employees | had in

circumstances, | am requestin

amount for an experie
of customer service.

| would be grateful for
the adjusted bill to my

Sincerely yours,
Jeff Sutton, President
Sutton Creative Servic

Services would
peared that more server

s were needed for our party. The fare
Was elog

some guests had finished eating before otherg hag
Sven

aker to talk while people were eating. This dle of the
attention to his presentation. made it diffcy,

d when we drew up the contract. In light
g a revised invoice of $1,000. | believe thi of »
nce that | am sure did not represent the Regal's typ‘si ;ja fair q
‘e‘iel ; £

min

your response by the end of the month so t :
accountant for payment. hat | can forwary

and Owner
es

Denying a Customer’s Claim

Sometimes your Job at White Label |

t\‘;c;l,\‘/;as b:gdung a complaint. Toda
use the mornin,
it sl o g email has brought a strong

rics. The claim u order for WLs
aDo-Craft fabri:?:rrl uh::(',f‘ﬂe?e Sanderson, ez.p?é:f:\f; iib-
outdoor furniture hgg fadej "ering company used on somaet

She even incly badly in |
d ess th
point. She cont S Photographs of the tap, an 10 months,
ntends that the Product is ric to prove her

want
S her mongy back—gl| g0 517 of 1t defective, and s "
’ i

ndustries (WLI) in-

202

PART 3 g
asic Patterpg of Businegs Mes
sages

ADJUSTMENT REFUSALS

beel:spection of the photographs reveals that the fabric 1

fabric:ug:?eq to strong sunlight for long periods. D
foorcs or indoor use only. Both the WL brochus ¢
factp uct and the catalog description stress this PO i
oot you have difficutty understanding how Ms. Sanderso! i
issed it when she ordered from the catalog. AW ® .
ymo: se6 it, WLl is not responsible and should not efnd™®
o :?y At the same time, it wants to keep Ms: Sa“d“f:; | B
will d:peat customer. Now you must write the messag® ’ ;
just that. The following discussion tells Yo how. l

gO¢

s5 Z



Les
WleCmumcmh.mm 13th Edition

ent refusals are special type of refused request. Your
Adj“,?klns for a remedy. Usually you grant these claims. Most :ne ;:;ﬁ:;l:‘t.: m:‘da . refusais minimize
rror for which you are responsible. But such is not the ca'.:':n Yh:: m":ﬁ Mwn:' bad

m &
situation. The facts require that you say no. The following section shows impressions

wan rson’s
Smdeo w to handle this type of message.

you h
pet ermining the Strategy
. mary difference between this and other refusal messages is that in th ”
The pn. s we are defining them, your company will probably have clear, re:::n’:::;e
- gelines for what should and should not be regarded as legitimate requests for adjust-
ant. You will, therefore, not haye to spend much time figuring out why you cannot
m t'the reader’s request. You wlll have good reasons to refuse. The challenge will be
g’:ﬂ) so while still making possible an ongoing, positive relationship with the reader.
Setting Up Your Reasoning
with your strategy in mind, you begin with words that set it up. Since this message is a
nse to one the reader has sent, you also acknowledge this message. You can do this
ly in the message. Or you can do it with words that clearly show

ate reference €ar
bout the specific situation.

One good way of setting up your strategy is to begin on a point of common agree-
ment and then 0 explain how the case at hand is an exception. To illustrate, a case
involving 2 claim for adjustment for failure of an air conditioner to perform properly
might begin this way:

are correct in pelieving that an 18,000 BTU Whirlpool window unit should cool

You
the ordinary three-room apartment.
The explanation that follows this sentence will show that the apartment in question
is not an ordinary apartment.
Another strategy is to build the case that the claim for adjustment goes beyond what
d. A beginning such as this one sets it up:

can reasonably be expecte
ilies to enjoy beautifully decorated homes at budget prices is one of our

do all we reasonably can to reach it.

by a date re¢
u are Writing &

Assisting fam
most satisfying goals. We
The explanation that follows this sentence will show that the requested adjustment

goes beyond what can be reasonably expected.

Making Your Case
refusal, explain your company’s relevant policy or practice.

In presenting your reasons for
call attention to facts that bear on the case—for example,

Without accusing the reader,
© 2008 Ted Goff

=e
By

BH!H y

|

“Sorry, we believe that the customer
is only right some of the time under
certain circumstances, and none
of them apply to you.”
SOURCE: Copyright © 2008 Ted Goff.

CHAPTER 8 Maintaining Goodwill in Bad-News Messages
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OIS quse Content
Outlook Quick Parts Tool Allows W1 iters (o Re

gy ap-  dialog box to customize your Quick p.
If you use Outiook and have content that frequen y ap {ime. you can build, categorize, and% M%

ma consider
pears in your email messages, you p Rentie Quick Parts selections. ity
o

using the Quick Parts tool. ve The next time you need to se
nd

" for example, that you send reminders S¥8H your

L,et.ms sa)tvo gmployeesp’ regarding their time sheets. After just open a new message, go to the | '“es&m

two Quick Parts, and choose your text from " Fibboy, oy

: rmatted it the way you
you've created your content and formatt rs. The content will be in i fst
peal serted into your thay E'Y

always want it to appear in your reminder messages, S€- o o .
lect tryvse text. Once the text is selected, from the Insert rib-  you originally saved it in Quick Parts, You o o
pdown arrow, click “Auto  you know that your reminders will be s?"e ﬁ""an

ONsistent N the,

bon, click the Quick Parts dro “ )
Text,” and then click “Save Selection to AutoText Gallery. look and their content.

From there, you can use the

“Create New Building Block”

Review Adobe PDF

G testage Inzen owxu Fom;tvm T - o '
1 - AoopCaps AP e~ Am
A
T Oste & Nme Tt Q A‘:

R Y =T LR ks Q o MiF

Atach Owtieok Business Calendar Signature  Table  Picure CAD  Shapes Smarthnt Chart Screenshot Hyperlink Bookmack  Text | Qukck |WordArt
Fie Rem Cad~ - - At - - Box~ '_;”.'.';1 ,',,_,,!m“ Em- 9".“'""“""
Incuce Tabies Brsteatsons ks @ avtorest e e T l..:
s A e e e e e _,AM__,ﬂiﬁ B ¥ | Generi S |
T staff@abccompany.org 1 Save Selection to Quick Part Galiery... S -
= S e T : il \,___‘:‘:'__\'“"
Send S . .

e
Subject | Time Sheet Remunder

sassssssasassasanEasn

Rebecca Casperson
Human Resources Assistant

Fax: 815,777.2454

@  Sex more sbout: staff@abccompany.org.

;}glzn tllte Ci‘t;tm'in question has been submerged in water, that the printed material warned
" the facts sh:lllllldlllzefj’ 10 r that the warranty has expired. Putting together the palicy wd
ad logically to the conclusion that the adjustment cannot be granted

Refusing Positively and Closing Courteously

Asin other re

result, You chxlrl; a:i Iglless?ges’ your refusal derives from your explanation. Itisthe logical

example, this one | elar Y, and you make it as positive as the circumstances permit. Fr
€15 clear, and it contains no negative words:

e . 1y o s k5
In view of these factsr €T, you might present it in positive language like this:
» We can repair the equipment at cost.
riate, posit®

Asinall bad-

comment. You C:slv(\;s messages, you should end this one with some approPri==. - o

the quality of your reinforce the message that you care about the reader’s busmeSS_'e
your products. In cases where it would not seem selfish, you €°

PART i
3 Basic Patterns of Business Messages
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¢« new products or services that the reader might be interested
abov words that recall the problem are n::roprht:h ere. in. Neither negative

.polOSi‘s nor
g the General Plan

;\daptin reral |
we apply these special considerations to the general
bt . fic plan for adjustment refusals: " plan, we come up with the

following sPect
. in with words that are on subject, are neutral about the decision, and set
ur strategy: -

. sent the strategy that explains or justifies, being factual and positive
" Refuse clearly and positively, perhaps including a counterproposal. '
. End with positives forward-looking, friendly words.

g Adjustment Refusal Messages
f WLT’s refusal to refund th
Bad and good treatment 0 e money for the faded fabri
Jlustrated by the following two messages. The bad one, which is blunt and m‘:f:fﬁfe
dwill. The good one, which uses the techniques described in the precedingé

troys 800
s::sagf‘);Phs’ stands a fair chance of keeping goodwill.

Contrastin

in a Direct Refusal. The bad email begins bluntly with a direct state-
ment of the refusal. The language is negative (regret, must reject, claim, refuse, damage,
P convenience). The explanation is equally blunt. In addition, it is insulting (“It is dif-
ficult to understand how you failed . . 7). It uses little tact, little you-viewpoint. Because

the close is negative, it recalls the bad news.

Subject: Your May 3 claim for damages

Ms. Sanderson,
t to report that we must reject your request for money back on the faded

Bluntness

| regre
Do-Craft fabric.

We must refuse beca
difficult for me to und
clearly stated in the catalog from whic
back of every yard of fabric. Since we
to inform you, we cannot possibly be responsible.

We trust that you will understand our position. We regret very much having to
deny your request.
Marilyn Cox, Customer Relations

use Do-Craft fabrics are not made for outside use. It is
erstand how you failed to notice this limitation. It was
h you ordered. It was even stamped on the
have been more than reasonable in trying The bad email shows little
concern for the reader’s

feelings.

::;:I:nw? tllmnfd'lreccﬂt Order in a Courteous Refusal. The good message (page 207)
Without accu?:t? y talk on a pomt.of agreement that also sets up the explanation.
fee the comos orflrs, anger, or negative wor.ds, it reviews the facts of the case, which
than toted Ifis y from blame. The refusal is clear, even though it is implied rather
etuphasi, "I.he 4 gsklﬂie shuuift); ltlgl}ilﬂetgl.ﬂlt uses no negatives, and it does not receive undue
mayactually rosult 1 a futue ¢ a[;e. suggestions that fit the one case—suggestions that

CHAPTERS Maintaining Goodwill in Bad-News Messages 205




CASE ILL us

- stomer an

ent Refusal Letter (Refusing a Refund). An outT-:f. tcouv\.ftn cu! ”Mm o
andmnnednbackthmwnkshtoruklngfornmfund. thodmcsw “tmmmmmm .
But perspiration stains on prov s "

that she did not like it anymore. - M‘\

presents the refusal.

103 BREAKER RD. HOUSTON, TX 77015 713-454-6778 Fax: 713-454-6771

Ovi-subject opening February 19, 2012

Ms. Cherie Ranney

117 Kyle Avenue E
College Station, TX 77840-2415

Dear Ms. Ranney:

We understand your concern about the elegant St. John’s dress

i you returned February 15. As always, we are willing to do as much

as we reasonably can to make things right. Setup g+,

explonatis,

Review of
tihe foacts— [ What we can do in each instance is determined by the circumstances.
supports With returned clothing, we generally give refunds. Of course, to meet Goos
the writer’s —| our obligations to our customers for quality merchandise, all returned restraimt—,
et clothing must be unquestionably new. As you know, our customers BEES N
position expect only the best from us, and we insist that they get it. Thus, S0,
NVegative because the perspiration stains on your dress would prevent its resale, e Bgar
i s we must consider the sale final. We are returning the dress to you.
. With the proper alterations, it can be an elegant addition to your ,
Emphasis o
wlhat ¢an L2

minimized v wardrobe.

the refusal .
Please visit us again when you are in the Houston area. It would be our done—izigs

Friendly pleasure to serve you. o
goodwill ,,)Odw:‘.
i Sincerely, ol
7 Vi O 7 halll
Marie O. Mitchell

President




gubject: Your May 3 Message about Do-Craft Fabric

Ms. Sanderson:

i
i , you have a right to expect the best possible service fr - e
conai"tbé Do-Craft product is the result of years of experimentac:l::nl.):ngr\;.vg

ufacture each yard under the most careful controls. We are det, i
mmpmducts will do for you what we say they will do. ermined that

|
|
o
se we do want our fabrics to please, we carefully inspected the phot

1 ¢ Do-Craft Fabric 103 that you sent us. It appears that each ple hagh 08
bjected to long periods in extreme sunlight. Because Do-Craft fabrics canbeeno‘t.
withstand exposure to sunlight, all our advertising, the catalog, and a stampe

inder on the back of every yard of the fabric advise customers that the fabric
eant for indoor use only.

As you can seé from our catalqg, the fabrjcs in the 200 series are recommended for
outdoor use. You may also be interested in the new Duck Back cotton fabrics listed
in our 500 series. These plastic-coated cotton fabrics are economical, and they
resist sun and rain remarkably well.

|f we can help you further in your selection, please contact us at service@wli.com.

ism

Marilyn Cox, Consumer Relations

NEGATIVE ANNOUNCEMENTS

Announcing a Medical Coverage Cut

As the assistant to the human resources director at  on these benefits, especially since profits have declined
National Window Systems, you have been given the  for the past several quarters. Something has to give if
difficult assignment of writing a bad-news message for  National Window Systems is to remain competitive while
your boss. She has just returned from a meeting of the also avoiding lay-offs. The administrators decided on a
company’s top executives in which the decision was  number of cost-cutting measures including this reduction
made to deduct 25 percent of the employees’ medical  in the company’s payment for medical insurance. The
insurance premiums from their paychecks. Until now,  message you will write to National Window Systems
National Window Systems has paid it all. But the rising  employees is a negative announcement.

cost of health coverage is forcing the company to cut back

g::rc:;wnaily, businesses must announce bad news to their customers or employees. LOG6 Write negative

o pro?ir:g ;’;‘ <ompany n:ught l?eed to announce that prices are going up, that a service ~ announcements that

e ine is being discontinued, or that a branch of the business is closing, Or a  maintain goodwill.
Pany might need to tell its employees that the company is in some kind of trouble,

CHAPTER 8 Maintaining Goodwill in Bad-News Messages 207
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that people will need to be laid off, or, as in the Introductory Challenge, hyy
benefits must be reduced. Such negative announcements generally folloy the B
tions previously given in this chapter. )

Determining the Strategy

When faced with the problem of making a negative announcement, your first
be to determine your overall strategy. Will you use direct or indirect Organization?

In most cases the indirect arrangement will be better. This route is especially mm
mended when it is reasonable to expect that the readers would be surprised, particy.
larly disappointed, or even angered by a direct presentation. When planning an indireq
announcement, you will need to think about what kind of buffer opening to use, what
kind of explanation to give, how to word the news itself, and how to leave your readers
feeling that you have considered their interests.

Setting Up the Bad News

As with the preceding negative message types, you should plan your indirect beginning
(buffer) carefully. You should think through the situation and select a strategy thatwil
set up or begin the explanation that justifies the announcement. Perhaps you will begin
by presenting justifying information. Or maybe you will start with complimeatary @
cordial talk focusing on the good relationship that you and your readers have devt

oped. Choose the option that will most likely prepare your reader to accept the comt
bad news.

Positively Presenting the Bad News -

In most cases, the opening paragraph will enable you to continue with backg:;:“&

sons or explanations in the next paragraph, before you present the negative i

explaining will help you put the negative news in the middle of the paragrd

than at the beginning where it would be emphasized. 4 avd
As in other negative situations, you should use positive wordsS 'm:e ihis is &

necessary negative comments when presenting the news itself. Sin

PART 3 Basic Patterns of Business Messages

s BT Wt )
= ang i g RO Y

re;



palance:

all human resources professionals, Joan McCarthy,
Like of human resources communication for Comcast
directol has to deliver negative news to em-
cable. whether it's about healthcare coverage, organi-
ployees: " or other issues. Her advice? “Balance,
spin, I8 the key. Frequent, candid communication that
ot PN 8 good with the bad will go much further to-
and maintaining employee trust than the

§ - ,
Not “Spin in Negative Announcements

Whﬁ’:mmmuMcchwwmmmmM.
6 other times she takes a more gradual approach.
Whicheverpaﬂemyouuse,'n‘simpmmwmm
openly and honestly,” she advises. But you should also bal-
moeomt}'\enegauveby“reinhcir\gﬂnposm,m
ﬂ.\elt!ewsmperspecuve.andsrwhgwfmhm
tion is doing to help.” In these ways you can “communicate
padnewsinawaythatprewvesywcmvpmy‘saadibi—
ity and keeps employee trust and morale intact.”

mogdeaﬁ"e ‘spin.””

r, you must make certain that you cover all the factual details
involved. People may not be (_axpecting.this news. They will therefore want to know the
whys and whats of the sntuatlon.'Anc! if you want th(.em to believe that you have done
4ll you can to prevent the negative situation, you will need to provide evidence that
ions the readers must take, these should be covered clearly

this is true- If there are acti
as well. All questions that may come to the readers’ minds should be anticipated and

covered.

announcement, howeve

yee
1C-
Focusing on Next Steps or Remaining Benefits

s negative news will mean that things have changed. Customers may no
get a product that they have relied upon, or employees may have to
for something that they have been getting for free. For this reason,

f a negative announcement will often need to include an effort
em that your news just created for them. In situations
ffer—for example, when announcing certain price
increases—you can still help people feel better about your news by calling attention
o the benefits that they will continue to enjoy. You can focus on the good things that
have not changed and perhaps even look ahead to something positive or exciting on

the horizon.

[n many case
Jonger be able to
find a way to pay
a skillful handling 0
to help people solve the probl
where you have no further help to o

g Note

r the matter positively. They
itive look forward, a sin-
e relationship with your

Closing on a Positive or Encouragin

The ending words should cement your effort to cove
can be whatever is appropriate for this one situation—a pos
cere expression of gratitude, or an affirmation of your positiv

readers.

Reviewing the Plan
Applying the preceding instructions to the general plan, we arrive at thi
for negative announcements written in indirect order:

* Start with a buffer that begins or sets up justification for the bad news.
* Present the justification material.

* Give the bad news positively but clearly.
Help solve the problem that the news may have created for the reader.

* End with appropriate goodwill talk.

s specific plan

CHAPTER8 Maintaining Goodwill in Bad-News Messages
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i Shopmmﬂmtmdmmm
%thoﬂc but clearly Conveys the negative "%

T ——
T Messae M ———
;‘«‘

Format Text  Addin s ,
u i E R gﬁ %1 g j:-""':ka Y 5 .
.~ !V

B ey

% cafibn (Body! < i )
-.A-ﬁ’"‘,”-i’}‘ B S A~ R

| '3 s U X
: - 3
- ey,

........

May 27, 2012, 10:00 AM

Shop Personnel:

We have had a very good year so far: The perfonpance of the de
been exceptional, and the feedback from our business unit customers has gy

A cordal

buffer it ful attention to deadlines and quaji
: . been very positive. It's your careful ¢ : Quality that

sets up th | helped us manage the fluctuations in our workload in the current egom",;as :

M2SE0Y2 . :

[‘ As we all heard at our last all-employee quarterly meeting, the economy is sy
not growing at the pace we had hoped for. While our profits on sales have begn
[ above expectations, sales are behind our initial projections. Additionally, we wiy |

not be renewing the work orders for the six outside contractors until of unless |
the workload requires it. This being the case, we will need to temporarily adjust 1

Reazons are

o the shop hours. The current booked work should be enough to aliow s i

AT maintain a standard 40-hour week through the summer months; however,we |
will not be able to justify additional overtime. We are aiso asking thatthoss '
with over four weeks’ vacation take a minimum of two weeks between June 1

{_ and August 31.
Offzrs On the positive side, we fully believe that this is a short-term situation and

expect to be back to full workload conditions by the end of FY2012

posttivz views
related to the

(September 30). Based on our sales and profits, we have also been able
to set aside the scheduled first half of the employee bonus program.

ancuncement
Offers 5 As we move forward with these new schedules, | am confident in our ability o
forward- continue our excellent performance and eventually return to our normal
looking schedules. If you have any questions, please contact your supervisor, human

resources, or me.

Vie

Victor C. Baez

Zip Ready Manufacturing
‘ Machine Shop Manager
| Phone: 904-567-2694

| Fax:904-567-4598

conclusion




Cont,rust.i ng Negative Announcements
and bad techniques in negative announcements are illust
messages. The bad one is direct, which in some clrcums:n:::e:,m :,he following
put clearly is not in this case. The good one follows the pattern just dlsx . :“:ccephb‘e
ess Here Alarms the Readers. This bad example ] i
rs with its abrupt announcement in the beginning. -n,Pe rei;:iyag‘“;,’“ ll:;

de .
red tive message. They probably don’t understand the reasons behind

jve the nega -
tive news. The explanation comes later, but the readers are not likely to be in
a

to
the negd

reCCPtivc moo

d when they see it. The message ends with a repetition of the bad news

To our employees:
onal Window Systems management sincerely regrets that effective February

Nati 2 ——
1 you must begin contributing 25 percent of the cost of your medical insurance
As you know, in the past the company has paid the full amount. )

decision is primarily the result of the rising costs of health insurance, but

costs to the company.

sincerely,

This g
our profits also have dgclnned the last several quarters. Given this tight financial
picture, we needed to find ways to reduce expenses.
We trust that you will understand why we must ask for your help with cutting Directness here
sends a negative
message.

Convincing Explanation Begins a Courteous Message. The better example fol-

Jows the recommended indirect pattern. Its opening words begin the task of convinc-

ing the readers of the appropriateness of the action to be taken. After more convincing
t flows logically. Perhaps it will not be received positively

explanation, the announcemen
by all recipients, but it represents a reasonable position given the facts presented. After

the announcement comes an offer of assistance to help readers deal with their new situ-
ation. The last paragraph reminds readers of remaining benefits and reassures them that
management understands their interests. It ends on an appreciative, goodwill note.

To All Employees:

Companies all across t
struggling to keep up wi
providers, and businesspeop
skyrocketing cost of health insurance.

We are feeling this situation here in our own company. The premiums that we pay
to cover our health benefits have increased by 34 percent over the last two years,

he United States, no matter how large or small, are
th the rising cost of healthcare. Legislators, healthcare
le everywhere are working to find a solution to the

For the short term, we must find a way to cut overall costs. Your management
has considered many options and rejected such measures as cutting salaries
and reducing personnel. Of the solutions that will be implemented, the only

Change tha_t affects you directly concerns your medical insurance. On March 1

we will begin deducting 25 percent of the cost of the premium.

r‘::m Taylor in the Personnel Office will soon be announcing an informational

p leetmg about your insurance options. Switching to spousal coverage, choosing
ess expensive plan with lighter deductibles, or setting up a flexible spending

CHAPTER 8 Maintaining Goodwill in Bad-News Messages

and they now represent a huge percentage of our expenditures. Meanwhile, as
you know, our sales have been lower than usual for the past several quarters. This indirect example
follows the bad-news

pattern.
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Iso see Jim after the :
u. Youcana m
account may be right for yo is well versed in the many somi:::"ﬂ o an

a personal consultation. Hefor your situation. Ni::

ice

ou expert adv i ;

o giwlt:care benefits are some of the best in our city and in By
Our heal

t see
current plan will no any change .
those who continue with thgour management regards a stron, N they ‘¥

.pays.
coverage or th:"‘;%rﬁpﬁy's success, and Wg will do all we ca:ﬁ,:p'":::
as critical to the ping your company financially vigpe We W

kee
these bﬁneﬁts Wh‘:‘ed understa"dmg' N

your cooperation a
tness in Some Cases

ing Direc , :
Using the beginning of this chapter, in some cases it i m@y

As we mentioned at i resentation of the
reader will react favorably to 2 divect p bad news, If for h&

the negative news is expected (as wlrllf_ilil the naelws medng have already l'evm:‘m
impact may be viewed as ne.ghglble.- ere is dso a good case for directpeg Y
company’s announcement will contain a remedy a(l)lr announce new benefy, that . ¢
signed to offset the effects of the bad news. .A's in all announcements wigy, Some R
element, this part must be worded as positively as possible. Also, the e,
end on a goodwill note. The following example of.a stores announcement ab"“‘disq.,
tinuing a customer reward program illustrates this situation.

Sincerely,

Dear Ms. Cato:

Effective January 1 Frontier Designs is dis.continuing our Preferred Customer

so that we may offer several new promotions. Prograny
1

Your accumulated points will be converted to a savings coupon worth asmuchasy

more than your points total. Your new points total is on the Coupon enclosed with ¢

letter. You may apply this coupon in these ways: ;

* When shopping in our stores, present your coupon at the register.

* When shopping from our catalogs, give the coupon number to the telephone serves
agent, enclose your coupon with your mail order, or enter it with your online ordera -
www.frontierdesigns.com/catalog.

In all these cases we will deduct your coupon value from your purchase total. if yo
have any questions, please call us at 1-800-343-4111. :

We thank you very much for your loyalty. You’ll soon hear about exciting nev
opportunities to shop and save with us.

Sincerely,

THERE’'S MORE . .. i

Would.you like to learn more about breaking bad news? Would you e/ l::lrlnb“}
for maintaining goodwill in bad-news situations? Could your tone and Seyvuf e
NEWs messages be improved? Scan the QR code with your smartphone or };50015 &P

browser to visit www.mhhe.com/lesikar13e. Choose Chapter 8 > Bizcom

PART 3 Basic Patterns of Business Messages

A



