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When a colleague or client sends you something or makes a request, you
should acknowledge what was sent, respond to the request, or explain
that you cannot respond to the request immediately in a short, polite
note. The message shown in Figure 4-1 could be sent as a letter, an
e-mail (Tab 2), or a text message (Tab 2). See also correspondence.

[acknowledgments

— L
#» Send X Cancel Save Draft 4 Add Attachment  @=> Signature Options )
TO Ma'rsha Stein <stein39@macrofoods.com>
[ i Show
L% __I'aec

Subject | Checkout Reporting System

Dear Ms. Stein:

I received your comprehensive report today. When | finish studying it in detail, I'll
send you our cost estimate for the installation of the Checkout Reporting System.

Thank you for preparing such a thorough analysis.

Regards,

Wilbur Kohn J

FIGURE 4-1. Acknowledgment

@justments j

An adjustment letter or e-mail (Tab 2) is written in response to a com-
plaint and tells a customer or client what your organization intends to
do about the complaint. Although sent in response to a problem, an
adjustment letter actually provides an excellent opportunity to build
goodwill for your organization. An effective adjustment letter, such as
the examples shown in Figures 4-2 and 4-3, can not only repair any
damage done but also restore the customer’s confidence in your com-
pany. See also complaints.

No matter how unreasonable the complaint, the tone (Tab 10) of
your response should be positive and respectful. Avoid emphasizing the
problem, but do take responsibility for it when appropriate. Focus your
response on what you are doing to correct the problem. Settle such mat-
ters quickly and courteously, and lean toward giving the customer or
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INTERNET SERVICES CORPORATION
10876 Crispen Way
Chicago, lllinois 60601

May 12, 2014

Mr. Jason Brandon
4319 Anglewood Street
Tacoma, WA 98402

Dear Mr. Brandon:

We are sorry that your experience with our customer support help
line did not go smoothly. We are eager to restore your confidence in
our ability to provide dependable, high-quality service. Your next
three months of Internet access will be complimentary as our
sincere apology for your unpleasant experience.

Providing dependable service is what is expected of us, and when our
staff doesn’t provide quality service, it is easy to understand our
customers’ disappointment. I truly wish we had performed better in
our guidance for setup and log-in procedures and that your
experience had been a positive one. To prevent similar problems in
the future, we plan to use your letter, anonymized, in training
sessions with customer support personnel.

We appreciate your taking the time to write us. It helps to receive
comments such as yours, and we conscientiously follow through to be

sure that proper procedures are being met.

Yours truly,
ﬁ”} Coanlson__

Inez Carlson, Vice President
Customer Support Services

wWww.isc.com

- Gl s

FIGURE 4-2. Adjustment Letter (Company Takes Responsibility)
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adjustments 109

client the benefit of the doubt at a reasonable cost to your organization.
See also refusals.

Full Adjustments

Before granting an adjustment to a claim for which your company is at
fault, first determine what happened and what you can do to satisfy the
customer. Be certain that you are familiar with your company’s adjust-
ment policy—and be careful with word choice (Tab 10).

» We have just received your letter of May 7 about our defective gas
grill.

Saying something is “defective” could be ruled in a court of law as an
admission that the product is in fact defective. When you are in doubt,
seek legal advice.

Grant adjustments graciously: A settlement made grudgingly will
do more harm than good. Not only must you be gracious, but you must
also acknowledge the error in such a way that the customer will not lose
confidence in your company. Emphasize early what the reader will con-
sider good news.

» Enclosed is a replacement for the damaged part.
» Yes, you were incorrectly billed for the delivery.

» Please accept our apologies for the error in your account.

P PROFESSIONALISM NOTE If an explanation will help restore your read-
er’s confidence, explain what caused the problem. You might point out
any steps you may be taking to prevent a recurrence of the problem.
Explain that customer feedback helps your firm keep the quality of its
product or service high. Close pleasantly, looking forward, not back.
Avoid recalling the problem in your closing (do not write, “Again, we
apologize . . .”). »

The adjustment letter in Figure 4-2, for example, begins by accepting
responsibility and offers an apology for the customer’s inconvenience
(note the use of the pronouns we and our). The second paragraph
expresses a desire to restore goodwill and describes specifically how the
writer intends to make the adjustment. The third paragraph expresses
appreciation to the customer for calling attention to the problem and
assures him that his complaint has been taken seriously.

Partial Adjustments

You may sometimes need to grant a partial adjustment—even if a claim
is not really justified—to regain the lost goodwill of a customer or
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client. If, for example, a customer incorrectly uses a product or service,
you may need to help that person better understand the correct use of
that product or service. In such a circumstance, remember that your
customer or client believes that his or her claim is justified. Therefore,
vou should give the explanation before granting the claim — otherwise,
;four reader may never get to the explanation. If your explanation estab-
lishes customer responsibility, do so tactfully. Figure 4-3 is an example
of a partial adjustment message. See also correspondence.

aml

Dear Mr. Sanchez:

Thank you for your letter requesting the replacement of your C55
Laptop Computer.

You said in your letter that you used the unit on an open patio. As our
service representative pointed out, this model is not designed to
operate in extreme heat. As the instruction manual accompanying
your new C55 states, such exposure can produce irreparable damage.
Because your unit was used in such extreme heat conditions, we

cannot honor the warranty.
However, we are attaching a certificate entitling you to a trade-in
allowance equal to your local CSl dealer’s markup for the unit. This

means you can purchase a new unit at wholesale, provided you
return your original unit to your local dealer.

Sincerely,

Customer Service Department

\.
FIGURE 4-3. Partial Adjustment (Accompanying a Product)

(complaints J

A complaint letter or e-mail (Tab 2) describes a problem that the writer
requests the recipient to solve. The tone (Tab 10) of a complaint letter

’

———————————_-—u_-l._lszc‘.li_nuﬂmﬂm [—

» PP P®

POPLLPOPIOISIPdDDdDD B

~

=

CTORRRRNNNNNINNOOOEEOOEY

complaints 111

P =
#» Send X Cancel SaveDraft 4 AddAttachment @ Signature Options )

TO .customerservice@ST?.conﬁ

cC | . Show
BCC

Subject SijS Dia{gh‘osti‘& Scanners
[™ MKeller_ST3-1179R.pdf Download

On July 11,  ordered nine ST3 Diagnostic Scanners (order # ST3-1179R). The
scanners were ordered from your customer Web site,

On August 3, | received seven HL monitors from your parts warehouse in
Newark, New Jersey. | immediately returned those monitors with a note
indicating that a mistake had been made. However, not only have | failed to
receive the ST3 scanners that | ordered, but | have also been billed repeatedly
for the seven monitors.

| have attached a copy of my confirmation e-mail, the shipping form, and the most
recent bill. If you cannot send me the scanners | ordered by September 15, please
cancel my order.

Sincerely,

Marissa Keller

FIGURE 4-4. Complaint Message

or e-mail is important; the most effective ones do not sound complain-
ing. If your message is shrill and belligerent, you may not be taken seri-
ously. Assume that the recipient will be conscientious in correcting the
problem. However, anticipate reader reactions or reburttals. See audience

e

» I reviewed my user manual’s “safe operating guidelines” carefully
before I installed the device. [This assures readers you followed
instructions. |

Without such explanations, readers may be tempted to dismiss your
complaint. Figure 4-4 shows a complaint letter that details a billing
problem. Although the circumstances and severity of the problem may
vary, effective complaint letters generally follow this pattern:

1. Identify the problem or faulty item(s) and include relevant invoice
numbers, part names, and dates. Include a copy of the receipt,
bill, or contract, and keep the original for your records.
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2. Explain logically, clearly, and specifically what went wrong,
especially for a problem with a service. (Avoid guessing why you
think a problem occurred.)

3. State what you expect the reader to do to solve the problem.

Begin by checking to see if the company’s Web site provides instructions
for submitting a complaint. Otherwise, for large organizations, you may
address your complaint to Customer Service. In smaller organizations,
you might write to a vice president in charge of sales or service or “sup-
port,” or directly to the owner. If you do not receive a timely response
to your initial complaint, try sending another copy to a different person
in the company or contact the company using a different medium. Bee

also adjustments, refusals, and selecting the medium (Tab 2).

@Jrrespondence

DIRECTORY

Audience and Writing Style 112

Openings and Closings 113

Goodwill and the “You” Viewpoint 114

Weriter’s Checklist: Using Tone to Build Goodwill 116
Direct and Indirect Patterns 116

Clarity and Emphasis 120

Writer’s Checklist: Correspondence and Accuracy 121

Correspondence in the workplace —whether through e-mail (Tab 2), let-
ters, memos, or another medium — requires many of the steps described
in “Five Steps to Successful Writing” (page xxv). As you prepare even a
simple e-mail, for example, you might study previous messages
(research) and then list or arrange the points you wish to cover (organi-
zation) in an order that is logical for your readers. See also selecting the
medium (Tab 2).

Corresponding with others in the workplace also requires that you
focus on both establishing or maintaining a positive working relation-
ship with your readers and conveying a professional image of yourself
and your organization. See also audience (Tab 1).

Audience and Writing Style

Effective correspondence uses an appropriate conversational style. To
achieve that style, imagine your reader sitting across from you and write
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correspondence 11 3

to the reader as if you were talking face to face. Take into account your
reader’s needs and feelings. Ask yourself, “How might I feel if I received
this letter or e-mail?” and then tailor your message accordingly.
Remember, an impersonal and unfriendly message to a customer Or
client can tarnish the image of you and your business, but a thoughtful
and sincere one can enhance it.

Whether you use a formal or an informal writing style depends
entirely on your reader and your purpose (Tab 1). You might use an
informal (or casual) style, for example, with a colleague you know well
and a formal (or restrained) style with a client you do not know.

CASUAL It worked! The new process is better than we had
dreamed.
RESTRAINED  You will be pleased to know that the new process is

more effective than we had expected.

You will probably find yourself using the restrained style more fre-
quently than the casual style. Remember that an overdone attempt to
sound casual or friendly can sound insincere. However, do not adopt so
formal a style that your writing reads like a legal contract. Affectation
(Tab 10) not only will irritate and baffle readers but also can waste time
and produce costly errors.

AFFECTED = Per yesterday’s discussion, we no longer possess an
original copy of the brochure requested. Please be
advised that a PDF copy is attached herewith to this
e-mail.

IMPROVED  We are out of original copies of the brochure we dis-

cussed yesterday, so I am attaching a PDF copy to
this e-mail.

The improved version is not only clearer and less stuffy but also more
concise. See also business writing style (Tab 10) and conciseness (Tab 10).

Openings and Closings

The opening of any correspondence should identify the subject and
often the main point of the message.

» Attached is the final installation report, which I hope you can
review by Monday, December 15.You will notice that the report
includes . . .

When your reader is not familiar with the subject or with the back-
ground of a problem, you may provide an introductory paragraph before
stating the main point of the message. Doing so is especially important
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in correspondence that will serve as a record of crucial information.
Generally, longer or complex subjects benefit most from more thorough

introductions (Tab 1). However, even when you are writing a short mes-
remind readers of the context (Tab 1). In

sage about a familiar subject,
at provide context ar¢ shown in alics.

the following example, words th

» As Maria recommended, 1 reviewed the office reorganization plan. I

like most of the features; however, the location of the receptionist
and assistant . . .

Do not state the main point first when (1) readers are likely to be highly
skeptical or (2) key readers, such as managers or clients, may disagree
with your position. In those cases, a more persuasive tactic is to state the
problem or issue first, then present the specific points supporting your
final recommendation, as discussed later under the indirect pattern on
page 117. See also persuasion (Tab 1).
Your closing can accomplish many important tasks, such as build-
ing positive relationships with readers, encouraging colleagues and
employees, letting recipients know what you will do or what you expect

of them, and noting any assignment deadlines.

I will discuss the problem with the marketing consultant and let
you know by Wednesday (August 6) what we are able to change.

sometimes unavoidable. (“If you have further
) However, try to make your closing
ompts to which the reader can

>

Routine statements are
questions, please let me know.
work for you by providing specific pr
respond. See also conclusions (Tab 1).

» Thanks again for the report, and let me know if you want me to

send you a copy of the test results.

Goodwill and the “You” Viewpoint

Werite concisely, but do not be so blunt that you risk losing the reader’s
goodwill. Responding to a vague written request with “Your request was
unclear” or “I don’t understand” could offend your reader. Instead,

establish goodwill to encourage your reader to provide the information

you need.

» I will be glad to help, but I need additional information to locate
the report you requested. Specifically, can you give me the
report’s title, release date, or number?

Although this version is a bit longer, it is more tactful and will elicit a
helpful response. See also telegraphic style (Tab 10).
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correspondence 115

You can also build goodwill by emphasizing the reader’s needs or
benefits. Suppose you received a refund request from a customer who
forgot to include the receipt with the request. In a response to that cus-
tomer, you might write the following:

WEAK  We must receive the sales receipt before we can process
a refund. [The writer’s needs are emphasized: “We

must.”]

If you consider how to keep the customer’s goodwill, you could word
the request this way:

IMPROVED Please send the sales receipt so that we can process
your refund. [Although polite, the sentence still
focuses on the writer’s needs: “so that we can

process.”]

z’l—?u can p’ut the reac‘ler’s needs and interests foremost by writing from
e reader’s perspective. Often, doing so means using the words you and
your rather than e, our, I, and mine—a technique called the “you” view-
point (Tab 10). Consider the following revision:

EFFECTIVE  So that you can receive your refund promptly, please
mail or fax the sales receipt. [The reader’s needs are

emphasized with you and your.]

This revision stresses the reader’s benefit and interest. By emphasizing
the reader’s needs, the writer will be more likely to accomplish the pur-
pose: to get the reader to act. See also positive writing (Tab 10).

If overdone, however, goodwill and the “you” viewpoint can pro-
duce \,_vriting that is fawning and insincere. Messages that are full of
excessive praise and inflated language may be ignored—or even
resented — Dby the reader.

You are just the kind of astute client that
deserves the finest service that we can
offer—and you deserve our best deal. Under-
standing how carefully you make decisions, I
kn_ow you’ll think about the advantages of
using our consulting service.

EXCESSIVE PRAISE

From our earlier correspondence, I understand
your need for reliable service. We strive to give
all our priority clients our full attention, and
after you have reviewed our proposal I am con-
fident you will appreciate our “five-star” con-
sulting option.

REASONABLE
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Writer’s Checklist: Using Tone to Build Goodwill

Use the following guidelines to achieve a tone (Tab 10) that builds goodwill
with your recipients.
Be respectful, not demanding.

DEMANDING  Submit your answer in one week.

RESPECTFUL | would appreciate your answer within one week.
Be modest, not arrogant.
ARROGANT My attached report is thorough, and I’'m sure that
you won’t be able to continue without it.
MODEST The attached report contains details of the refi-

nancing options that | hope you will find useful.

Be polite, not sarcastic.

SARCASTIC I just now received the shipment we ordered
six months ago. I'm sending it back—we can’t use
it now. Thanks a lot!

POLITE I am returning the shipment we ordered on

March 12. Unfortunately, it arrived too late for us
to be able to use it.

Be positive and tactful, not negative and condescending.

NEGATIVE Your complaint about our prices is way off target.
Qur prices are definitely not any higher than those
of our competitors.

TACTFUL Thank you for your suggestion concerning our

prices. We believe, however, that our prices are
comparable to or lower than those of our
competitors.

Direct and Indirect Patterns

Dirvect Pattern. The direct pattern is effective in workplace corre-
spondence because readers appreciate messages that get to the main
point quickly. The direct pattern shown in the following list also accom-
plishes the goals described on page 113.

1. Main point of message
2. Explanation of details or facts
3. Goodwill closing

The direct pattern is especially appropriate for presenting good news, as
shown in Figure 4-5. This message presents the good news in the open-
ing (the main point), follows with an explanation of the facts, and closes
by looking toward the future (goodwill). The direct pattern may also be
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correspondence 117

Dear Ms. Mauer:

We are pleased to offer you the position of Records
Administrator at Southtown Dental Center at the salary
of $54,300. Your qualifications fit our needs precisely,
and we hope you will accept our offer.

Good news

If the terms we discussed in the interview are acceptable
to you, please come to the main office at 9:30 a.m. on
November 17. At that time, we will ask you to complete
our benefits form, in addition to . . .

Explanation

Our entire office looks forward to working with you.
Everyone was favorably impressed with you during your
interview.

Goodwill

Sincerely,

FIGURE 4-5. Good-News Message

appropriate for negative messages in situations where little is at stake for
the writer or reader and the reasons for the negative message are rela-
tively unimportant.

» Dear Mr. Coleman:
We do not have the part you requested currently in stock, but we
hope to have it within the next month. Our supplier, who has been
reliable in the past, assures us that the manufacturer that produces
those parts will be able . .. [Continues with details and goodwill

closing.]

Indirect Pattern. The indirect pattern may be effective when you
need to present especially sensitive or negative messages in correspon-
dence. Research has shown that people form their impressions and
attitudes very early when reading correspondence. For this reason, pre-
senting bad news, refusals, or sensitive messages indirectly is often more
effective than presenting negative information directly, especially if the
stakes are high.* See also refusals.

*Gerald J. Alred, ““We Regret to Inform You’: Toward a New Theory of Negative
Messages,” in Studies in Technical Communication, ed. Brenda R. Sims (Denton:
University of North Texas and NCTE, 1993), 17-36.
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118 correspondence

As with any type of writing, imagine how your audience will react
to your message. Consider the thoughtlessness in the job rejection that

follows:

» Dear Ms. Mauer:
Your application for the position of Records Administrator at
Southtown Dental Center has been rejected. We have found some-
one more qualified than you.
Sincerely,

Although the letter is concise and uses the pronouns you and your, the
writer has not considered how the recipient will feel as she reads the
letter. The letter is, in short, rude. The pattern of this letter is (1) bad
news, (2) curt explanation, (3) close.

The indirect pattern for such bad-news correspondence allows the
explanation or details to lead logically and tactfully to the negative mes-

sage, as in the following pattern:

1. Context of message

2. Explanation or details

3. Bad news or negative message
4. Goodwill closing

The opening (traditionally called a “buffer”) should provide a context
for the subject and establish a professional tone. However, it must not
mislead the reader to believe that good news may follow, and it must not
contain irrelevant information.*

The body should provide an explanation by reviewing the details or
facts that lead to a negative decision or refusal. Give the negative mes-
sage simply, based on the facts; do not belabor the bad news or provide
an inappropriate apology. Neither the details nor an overdone apology
can turn bad news into something positive. Your goal should be to
establish for the reader that the writer or organization has been reason-
able given the circumstances. To accomplish this goal, you need to orga-
nize the explanation carefully and logically.

The closing should establish or reestablish a positive relationship
through goodwill or helpful information. Consider, for example, the
revised bad-news letter, shown in Figure 4-6. This letter carries the
same disappointing news as the message above, but the writer of this
letter begins by not only introducing the subject but also thanking the
reader for her time and effort. Then the writer explains why Ms. Mauer
was not accepted for the job and offers her encouragement by looking

*Kitty O. Locker, “Factors in Reader Responses to Negative Letters: Experimental
Evidence for Changing What We Teach,” Journal of Business and Technical Communi-
cation 13, no. 1 (January 1999): 29.
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correspondence 119

Dear Ms. Mauer:

Context Thank you for your time and effort in applying for the position
(or “buffer”) of Records Administrator at Southtown Dental Center.

Explanation Because we need someone who can assume the duties here

leading to  with a minimum of training, we have selected an applicant
bad news with several years of experience.
Goodwill Your college record is excellent, and I encourage you to apply

for another position with us in the future.

Sincerely,

FIGURE 4-6. Courteous Bad-News Message

toward a potential future opportunity. Bad news is never pleasant; how-
ever, information that either puts the bad news in perspective or makes
the bad news reasonable maintains respect between the writer and the
reader. The goodwill closing reestablishes an amicable professional
relationship.

The indirect pattern can also be used in relatively short e-mail mes-
sages and memos. Consider the unintended secondary message a man-
ager conveys in the following notice:

It has been decided that the office will be open the
day after Thanksgiving.

WEAK

«Tt has been decided” not only sounds impersonal but also communi-
cates an authoritarian, management-versus-employee tone. The passive
voice also suggests that the decision maker does not want to say “I have
decided” and thus accept responsibility for the decision. One solution is
to remove the first part of the sentence.

IMPROVED  The office will be open the day after Thanksgiving.

The best solution, however, would be to suggest both that there is a
good reason for the decision and that employees are privy to (if not a
part of) the decision-making process.

Because we must meet the December 15 deadline for
submitting the Bradley Foundation proposal, the
office will be open the day after Thanksgiving.

EFFECTIVE
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By describing the context of the bad news first (the need to meet the
deadline), the writer focuses on the reasoning behind the decision to
work. Employees may not necessarily like the message, but they will at
least understand that the decision is not arbitrary and is tied to an
important deadline.

Clarity and Emphasis

A clear message is one that is adequately developed and emphasizes
your main points. The following example illustrates how adequate
development is crucial to the clarity of your message.

VAGUE Be more careful on the loading dock.

pDEVELOPED  To prevent accidents on the loading dock, follow
these procedures:

1. Check to make sure . . .

2. Load only items that are rated . . .

3. Replace any defective parts . . .

Although the first version is concise, it is not as clear and specific as the
“developed” revision. Do not assume your readers will know what you
mean: Vague messages are easily misinterpreted.

Lists. Vertically stacked words, phrases, and other items with num-
bers or bullets can effectively highlight such information as steps in
a sequence, materials or parts needed, key or concluding points, and
recommendations. As described in lists (Tab 7), provide context and
be careful not to overuse lists. A message that consists almost entirely
of lists is difficult to understand because it forces readers to connect
separate and disjointed items. Further, lists lose their impact when they
are overused.

Headings. Headings (Tab 7) are particularly useful because they call
attention to main topics, divide material into manageable segments, and
signal a shift in subject. Readers can scan the headings and read only
the section or sections appropriate to their needs.

Subject Lines. Subject lines for e-mails, memos, and some letters
announce the topic and focus of the correspondence. Because they also
aid filing and later retrieval, they must be specific and accurate.

VAGUE Subject: Tuition Reimbursement
VAGUE Subject: Time-Management Seminar
SPECIFIC  Subject: Tuition Reimbursement for

Time-Management Seminar
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cover letters 121

Capitalize all major words in a subject line except articles, prepositions,
and conjunctions with fewer than five letters (unless they are the first or
last words). Remember that the subject line should not substitute for an
opening that provides context for the message. See also titles (Tab 53).

| Writer’s Checklist: Correspondence and Accuracy

::, Begin by establishing your purpose, analyzing your reader’s needs, de-

termining your scope (Tab 1), and considering the context.

Prepare an outline, even if it is only a list of points to be covered in
the order you want to cover them. (See outlining, Tab 1.)
i Write the first draft. (See writing a draft, Tab 1.)

Allow for a cooling-off period prior to revision (Tab 1) or seek a
colleague’s advice, especially for correspondence that addresses a
problem.

Revise the draft, checking for key problems in clarity and coherence
(Tab 10).

Use the appropriate or standard format, for example as in letters and
memos.

Check for accuracy: Make sure that all facts, figures, and dates are
correct.

Use effective proofreading (Tab 1) techniques to check your punctua-
tion and usage (see the Appendix, “Usage”). See also Tab 12, “Punc-
tuation and Mechanics.”

' Consider who should receive a copy of the message and in what

order the names or e-mail addresses should be listed (alphabetize if
rank does not apply).

; Remember that when you sign a letter or send a message, you are ac-

cepting responsibility for it.

@over letters J

A cover letter, a memo, or an e-mail (Tab 2) accompanies a document,
an electronic file, or other material. It identifies an item that is being
sent, the person to whom it is being sent, the reason that it is being sent,
and any content that should be highlighted for readers. A cover letter
(or rransmittal) provides a permanent record for both the writer and the
reader. For cover letters to résumes, see application cover letters (Tab 9).

The example in Figure 4-7 is concise, but it also includes details
such as how the information for the report was gathered.
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Dear Mr. Hammersmith:
Promise to keep responses confidential, when appropriate.

Attached is the report estimating our energy needs for the year as requested by

John Brenan, Vice President, on September 5. Provide a date by which you need a response.

Close by thanking the reader for taking the time to respond and pro-
vide your contact information, as shown in Figure 4-8.

| e oAt T
r - - inquiries and responses 123 !
122 inquiries and responses - : y s
r;‘ “a Writer’s Checklist: Writing Inquiries (continued)
o = )
7 Send X Cancel SaveDraft 4 AddAttachment @ Signature Options b - : i : :
: a If possible, present questions in a numbered or bulleted list (Tab 7)
[To | AHammersmith@IDC.com ( to make it easy for your reader to respond to them.
" Show i :
cc BCC ‘ o ; Keep the number of questions to a minimum to improve your
subject| Annual Energy Estimate Report = chances of receiving a prompt response.
‘ [ AnnualEnergyEstimate.sc.pdf ~Downioad ‘ o Offer some inducement for the reader to respond, if possible, such as
- promising to share the results of what you are doing. See also “you”
‘f o viewpoint (Tab 10).
&

The report is a result of several meetings with the manager of plant operations
and her staff and an extensive survey of all our employees. The survey was

delayed by the transfer of key staff in Building A. We believe, however, that the 6; p
report will provide the information you need in order to furnish us with a cost i # Send X Cancel SaveDraft 4 Add Attachment => Signature Options |\
estimate for the installation of your Mark Il Energy Saving System. P T T - ST R i
X "r T0 VSMetca!f@MiIIerAsggmcviates.;omw | .
‘,, - B— tinis wa - e B - s z i Show
(CCH 52 A NN

We would like to thank Diana Biel of ESI for her assistance in preparing the
survey. If you need any more information, please let me know.

Subject Vir{fo Réﬁﬁesf}fﬁeaiiﬁg S{rste"ms 'h ;

AR ey e g A A E A AR
4
SENEN

o0
BPO OO OEGLIHGIHHIGGHID

¥

Best wishes,

Sophia Crane
.

FIGURE 4-7. Cover Message

quuiries and responses

The purpose of writing inquiry messages is to obtain responses to
requests or specific questions, as in Figure 4-8, which shows a college
student’s request for information from an official at a power company.
Inquiries may benefit either the reader (as in requests for information
about a product that a company sells) or the writer (as in the student’s
inquiry in Figure 4-8). Inquiries that primarily benefit the writer require
the use of persuasion (Tab 1) and special consideration of the needs of
your audience (Tab 1). See also correspondence.

Dear Ms. Metcalf:

o

| am an architecture student at the University of Dayton, and | am working with
a team of students to design an energy-efficient house for a class project. | am

writing to request information on heating systems based on the specifications
of our design. To meet our deadline, we would appreciate any information you
could provide by November 17.

The house we are designing contains 2,000 square feet of living space (17,600
cubic feet) and meets all the requirements in your brochure “Insulating for
Efficiency” We need the following information, based on the southern Ohio

climate:

- The proper-size heat pump for such a home.
. The wattage of the supplemental electrical heating units required.
. The estimated power consumption and rates for those units for one year.

s00000

We will be happy to send you our preliminary design report. If you have
questions or suggestions, contact me at kparsons@fly.ud.edu or call
513-229-4598.

Writer’s Checklist: Writing Inquiries
Thank you for your help.

> > ®

<
{ -ui" d > J.F

Make your questions specific, clear, and concise to receive a prompt,
helpful reply.

Phrase your request so that the reader will know immediately the type
of information you are seeking, why you need it, and how you will
use it.

asuapuodsaiio)

Kenneth Parsons
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FIGURE 4-8. Inquiry
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Responding to Inquiries

When you receive an inquiry, determine whether you have both the
information and the authority to respond. If you are the right person in
your organization to respond and you understand your organization’s
policy about the issue, answer as promptly as you can, and be sure to
answer every inquiry or question asked, as shown in Figure 4-9. How
long and how detailed your response should be depends on the nature
of the question and the information the writer provides.

If you have received an inquiry that you feel you cannot answer,
find out who can and forward the inquiry to that person. Notify the
writer that you have forwarded the inquiry. The person who replies to a
forwarded inquiry should state in the first paragraph of the response
who has forwarded the original inquiry, as shown in Figure 4-9.

Options B

SaveDraft ) Add Attachment &> Signature

#» Send X Cancel

10| kparsons@fly.ud.edu

cc SMetcaIf@MiIIerAssociates.tom oo |

Subject | RE: Info Request: Heating Systems

Dear Mr. Parsons:

Susan Metcalf forwarded to me your October 13 inquiry about the house that
your architecture team is designing. | can estimate the heating requirements of
a typical home of 17,600 cubic feet as follows:

. For such a home, we would generally recommend a heat pump capable
of delivering 40,000 Btus, such as our model AL-42 (17 kilowatts).

. With the AL-42's efficiency, you don't need supplemental heating units.

. Depending on usage, the AL-42 unit averages between 1,000 and 1,500
kilowatt-hours from December through March. To determine the current
rate for such usage, check with Dayton Power and Light Company.

| can give you an answer that would apply specifically to your house based on
its particular design (such as number of stories, windows, and entrances). If you

send me more details, | will be happy to provide more precise figures for your
interesting project.

Regards,

lan Mori

N sl s Nt

FIGURE 4-9. Response to an Inquiry
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(international’ correspondence J

Business correspondence varies among national cultures. Organizational
patterns, persuasive strategies, forms of courtesy, formality, and ideas
about efficiency differ from country to country. For example, in the
United States, direct, concise correspondence usually demonstrates
courtesy by not wasting the reader’s time. In many other countries,
however, such directness and brevity may seem rude to readers, suggest-
ing that the writer is dismissive or lacking in manners. (See audience,
Tab 1, and tone, Tab 10.) Likewise, where a U.S. writer might consider
one brief letter or e-mail (Tab 2) sufficient to communicate a request, a
writer in another country may expect an exchange of three or four lon-
ger letters to pave the way for action.

When you read correspondence from businesspeople in other cul-
tures or countries, be alert to differences in such features as customary
expressions, openings, and closings. Business writers in some cultures,
for example, traditionally use indirect openings that may express good
wishes about the recipient’s family or compliment the reader’s success
or prosperity. Consider deeper issues as well, such as how writers from
other cultures express bad news. Some cultures traditionally express
negative messages, such as refusals, indirectly to avoid embarrassing the
recipient. Such cultural differences are often based on perceptions of
time, face-saving, and traditions. The features and communication
styles of specific national cultures are complex; the entry global com-
munication (Tab 1) provides information and resources for cross-
cultural study. See also global graphics (Tab 7).

WEB LINK ] Sample International Correspondence

For additional resources on international correspondence, visit bedford
stmartins.com/bwe and explore the Web Links at the Student Site.

Weiter’s Checklist: Writing International Correspondence

Observe the guidelines for courtesy, such as those in Writer’s Checklist:
Using Tone to Build Goodwill on page 116.

Write clear and complete sentences: Unusual word order or rambling
sentences will frustrate and confuse readers. See garbled sentences
(Tab 10).
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Weiter’s Checklist: Writing International Correspondence
(continued)

Avoid an overly simplified style that may offend or any affectation
(Tab 10) that may confuse the reader. See also English as a second
language (Tab 11).

Avoid humor, irony, and sarcasm; they are easily misunderstood

outside their cultural context (Tab 1).

Do not use idioms, jargon, slang expressions, unusual figures of

speech, or allusions to events or attitudes particular to American life.

See Tab 10, “Style and Clarity.”

[/] Consider whether necessary technical terminology can be found in
abbreviated English-language dictionaries; if it cannot, carefully de-
fine such terminology.

[7] Do not use contractions or abbreviations that may not be clear to
international readers.

Avoid inappropriate informality, such as using first names too
quickly.

Write out dates (Tab 12), whether in the month-day-year style
(June 11, 2074 not 6/11/14) used in the United States or the day-
month-year style (17 June 2014 not 11/6/14) used in many other
parts of the world.

<

Specify time zones or refer to international standards, such as Green-
wich Mean Time (GMT) or “Universal Time Coordinated” (UTC).

Use international measurement standards, such as the metric system
(18°C, 14 cm, 45 kg), where possible.

Ask someone from your intended audience’s culture or with appropri-

ate expertise to review your draft before you complete your final

proofreading (Tab 1).

WEB LINK l Open Directory International Listing

The Open Directory Project provides an International Business and Trade
directory, which is an excellent starting point for searching the Web for infor-
mation related to customs, communication, and international standards.
For more information, visit bedfordstmartins.com/bwc and explore the Web
Links at the Student Site.

letters )

Business letters—normally written for those outside an organization—
are often the most appropriate choice for formal communications with
professional associates Or CUStOmMers. Letters may be especially effective
for those people who receive a high volume of e-mail and other electronic
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messages. Letters printed on organizational letterhead communicate for-
mality, respect, and authority. See correspondence for advice on writing
strategy and style. See also selecting the medium (Tab 2).

Although word-processing software includes templates for format-
ting business letters, the templates may not provide the appropriate
dimensions and elements you need. The following sections offer specific
advice on formatting and related etiquette for business letters.*

Letter Format

If your employer requires a particular letter format, use it. Otherwise,
follow the design guidelines shown in Figure 4-10. Figure 4-10 illus-
trates the popular full-block style in which the entire letter is aligned at
the left margin. To achieve a professional appearance, center the letter
on the page vertically and horizontally. Regardless of the default margin
provided in a word-processing program, it is more important to estab-
lish a picture frame of blank space surrounding the text of the letter.
When you use organizational stationery with letterhead at the top of the
page, consider the bottom of the letterhead as the top edge of the paper.
The right margin should be approximately as wide as the left margin.
To give a fuller appearance to very short letters, increase both margins to
about an inch and a half. Use your full-page or print-preview feature to
check for proportion.

Heading

Unless you are using letterhead stationery, place your full return address
and the date in the heading. Because your name appears at the end of
the letter, it need not be included in the heading. Spell out words such
as street, avenue, first, and west rather than abbreviating them. You may
either spell out the name of the state in full or use the standard Postal
Service abbreviation available at www.usps.com. The date usually goes
directly beneath the last line of the return address. Do not abbreviate
the name of the month. Begin the heading about two inches from the
top of the page. If you are using company letterhead that gives the
address, enter only the date a minimum of three lines below the last line
of the letterhead.

Inside Address

The inside address is the recipient’s full name, title, and address. Place
the inside address two to six lines below the date, depending on the
length of the letter. This address should be aligned with the left margin.

*For additional details on letter formats and design, you may wish to consult a
guide such as The Gregg Reference Manual, 11th ed., by William A. Sabin (New York:
McGraw-Hill, 2010).
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v Salutation i

-—

Place the salutation, or greering, two lines below the inside address and
align it with the left margin. In most business letters, the salutation
contains the recipient’s personal title (such as Mr., Ms., Dr.) and last
name, followed by a colon. If you are on a first-name basis with the

213

520 Niagara Street
Braintree, MA 02184

—_—
Aap

Body meeting and that you will be pleased with the results. Huwevcr_, if
k you have any further questions, we would be happy to meet with fvg Subject Livie I
you again at your convenience.

An optional element in a letter is a subject line, which should follow the
salutation. Insert one blank line above and one blank line below the

subject line. The subject line in a letter functions as it does for other

',,
Letterhead S ‘ A recipient, use only the first name in the salutation.
Fax: (781) 787-1213 ' - ‘ > Address women as Ms. unless they have expressed a preference for
EvansTE.com e e i £a, Miss or Mrs. However, professional titles (such as Professor, Senator,
‘ A\ Magor) take precedence over Ms. and similar courtesy titles.
i When a person’s first name could be either feminine or masculine,
‘ AN one solution is to use both the first and last names in the salutation ;
77 Y (Dear Pat Smith:). Avoid “To Whom It May Concern” because it may

D May 15, 2014 @ . ~ seem impersonal and dated.

| |d B 7 For multiple recipients, the following salutations are appropriate:

nside . George W. INag o

address Director of Operations x } » Dear Professor Allen and Dr. Rivera: [two recipients]

Boston Transit Authority 7Y
%70::’(';5[5?'“‘2;?3“ z‘ T = » Dear Ms. Becham, Ms. Moore, and Mr. Stein: [three recipients]
s o ([n : :

Salutation  Dear Mr. Nagel: e‘ . - » Dear Colleagues: [Members, or other suitable collective term]
Enclosed is our final report evaluating the safety measures for e i‘;\; In circumstances in which you do not know the recipient’s name, use a
the Boston Intercity Transit System. title appropriate to the context of the letter, such as Dear Customer or

S o) (L Dear IT Professional.
We believe that the report covers the issues you raised in our last e — I
g.:
e

We would also like to express our appreciation to Mr: Lk
Sullivan of your committee for his generous help during our
trips to Boston.

& &

Compli- y correspondence as an aid in focusing the topic and filing the letter. ‘
mentary Sincerely, (For information on creating subject lines, see pages 120-121 of
t““slmg correspondence.)

» National Medical Supply Group
501 West National Avenue
Minneapolis, MN 55407

Signature Zq/p éy"/ ﬁr&lx)h

Writer’s Carolyn Brown, Ph.D.
signature Director of Research

XXX,

block cbrown@EvansTE.com & Attention: Customer Service Department
End CB/ls ; Subject: Defective Cardio-100 Stethoscopes
notations Enclosure: Final Safety Report QJ A

cc: ITS Safety Committee Members I am returning six stethoscopes with damaged diaphragms

that . ..
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Subject lines are especially useful if you are writing to a large company
and do not know the name or title of the recipient. In such cases, you
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FIGURE 4-10. Full-Block-Style Letter (with Letterhead)
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may address a letter to the attention of an appropriate department or
identify the subject in a subject line and use no salutation.

Body

The body of the letter should begin two lines below the salutation (or
any element that precedes the body, such as a subject or an attention
line). Single-space within and double-space between paragraphs, as
shown in Figure 4-10. To provide a fuller appearance to a short letter,
you can increase the side margins or increase the font size. You can also
insert extra space above the inside address, the writer’s signature block,
and the initials of the person typing the letter— but do not exceed twice
the recommended space for each of these elements.

Complimentary Closing

Type the complimentary closing two spaces below the body. Use a stan-
dard expression such as Sincerely, Sincerely yours, or Yours truly. (If the
recipient is a friend as well as a business associate, you can use a less-
formal closing such as Best wishes or Best regards or, simply, Best.)
Capitalize only the initial letter of the first word, and follow the expres-
sion with a comma.

Writer’s Signature Block

Type your full name four lines below and aligned with the complimen-
tary closing. On the next line include your business title, if appropriate.
The following lines may contain your individual contact information,
such as a telephone number or an e-mail address, if not included in the
letterhead or the body of your letter. Sign the letter in the space between
the complimentary closing and your name.

End Notations

Business letters sometimes require additional information that is placed
at the left margin, two spaces below the typed name and title of the
writer in a long letter, four spaces below in a short letter.

Reference initials show the letter writer’s initials in capital letters,
followed by a slash mark (or colon), and then the initials of the person
typing the letter in lowercase letters, as shown in Figure 4-10. When the
writer is also the person typing the letter, no initials are needed.

Enclosure notations indicate that the writer is sending material
along with the letter (an invoice, an article, and so on). You should men-
tion the enclosure in the body of the letter. Enclosure notations may
take several forms:

» Enclosure: Final Safety Report

.
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» Enclosures (2)
» Enc. or Encs.

Copy notation (“cc:”) tells the reader that a copy of the letter is
being sent to the named recipient(s) (see Figure 4-10). Use a blind-
copy notation (“bce:™) when you do not want the addressee to know
that a copy is being sent to someone else. A blind-copy notation appears
only on the copy, not on the original (“bee: Dr. Brenda Shelton”). See
the Ethics Note in e-mail (Tab 2) on page 48.

Continuing Pages

If a letter requires a second page (or, in rare cases, more), always carry
at least two lines of the body text over to that page. Use plain (nonlet-
terhead) paper of quality equivalent to that of the letterhead stationery
for the second page. It should have a header with the recipient’s name,
the page number, and the date. Using your word-processor heading
function, place the header information in the upper left-hand corner or
across the page, as shown in Figure 4-11.

Ms. M. C. Marks
Page 2
May 15, 2014

m

i8]

Ms. M. C. Marks

//_\_/—\/_\

May 15, 2014

FIGURE 4-11. Alternative Headers for the Second Page of a Letter

(e )

Memos are used within organizations for routine correspondence, short
reports, proposals, and other internal documents. Memos use a stan-
dard form (To:, From:, Date:, Subject:) whether sent on paper or attached
to an e-mail (Tab 2).
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Even for organizations where e-mail messages have largely taken
the function of memos, a printed or an attached memo with organiza-
tional letterhead can communicate with formality and authority in addi-
tion to offering the full range of word-processing features. Paper memos
are also useful in manufacturing and service industries, as well as in
other businesses where employees do not have easy access to e-mail. For
a discussion of writing strategies for memos, see correspondence. See
also selecting the medium (Tab 2).

Memo Format

The memo shown in Figure 4-12 illustrates a typical memo format. As
this example illustrates, the use of headings (Tab 7) and lists (Tab 7)
foster clarity by providing emphasis (Tab 10) and highlighting organi-
zation. See also letters. For a discussion of subject lines, see pages
120-121.

D PROFESSIONALISM NOTE As with e-mail, be alert to the practices of
addressing and distributing memos in your organization. Consider who
should receive or needs to be copied on a memo and in what order—
senior managers, for example, take precedence over junior managers. If
rank does not apply, alphabetizing recipients by last name is safe. »

Some organizations ask writers to initial or sign memos that are
printed (hard copy) to verify that the writer accepts responsibility for a
memo’s content.

Additional Pages

When memos require more than one page, use a second-page header
and always carry at least two lines of the body text over to that page. The
header should include either the recipient’s name or (if there are too
many names to fit) an abbreviated subject line, the page number, and
the date. Place the header in the upper left-hand corner or across the
page, as shown in Figure 4-13.

WEB LINK | Writing Memos

For links to articles about when to write memos and tips for following orga-
nization protocol, visit bedfordstmartins.com/bwc and explore the Web Links
at the Student Site.
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Professional Publishing Services

MEMORANDUM
TO: Barbara Smith, Publications Manager
FROM: Hannah Kaufman, Vice President
DATE: April 11, 2014
SUBIJECT: Schedule for ACM Electronics Brochures

ACM Electronics has asked us to prepare a comprehensive set of brochures
for its Milwaukee office by August 11, 2014. We have worked with similar
firms in the past, so this job should be relatively easy to prepare. I estimate
that the job will take nearly two months. Ted Harris has requested time and
cost estimates for the project. Fred Moore in production will prepare the
cost estimates, and I would like you to prepare a tentative schedule for the
project.

Additional Personnel
In preparing the schedule, check the status of the following:

« Production schedule for all staff writers

« Availability of freelance writers

+ Availability of dependable graphic designers
Ordinarily, we would not need to depend on outside personnel; however,
because our bid for the Wall Street Journal special project is still under
consideration, we could be short of staff in June and July. Further, we have
to consider vacations that have already been approved.

Time Estimates

Please give me time estimates by April 17. A successful job done on time
will give us a good chance to obtain the contract to do ACM Electronics’
annual report for its stockholders’ meeting this fall.

I am mailing separately several brochures that may be helpful.

cc: Ted Harris, President
Fred Moore, Production Editor

T

FIGURE 4-12. Typical Memo Format (Printed or Attached to E-mail)
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ACM Brochure Schedule

Page 2

April 11,2014

April 11, 2014

Barbara Smith

FIGURE 4-13. Alternative Headers for the Second Page of a Memo

refusals

ge (or bad news) in the form of a let-
refusal says “no” in such a
der but also maintain

A refusal delivers a negative messa
ter, a memo, Or an e-mail (Tab 2). The ideal
way that you not only avoid antagonizing your rea

goodwill. See also audience (Tab 1).
The refusal in Figure 4-14 declines an invitation to speak at a

meeting, and the stakes for the writer are relatively low; however, the
writer wishes to acknowledge the honor of being asked.

When the stakes are high, you must convince your reader that the
bad news is based on reasons that are logical or at least understandable (see
also correspondence). Stating a negative message in your opening may
cause readers to react too quickly and dismiss your explanation. The
following pattern, used in Figure 4-15, is an effective way to handle this

problem:

1. Context. In the opening, introduce the subject, but do not provide
irrelevant information or mislead the reader that good news may
follow.

2. Explanation. Review the facts or details that lead logically to the
bad news, trying to see things from your reader’s point of view.

3. Bad news. State your refusal or negative message, based on the
facts, concisely and without apology.

4. Goodwill. In the closing, establish or reestablish a positive relation-
ship by providing an alternative if possible, assure the reader of
your high opinion of his or her product or service, offer a friendly
remark, or simply wish the reader success.
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f

’f,s,e"d )(“Caneel SaveDraft 4| Add Attachment &> Signature  Options

TO || Javier Lopez <jlopez@tnco.com>

| Show
BCC

Subject | Speaking Invitation

Dear Mr. Lopez:

! am hongred to have been invited to address your regional meeting Positive
in St. .Lows on May 17.That you would consider me as a potential context
contributor to such a gathering of experts is indeed flattering.

On checking my schedule, | find that | will be attending the annual Review of

meeting of our parent corporation’s Board of Directors on that date. facts and

Therefore, as much as | would enjoy addressing your members, | refusal

must decline.

| have been very favorably impressed over the years with your Goodwill
closing

organization’s contributions to the engineering profession, and |

would welcome the opportunity to participate in a future meeting. ~ With option

Sincerely,

Ralph P. Morgan

Ralph P. Morgan, Research Director
Watashaw Engineering Company

301 Industrial Lane, Decatur, IL 62525
Phone; (708) 222-3700 wec.com
o 5
FIGURE 4-14. Refusal with Low Stakes

Your opening should provide an appropriate context and establish a
professional tone (Tab 10) by, for example, expressing appreciation for
a reader’s time, effort, or interest.

» The Screening Procedures Committee appreciates the time and
effort you spent on your proposal for a new security-clearance
procedure.

Next, review the circumstances of the situation sympathetically by plac-
ing yourself in the reader’s position. Clearly detail the reasons you can-
not do what the reader wants—even though you have not yet vsaid you
cannot do it. A good explanation should ideally detail the_reasonsvfor
your refusal so thoroughly that the reader will accept the negative mes-
sage as a logical conclusion, as shown in the following example.
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» We reviewed the potential effects of implementing your proposed
security-clearance procedure companywide. We not only asked the
Security Systems Department to review the data burt also surveyed
industry practices, sought the views of senior management, and
submitted the idea to our legal staff. As a result of this process, we
have reached the following conclusions:

« The cost savings you project are correct only if the procedure
could be required throughout the company.

« The components of your procedure are legal, but most are not
widely accepted by our industry.

+ Based on our survey, some components could alienate employ-
ees who would perceive them as violating an individual’s rights.

« Enforcing companywide use would prove costly and impractical.

/; send { Cancel SaveDraft 4 Add Attachment @ Signature  Options b
‘_7@/ Marsha Coleman <mc2@ntr.com> peet |
‘cc Show
(= BCC
subject | NTR Check Sorter

Dear Ms. Coleman:

Thank you for your cooperation and your patience with us as we

struggled to reach a decision. We believe our long involvement
with your company indicates our confidence in your products.

Context

Based on our research, we found that the Winton Check Sorter
has all the features that your sorter offers and, in fact, has two
additional features that your sorter does not. The more impor-
tant one is a backup feature that retains totals in its memory,
even if the power fails. The second additional feature is stacked
pockets, which are less space-consuming than the linear pockets
on your sorter. After much deliberation, therefore, we have
decided to purchase the Winton Check Sorter.

Review
of facts

Refusal
Goodwill  We were generally impressed with your proposal and your staff.
close We will certainly consider other NTR products in the future.
Sincerely,

Nancy Nygaard
N o)
FIGURE 4-15. Refusal with High Stakes

Do not belabor the negative message — state your refusal quickly, clearly,
and as positively as possible.
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» For those reasons, the committee recommends that divisions con-
tinue their current security-screening procedures.

Close your message in a way that reestablishes goodwill— do not repeat
the bad news. (Avoid writing “Again, we are sorry we cannot use your
idea.”) Ideally, provide an alternative, as in the following:

» Because some components of your procedure may apply in
certain circumstances, we would like to feature your ideas in the
next issue of The Guardian. I have asked the editor to contact you
next week. On behalf of the committee, thank you for the
thoughtful proposal.

If such an option is not possible or reasonable, offer a friendly remark
that anticipates a positive future relationship, assure the reader of your
high opinion of his or her product or service, or merely wish the reader
success.

For responding to a complaint, see adjustments. For refusing a job
offer, see acceptance / refusals (for employment) (Tab 9).

(sales letters J

A sales letter—a printed or an electronic message that promotes a prod-
uct, service, or business—requires both a thorough knowledge of the
product or service and an understanding of the potential customer’s
needs.

An effective sales (or pitch) letter (1) catches readers’ attention,
(2) engages their interest, (3) convinces them that your product or ser-
vice will fulfill a need or desire, and (4) confidently asks them to take
the course of action you suggest. See also correspondence, persuasion
(Tab 1), promotional writing (Tab 1), and tone (Tab 10).

Your first task in writing a sales letter is to determine to whom your
message should be sent. One good source of names is a list of your
customers; people who have at some time purchased a product or ser-
vice from you may do so again. Other sources are lists of people who
may be interested in similar products or services. Companies that spe-
cialize in marketing techniques compile such lists from the membership
rolls of professional associations, lists of trade-show attendees, and the
like. Because outside lists may be expensive, select them with care.

Once you determine who is to receive your sales letter, learn as
much as you can about your readers so that you can effectively tell them
how your product or service will satisfy their needs. Knowledge of your
audience (Tab 1)—their gender, age, vocation, geographic location,
educational level, financial status, and interests— will help determine
your approach.
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138 sales letters

Analyze your product or service carefully to determine your stron-
gest psychological sales points. Psychological selling involves stressing a
product’s benefits, which may be intangible, rather than its physical fea-
tures. Select the most important psychological selling point about your
product or service and build your sales message around it. Show how
your product or service will make your readers’ jobs easier, increase
their status, make their personal lives more pleasant, and so on. Show
how your product or service can satisfy your readers’ needs or desires,
which you identified in your opening. Then describe the physical fea-
tures of your product in terms of their benefit to your readers. Help your
readers with photos and Web links to imagine themselves using your
product or service—and enjoying the benefits of doing so. See also
“you” viewpoint (Tab 10).

& ETHICS NOTE Be certain that any claim you make in a sales message
is valid. To claim that a product is safe guarantees its absolute safety;
therefore, say that the product is safe “provided that normal safety pre-
cautions are taken.” Further, while you can highlight differences, do not
exaggerate or speak negatively about a competitor. For further ethical
and legal guidelines, visit the Direct Marketing Association Web site at
wawew. dmaresponsibility.org. See also ethics in writing (Tab 1). <

Weriter’s Checklist: Writing Sales Letters

Attract your readers’ attention and arouse their interest in the
opening, for example, by describing a product’s feature that would
appeal strongly to their needs. See also introductions (Tab 1).

Convince readers that your product or service is everything you say
it is through case histories, free-trial use, money-back guarantee, or
testimonials and endorsements.”

Suggest ways readers can make immediate use of the product or
service. Include a brochure or a Web link with photos or videos.

Minimize the negative effect price can have on readers.
« Mention the price along with a reminder of the benefits of the
product.
+ State the price in terms of units rather than sets ($20 per item,
not $600 per set).
« Identify the daily, monthly, or even yearly cost based on the
estimated life of the product.

*Eor detailed advice, see the Federal Trade Commission Advertising Guidance Web site at
www. ftc.gov/bep/guides.shtm, and explore the section on endorsements and testimonials.
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Weriter’s Checklist: Writing Sales Letters (continued)

* Suggest a series of payments rather than one total payment.

« Compare the cost of your product with that of something readers
accept readily. (“This entire package costs no more than a dinner
and a concert.”)

Make it easy and worthwhile for customers to respond: Include a
discount coupon, instructions for phone-in orders, information
about free delivery, or a Web address or link where customers can
view special discounts and order online.

' [7] Include links to social media (Tab 2) and invite readers to become

part of the conversation and community surrounding the product,
service, or brand. Doing so also fosters the organization’s Web
presence.

WEB LINK | Sales-Letter Resources

For links to advice on writing sales letters as well as samples, visit bedford
stmartins.com/bwe and explore the Web Links at the Student Site.
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