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c h a p t e r   f i v e


The Writing Process and the Main Forms of  Business Messages

LEARNING OBJECTIVES
Upon completing this chapter, you will understand the role of messages
in business and the process of writing them. To reach this
goal, you should be able to

1 Describe the writing process and effective writing strategies.
2 Explain the importance of readable formatting.
3 Describe the development and current usage of the business letter.
4 Describe the purpose and form of memorandums.
5 Understand the phenomenal growth and nature of email.
6 Follow email conventions and organize and write clear email
messages.
7 Understand the nature and business uses of text messaging and instant messaging.
8 Understand the nature and business uses of social networking.
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THE IMPORTANCE OF SKILLFUL WRITING
Much of this book focuses on writing in business. Is skillful oral communication important? Absolutely. How about skillful use of graphics? It’s critical. Then why the extra emphasis on writing?
There are two primary reasons. First, experienced businesspeople themselves tend to place writing skills ahead of other communication skills when asked what they seek in job applicants. And they seek strong writing skills in particular when considering whom to promote. For example, in one study a majority of the 305 executives surveyed commented that fewer than half their job applicants were well-versed enough in “global knowledge, self-direction, and writing skills” to be able to advance in their companies as people move up, they do more and more knowledge work, and this work often requires the written forms of communication.
Another reason for our strong focus on writing is that writing is in some ways more difficult to do well than other kinds of communication. Writing is what researchers call a “lean medium,” which means that it does not offer the multiple information cues, feedback, and intense personal focus that face-to face or even phone conversations offer. Writers essentially have no safety net; they can’t rely on their facial expressions, body language, or tone of voice to make up for wording that isn’t quite what they mean. The symbols on the page or screen must do the whole communication job. Plus, the symbols on the page or screen must do the whole communication job. Plus, the symbols used in writing—the alphabet, words, punctuation, and so forth—share no characteristics with the thing they represent. Representing something with a photograph is relatively easy. Representing that same thing in words is much harder. Capturing a complex reality by putting one word after another requires ingenuity, discipline, and the ability to anticipate how readers will be likely to react as they read.
The first major section of this chapter will help you achieve this impressive but commonplace feat in the workplace by showing you how to break the writing process down into parts and skillfully manage each part. The remainder of the chapter will discuss the main forms of business messages, which bring them certain features and conventions of use. These discussions provide the foundation for subsequent chapters on writing different kinds of messages.
(Figure 5-1, 12th Ed., P-88)
THE PROCESS OF WRITING
Writing researchers have found that each person’s way of developing a piece of writing
for a given situation is unique. On the other hand, they have also come to some general
conclusions about the nature of the process and about strategies that can help it
along. Familiarizing yourself with these findings will help make you a more deliberate,
effective writer.

As Figure 5–1 shows, there are essentially three stages in preparing any piece of writing:
planning, drafting, and revising. But it is important not to think of the three stages as strictly chronological or separate. For example, a writer in the planning stage may start writing pieces of the draft. Or, he or she may find, when drafting, that more gathering of information is necessary. Or, he or she may decide that it’s necessary to revise a piece of the document carefully before continuing on with the drafting. An undue emphasis on keeping the stages separate and chronological will hinder the success of your messages. Allow yourself to blend these stages as necessary.

A good rule of thumb for student writers is to spend roughly a third of their writing
time in each of the three stages. A common mistake that such writers make is to spend
too much time on drafting and too little on the other two stages, planning and revising.
Preparing to write and improving what you have written are as critical to success as the
drafting stage, and careful attention to all three stages can actually make your writing
process more efficient. 
Planning the Message
Business communication can be used as a problem-solving tool. For this purpose, you need to develop a definition of the problem that you are trying to solve. Once you have defined your problem, you can plan your message by answering several questions regarding your context and audience. As you plan written document in particular, you can make the planning process more manageable by thinking about it in five smaller steps: determining goals; analyzing your audience; gathering information; analyzing and organizing the information; and choosing the form, channel, and format the document will take.
Determining Goals. Because business writing is largely performed in response to a certain situation, one of your main planning goals is to figure out what you want to do about that situation. Bear in mind that, in business communication, “what to do” means not only what you want your communication to achieve but also any action related to the larger business problem. For example, if you manage a hotel where the air conditioning has stopped functioning, you will need to decide what, if anything, to communicate to your guests about this problem. But this decision is related to other decisions. How and when will you get the air conditioning problem solved? In the meantime, will you simply apologize? Make arrangements for each guest to have a free continental breakfast or complementary beverages? Rent fans for meeting rooms and any guest rooms occupied by people with health problems? Solving the business problem and solving the communication problem are closely related. You will need to bring your business goals to bear on your writing goals.
Analyzing Your Audience. Once you know your purpose—what you want your message to do—you need to think about the audience who will read your message. Who will be affected by what you write? What organizational, professional, and personal issues or qualities will affect the audience’s response to your message? What is your relationship with your readers? Are they your superior? Your subordinates? Your colleagues? Your clients? What kind of information will most matter to them? Answering to these questions and others will influence your mode of communication. In the scenario described above, will the hotel guests most likely want information about what caused the air conditioning problem or about when it will be fixed and what they can do to stay comfortable in the meantime? As always, your intended readers are your best guide to what information to include.
Gathering Information. Gathering information means doing some research. In many cases this research can be informal—finding past correspondence; consulting with other employees or with outside advisors; getting sales records, warranties, and product descriptions; and so forth. In other cases you will do such formal research as conducting surveys or reviewing the literature on a certain subject. In general, you will collect any
information that can help you decide what to do and what to say in your message.

Collecting information by using your memory, imagination, and creativity is also
important. Brainstorming, or generating possible solutions without censoring them, will allow you to come up with creative solutions. 
Analyzing and Organizing Information. Once you have a number of ideas, you will start to assess them. If your data are numerical, you will do the calculations that will enable you to see patterns and meaning in the numbers. You will put other kinds of data together as well to see what course of action they might indicate, weighing what the parties involved stand to gain or lose from each possible solution. In the scenario
described above, will the hotel guests most likely want information about what caused
the air conditioning problem or about when it will be fixed and what they can do to stay
comfortable in the meantime? As always, your intended readers are your best guide to
what information to include.
Choosing a Form, Channel, and Format. Writers in school typically produce
writing of two types: essays or research papers. But on the job you have a wide range
of established forms of communication (genres) to choose from. Which one you think
you will use has a huge impact on your planning. For instance, if you want to advertise
your company’s services, how will you do it? Write potential customers a letter? Email
them? Include a brochure? Create a website? Use some combination of these? Each
form has its own formatting and stylistic conventions, and even conventions about
content. 
Drafting
Writing experts’ main advice about drafting boils down to these words: “Be flexible.”
Writers often hamstring themselves by thinking that they have to write a finished document all at once, with the parts in their correct order and with perfect results. The following suggestions can help you draft your messages as painlessly and effectively as possible.
Avoid Perfectionism When Drafting. Trying to make your first draft a perfect draft causes two problems. First, spending too much energy perfecting the early parts
can make you forget important pieces and purposes of the later parts. Second, premature
perfectionism can make drafting frustrating and slow, thus keeping you from wanting to
revise your message when you’re done. You will be much more inclined to go back over
your message and improve it if you have not put blood, sweat, and tears into drafting.
Keep Going. When turning your planning into a draft, don’t let minor problems with wording or grammar distract you from your main goal. Allow yourself to save close reexamination and evaluation of what you’ve written for the revision stage.
Use Any Other Strategies That Will Keep You Working Productively. Do anything you can think of that will make your drafting relatively free and easy. For example, write at your most productive time of day, write in chunks, start with a favorite part, talk aloud or write to yourself to clarify your thoughts, take breaks, let the project sit for a while, create a setting conducive to writing. Your goal is to get the first orderly expression of your planned contents written out just well enough so that you can go back and work with it.

Revising
Getting your draft ready for your reader requires going back over it carefully—again and again. Did you say what you mean? Could someone misunderstand or take offense at what you wrote? Is your organization best for the situation? Is each word the right one for your goals? Are there better, more concise ways of structuring your sentences? Can you move the reader more smoothly from point to point? Does each element of format enhance readability and highlight the structure of the contents? When revising, you turn into your own critic. There are so many facets to any given message that it can help to use what professional writers call “levels of edit.” There are three main levels of edit, commonly referred to as revision, editing, and proofreading.

With revision, you look whether or not you included all necessary information, if the pattern of organization is logical and as effective as possible, if the overall meaning of the message comes through, if the formatting is appropriate and helpful.

You then move to the editing level, focusing on your style. You examine your sentences
to see if they pace the information in reader friendly way, if they emphasize the right things, and if they combine pieces of information coherently. You also look at your word choices to see if they best serve your purpose.

Finally, you proofread, looking at particular mechanical and grammatical elements—spelling, typography, punctuation, and any particular grammar problems that tend to give you trouble. 
THE IMPORTANCE OF READABLE
FORMATTING
Physical formatting is an important element to make your readers read what you wrote and get your ideas and information. Except for projects that will involve a graphic designer, it will largely be up to you to make the key formatting decisions for your messages. What kind and size of type will you use? What kind of headings? Will you use any means of typographical emphasis? How about numbered or bulleted lists? Should the document include such visual elements as logos, textboxes, pictures, or diagrams? Smart decisions on such matters will not only increase your readers’ motivation to read but also enable them quickly to comprehend the main points and structure of the message.
LETTERS
Letters are the traditional form of business messages. The use of letters has been documented in virtually all the great early civilizations, like ancient Chinese, Egyptians, Romans, and Greeks. Although many of these early letters pertained to military and personal matters, some clearly concerned business.
Letters Defined
Letters are used primarily for corresponding with people outside your organization. When you write to internal readers, they are often familiar to you—and even if they are not, you all share the connection of being in the same company. Your messages to such audiences tend to use less formal media.

But when you write to customers, to suppliers, to citizens and community leaders, and to other external audiences, you will often want to put your company’s best foot forward by choosing the letter format, complete with an attractive company letterhead and the elements of courtesy built into this traditional format. And your readers will expect this gesture of respect. Once you have established friendly relations with them, you may well conduct your business through emails and phone calls. But especially when corresponding with an external party whom you do not know well, a letter is usually the most appropriate form to use.
Letter Form
The format of the business letter is probably already familiar to you. Although some
variations in format are generally acceptable, typically these information items are
included: date, inside address, salutation (Dear Ms. Khanal), body, and complimentary
close (Sincerely yours). Other items sometimes needed are attention line, subject line,
return address (when letterhead paper is not used), and enclosure information. 

(Figure 5-4, 12th Ed., Page-95)
Letter Formality
Current techniques of composing business letters have been developed by various
business scholars and leaders over time, but especially in the past century. In the
early days (a century ago) emphasis was on word choice, especially on use of a stiff
and stilted manner of expressing courtesy. 

In more recent times emphasis shifted to structure and strategy of content and humanness
of wording. As the preceding chapters explain, unduly formal, impersonal
writing has now fallen out of favor, and the communication strategy for any business
message, including the letter, needs as careful attention as the wording. Despite its
heightened formality, the letter should always be regarded as an exchange between real
people as well as a strategic means for accomplishing business goals.

MEMORANDUMS (MEMOS)
Memorandums Defined
Memorandums, or memos, are a form of letter written inside the business. In rare cases,
they may be used in communicating outside the business. They are written messages
exchanged by employees in the conduct of their work. They may be distinguished from
other messages primarily by their form. Originally, they were used only in hard copy,
but with the advent of computers they are now often processed electronically as faxes.
In fact, their function of communicating within the business has been largely taken
over by email. Even so, they still are a part of most company communication. They
are especially useful in communicating with employees who do not use computers in
their work.

As we shall see in Chapter 9, some memorandums communicate factual, problem related information and are classified as reports. Those not classified as reports are the
memorandums that concern us now. Even so, much of the following discussion applies
to both types.

(Figure 5-5, 12th Ed., Page-97)

Memorandum Form
As we have noted, memorandums are distinguished from other messages primarily
by their form. Some companies have stationery printed especially for memorandums,
while many used standard or customized templates in word processors. Below
this main heading come the specific headings common to all memorandums: Date,
To, From, Subject (though not necessarily in this order). This simple arrangement is
displayed in Figure 5–2. Large organizations, especially those with a number of locations and departments, often include additional information on their memorandum stationery.
Department, Plant, Location, Territory, Store Number, and Copies to are examples
(see Figure 5–3). Since in some companies memorandums are often addressed to
more than one reader, the heading To may be followed by enough space to list a
number of names.
Memorandum Formality
Because memorandums usually are messages sent and received by people who work
with and know one another, they tend to use casual or informal language. Even so, their
degree of formality ranges from one extreme to the other. At one end are the casual notes that workers exchange. At the other are the formal messages written by lower ranking
workers to their top administrators. The typical memorandum falls somewhere
between these extremes.
Memorandum Structure
The techniques for writing memorandums (memos) are much like those for writing the
other business messages (letters and email). Like most of the other business
messages, most memorandums are appropriately written in a direct pattern, usually
beginning with the most important point and working down. And memorandums
conveying sensitive or negative information appropriately are written in an indirect
order. Direct and indirect patterns are discussed in detail in following chapters.

EMAIL
The rapid growth of email has been the most exciting business communication
development in recent years. In just a short time, email has emerged as a mainstream
form of business communication. According to one authority, “there are more emails sent every day than telephone calls.” It has become widely used in both small and large organizations. 

Email Pros and Cons
The following are the most significant advantages the email has over other communication forms:
• Email eliminates “telephone tag”—the problem of trying to contact busy people
who are not always available for telephone calls. Messages sent to them can be
stored in their electronic mailboxes until they are ready to read them.
• Email saves the time of busy people sparing the interruptions of telephone calls.
• Email can speed up the process of making business decisions because it permits
rapid exchanges of messages
• Email is cheap. 
• It provides a written record.

Email also has its disadvantages. The following stand out:
• Email is not confidential. “It’s just about as private as a postcard you drop in the
mail box.”
• Email doesn’t communicate the sender’s emotions well. 
• Email may be ignored or delayed. The volume of email often makes it difficult for
some respondents to read and act on all of their messages.
The Prefatory Elements
Although the various email systems differ somewhat, the elements are standardized. They include the following parts:

• To: Here the sender places the email address of the recipients. It must be perfect, for any error will result in failure to reach the recipient.
• Cc: If someone other than the primary recipient is to receive a courtesy copy, his
or her address goes here.
• Bcc: This line stands for blind courtesy copy. The recipient message will not know who else is receiving a copy of the message.
• Subject: This line describes the message as precisely as the situation permits. 
• Attachments: In this area you can enter a file that you desire to send along with
the message. 
• The message: The information you are sending goes here. 
Email Formality
Email messages are run the range from highly informal to formal. The messages
often resemble face-to-face oral communication, and chitchat that occurs between acquaintances and friends. They are often written in a fastpaced environment with little time for deliberation. Because of this diversity, discussing the formality of email writing is difficult. One approach is to view the language used from three general classifications: casual, informal, and formal.
Casual. By casual language we mean the language we use in talking with close
friends in everyday situations. It includes slang and colloquialisms, contractions
and personal pronouns. Its sentences are short—sometimes incomplete. It may be subject to grammatical incorrectness, and as we stress elsewhere it should be avoided. Following is an example of casual language:

Hi Ruchy:
High-five me! Just back from confab with pinheads. They’re high on our marketing
plan. But as you crystal balled it, they want a special for the jumbos. ASAP, they said.
Let’s meet, my cell, 10 A.M., Wed.?
TTFN
Rabi

Most of your personal email (messages to friends) are likely to be casually written. Probably some of the email you will write in business also will fall in this category. Much of it will be with your fellow employees and friends in business. But you would be wise to use casual language only when you know your readers well.

Informal. Informal language retains some of the qualities of casual writing. It makes
some use of personal pronouns and contractions. Its sentences are relatively short but they are well structured and organized. It occasionally may use colloquialisms, but more selectively than in casual writing. It has the effect of conversation, but it is proper conversation—not chitchat. An example of an email message in informal language is the following:

Ruchy:
The management team has heartily approved our marketing plan. They were most
complimentary. But as you predicted, they want a special plan for the large accounts.
As they want it as soon as possible, let’s get together to work on it. Can we meet
Wednesday, 10 A.M., my office?
Rabi

Formal. A formal style of writing maintains a greater distance between writer and
reader than informal style. It avoids personal references and contractions. Its sentences
are well structured and organized. 
Traits of Effective Email 
Instructions for writing email messages are much the same as those given in Chapters 2, 3, and 4 for other types of messages. For the purpose of email writing, we may group the more important of these instructions under four heads: conciseness, clarity, courtesy, and correctness. 
Conciseness. As we have mentioned, email often is written by busy people for busy
people. In the best interests of all concerned, email messages should be as short as
complete coverage of the subject matter will permit. This means the information
should be worded concisely.
Frequently in email communication, a need exists to refer to previous email messages.
It is better either to paraphrase the essentials from the original or to quote the selected parts that cover the essentials. All quoted material should be distinguished from your own words by the sign > at the beginning and the sign < at the end of the quoted part. Another
technique is to place three of these signs (>>>) at the beginning of all parts you write
and three of these signs (<<<) at the beginning of all parts you are quoting from
previous messages.
Clarity. Especially important in email writing is clarity of wording. As suggested in Chapters 2 and 3, you should know and practice the techniques of readable writing.
You should select words and construct sentences that quickly create clear meanings. 
Courtesy. We all want to receive courteous and fair treatment. In fact, this is the way we
human beings prefer to act. The skillful use of positive language, you-viewpoint, conversational and nondiscriminatory language can be effective in email. Also in the interest of good email etiquette, you will want to let your reader know when no response is required to your message.
Correctness. Because of the fast pace of email communication, some practitioners argue that “getting the message out there” is the important goal—that style need not be a matter of concern. But, in fact, how one communicates is very much a part of the
message. Bad spelling, illogical punctuation, awkward wording, and such stand out like sore thumbs. Clearly, an error-filled message strongly suggests the writer’s ignorance.
To avoid any such suggestion of ignorance, you should follow the grammatical
and punctuation rules carefully.
The Close of the Message
Most email messages end with just the writer’s name—the first name alone if the recipient knows the writer well. But in some messages, especially the more formal ones,
a closing statement may be appropriate. “Thanks” and “Regards” are popular. In casual
messages, acronyms such as THX (thanks) and TTFN (ta-ta for now) are often used.
The conventional complimentary closes used in traditional letters (sincerely, cordially)
are not widely used, but they are appropriate in messages that involve formal business
relationships. 
Today most email software has a signature feature that will automatically attach a
signature file to a message. Writers sometimes set up a formal full signature in one file
and an informal signature in another. The important point to remember is to close with
a signature that gives the reader the information he or she needs to know.
Initialisms in Email
Probably as a result of the early informal development of email, a somewhat standardized
system of initialisms has developed. Their purpose has been to cut message length
and to save the writer’s time. Here are some more widely used ones:

ASAP 		as soon as possible
BTW 		by the way
FAQ 		frequently asked question
FWIW 		for what it’s worth
FYI 		for your information
IMHO 		in my humble opinion
LOL		laughing out loud
TIA 		thanks in advance
TTFN 		ta-ta for now

In spite of the apparent advantages of initialisms, you would be wise to use them cautiously. They have meaning only if readers know them.
Inappropriate Use of Email
In spite of its popularity and ease of use, email is not always a good medium for your
communications. As summarized by two authorities, “it should not be used when:
• The message is long, complicated, or requires negotiation.
• Questions or information need clarification and discussion.
• The information is confidential or sensitive, requires security, or could be
misinterpreted.
• The message is emotionally charged and really requires tone of voice or
conversational feedback to soften the words or negotiate meaning.
• The message is sent to avoid direct contact with a person, especially if the message
is unpleasant and uncomfortable or seems too difficult to say face-to-face.
• The message contains sensitive issues, relays feelings, or attempts to resolve
conflict. Email can make conflict worse.”8
THE NEWER MEDIA IN BUSINESS WRITING
Sometimes writers in today’s fast-paced, global business world need to communicate more immediately and quickly than a letter, a memo, or an email will allow. Technology provides business writers with many more channels for immediate, quick communication including text messaging, instant messaging, and social networking. 

Though many people already use these media in more informal social contexts, these media can also be used effectively in business settings. For example, Microsoft’s Office Communicator provides business writers with an instant messaging tool. In addition, a recent survey of the Society for Human Resource Management finds that “nearly 20 percent of employees use professional networking sits such as LinkedIn and Plaxo, while 16 percent use social networking sites such as Facebook, MySpace, and Friendster.” However, as with more traditional business writing media such as letters, memos, and emails, the use of these channels should be driven by audience needs and expectations as well as the writer’s goals and purpose.
Text Messaging
Text messaging, also called short message service (SMS), allows one to use a mobile phone to send, receive, and view short messages. Because the purpose of a text message is to convey a quick message, the emphasis is on brevity which has led the use of many abbreviations. So many of these abbreviations have developed that one might say a new language has developed. In fact, a dictionary of over 1,100 text messaging abbreviations has been compiled at Webopedia, an online computer technology encyclopedia. Some examples are the following:

b4 (before)				u (you) 
gr8 (great) 				BTW (by the way)
ASAP (as soon as possible) 		CU (see you)
NP (no problem) 			FBM (fine by me)
HRY (how are you)			TC (take care) 

In addition to abbreviations, typed symbols are used to convey emotions (emoticons), which can also be found in Webopedia: 

:-) standard smiley			:-! foot in mouth)
:-( sad or frown				:-0 yell
(((H))) hugs				;) winking smile

Good business writers will compose text messages that not only convey the writer’s message but also allow for brief responses from the receiver. For example, if you learn that an important visiting customer is a vegetarian and you have reservations for lunch at Ruth’s Chris Steakhouse, you might need to let your boss know—before the lunch meeting. However, the boss is leading an important meeting where a phone call would be disruptive and inappropriate. So you decide to send a text message. 

While text messaging is relatively new for business use, you will find it a valuable tool
if your messages are clear, complete, and concise with a pleasant and professional tone.
Instant Messaging
Instant messaging, commonly referred to as IM-ing or online chatting, is much like a telephone conversation in that parties communicate in real time (immediately). It differs
primarily in that it uses text-based (typed) rather than voice-based communication,
although recent developments have made voice-based instant messaging possible.

You should write instant messages much as you would talk in conversation with
the other person. Many writers will use same abbreviations and emoticons in instant messaging as they use in texting. Here again the use of device depends upon the audience and purpose. The message bits presented in instant messaging are determined largely by the flow of information. Responses often are impromptu. Even so, in business situations you should consciously direct the flow toward your objective.

Social Networking
You may already be familiar with such social networking sites as Facebook, MySpace, Twitter, or LinkedIn. Perhaps you have a blog where you keep an online diary or journal that you share publicly. These social networking sites are increasing so popular that people’s time spent on these sites represents “a paradigm shift in consumer engagement with the Internet.” Although you may use these sites to connect with friends, family or classmates, many business writers also use them to connect with clients, customers, colleagues, and supervisors, as they answer questions, promote products, network with other professionals, o interact briefly with co-workers. Many companies have found that these networks promote personal and corporate success. One survey of 1,600 executives “found that firms that rely heavily on external social networks scored 24 percent higher on a measure of radical innovation than companies that don’t. Business professionals, then, are using social networking sites for purposes that are likely very different from your purpose in using them.

Generally, the messages on social networking sites are brief, in some sites restricting the message to limited number of characters. Therefore, they are supposed to be concise and clear, as with text messaging. In addition, because the messages on these sites are public, you would never want to use language or a tone or writing style that you would embarrass your boss, or that may get you fired.  In fact, if you currently have a page on a social networking site where family and friends are your audience, you will want to remove any picture or your language that you wouldn’t want people with whom you have professional relations to see. One expert advises that even though employers may not be within their rights to use information on social networking sites in their hiring decisions, 40 percent of employers indicate that they check social networking sites when hiring new employees and 80 percent of them say that the contents of these sites influence their hiring decisions.

Besides, as a business professional, you must know your company’s computer use policy and avoid writing anything that would reflect poorly on you or your company or put you or your company at risk.


SUMMARY BY LEARNING OBJECTIVES

1. The writing process consists of three main stages:	(LO1: Writing process and strategies)
• Planning includes the following activities:
— Gathering and collecting information.
— Analyzing and organizing the information.
— Choosing a form, channel, and format.
• Drafting needs to be flexible.
— Avoid perfectionism when drafting.
— Keep going—don’t stop for excessive tinkering.
— Pursue any strategy that will help you make progress on the draft.
• Revising involves three main levels of edit:
— Revising for content, organization, and format.
— Editing sentences and words.
— Proofreading to catch mechanical and grammatical errors.
• The three stages are recursive—you can revisit earlier stages at any time.
2. Making good formatting decisions is critical to your messages’ success. 	(LO2: Readable formatting)
• Good formatting makes your messages inviting.
• Good formatting makes your information easier to find and follow.
3. These are the highlights of the development of business letters: (LO3: Development and usage of business letter)
• The early civilizations (Chinese, Greek, Roman, Egyptian) used them.
• They are now used largely in more formal situations, especially with external
audiences.
• Letter formats are standardized (see Appendix B).
• Early business letters used a stilted language.
• Strategic organization and humanized language mark recent developments.
4. The memorandum is a form of letter written inside the business. 	(LO4: Purpose and form of memos)
• Hard-copy memorandums usually are processed on special stationery
(Memorandum at the top; Date, To, From, and Subject follow).
• Large organizations often include more information (Department, Plant,
Location, Copies to, Store Number, etc.)
5. Today, email is a mainstream form of business communication. 	(LO5: Phenomenal growth and nature of email)
• It has grown because it
— Eliminates “telephone tag.”
— Saves time.
— Speeds up decision making.
— Is cheap.
— Provides a written record.
• But it has disadvantages:
— It is not confidential.
— It doesn’t show emotions.
— It may be ignored or delayed.
• Email should be avoided when
— The message is long, complicated, or needs negotiating.
— Content needs discussion.
— Content needs softening in tone, voice, or words.
— The message is used to avoid unpleasant and uncomfortable personal contact.
— The message contains sensitive issues.
6. The way to write good email messages is as follows:	(LO6: Writing effective emails)
• Use standardized prefatory parts.
• Begin with recipient’s name or a greeting.
• Organize logically.
— For short messages, present the information in descending order of
importance.
— For long messages, use the organization that best presents the information.
• Make the message short.
• Write correctly.
• Close with your name or a closing statement.
• Use asterisks, dashes, solid caps, and such, as needed, to show emphasis.
• Sometimes initialisms are useful, but use them cautiously.
7. Text messaging and instant messaging (IM-ing) are important newer types of business messages.		(LO7: Nature and business use of text and instant messaging)
• Text message is widely used today.
• The writing stresses brevity and uses shortcuts—but never at the expense of clarity.
• Instant messaging is like a telephone conversation, but it uses type rather than voice.
• Write your instant messages as though you were talking to the other person.

8. Another popular type of electronic message is. 	(LO8: Nature and business use of social networking)
• Business writers use them to connect with co-workers, clients, and customers.
• Be sure that content for your social networking site presents a positive professional image.


C R I T I C A L T H I N K I N G Q U E S T I O N S

1 Identify and explain the steps in the writing process.
2 Think about a writing project that you recently
completed. Using the terminology in this chapter,
describe the process that you used. How might
using different strategies have made the project more
pleasant and productive? What helpful strategies
did you use, if any, that were not mentioned in this
chapter?
3 Will hard-copy letters diminish in importance as email
continues to grow? Become obsolete? Vanish?
4 a. Discuss the reasons for email’s phenomenal
growth.
b. Is this growth likely to continue?
5 Some authorities say that shortcuts in text messaging
will lead to users’ inability to spell properly in more
formal contexts. Discuss.
6 Memorandums and email messages differ more than
letters in their physical makeup. Explain and discuss.
7 Discuss and justify the wide range of formality used in
memorandums and email messages.
8 What factors might determine whether or not instant
messaging would be an appropriate medium to use in a
given situation?

C R I T I C A L T H I N K I N G E X E R C I S E S
1 Interview a working professional about his or her writing
process. In addition to asking about general strategies
for different kinds of writing, ask how he or she
tackled a particularly difficult writing situation. Write up
the results of your findings in a brief memo report to
your instructor.
3 Using various formatting devices, turn the following
contents into a readable, attractive flyer or email announcing
a health club’s new rates for employees of a
nearby hospital. (You may want to consult Appendix B’s
advice on formatting.)
New Special Rates for Metropolitan Hospital Staff!
The Health Club is now offering special rates for all
Metropolitan Hospital employees. The Club is a full service
exercise club located at 42 Adams Street,
just across from the hospital. Our facilities may be a
good option for Metropolitan employees to explore.
We offer the following membership types for Metropolitan
employees or retirees: Single Standard, 1
year prepaid ($200/year); Single Standard, by the
month ($15/month plus a one-time $50 enrollment
fee); Single Deluxe, 1 year prepaid ($300/year).
Single Deluxe includes your personal locker and a
towel service. Metropolitan employees’ spouses or
domestic partners are eligible for a 20 percent discount
on the Club’s normal rates. You can take a
tour, join the Club, or ask any questions by calling
555-5555. We have a large free-weight room; new
Cybex (Nautilus-style) machines; ellipticals, treadmills,
bikes, steppers, and rowers; an Olympic-size
swimming pool; aerobics, Pilates, and yoga classes;
racquetball and handball courts; a large gym/
basketball court; a whirlpool; a steam room and
saunas; shower and locker room facilities; and free
parking. A small fee for some classes may apply. Our
hours are Monday through Friday, 5 AM to 10 PM;
Saturday, 7 AM to 8 PM, and Sunday 7 AM to 6 PM—
Our website address is www.healthclubin.org.
4 Instructions: Write a text message in less than 160 characters
for the case below. Be sure your message is both clear and complete.

You own three coffee shops around your area.
Although you have a loyal base of regular customers,
you realize that there is both room to grow this base
and a real need to compete with the growing presence
of Starbucks and other competitors. Your coffee is
good and reasonably priced, but your emphasis on
seasonal fruit has long been your specialty. You serve
fruit fresh in muffins and as toppings for pancakes,
French toast, and waffles. In fact, since the local
television station included your shop in a healthy
eating segment, your low-fat muffins are selling
out every day even though you have been increasing
production. When some of your loyal customers
started grumbling about not always being able
to get them, you knew you wanted to serve them
better.

