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PREFACE

The potential buyer of this book may well ask why he
should buy this particular one and not any one of the many
others on the same;jsubject. . Ig reply, we would like to draw
attention to the following few features in which this book
scores over others:

1. This book is written in simple, clear and con-
cise language. It is very easy to understand ahd to use.

2. This'book is based on the latest ideas of what
constitutes good business letter writing. The specimen
letters given are based on the modern trends of brevity
with accuracy, directness of appeal and the avoidance
of hackneyed, meaningless phrases. Many of the older
business letter-writers are out-of-date and hence mis-
leading.

3. The information is chiefly given in the form of
tables or the chapters have been very fully sub-titled.
Tabular arrangements have been resorted to wherever
possible. This makes it easy for the reader to grasp
the essentials quicly and retain them long in his
memory. Besides, such an arrangement simplifies the
task of referring to any particular fact as it gives a
sort of bird’s-eye view of the whole subject.

4. Twohundred and thirty readymade letters have
been given at the end as examples and for immediate
reference. They have been grouped under sub-headings
classified in alphabetical order. This will enable the
reader to look up any kind of letter in an instant.
The copious cross-references further enhance the value
of this section, at the same time giving the reader
further scope for selection.

S. This book is complete, practical, up-to-date,
and yet concise. It is time- and labour-saving—im-
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portant assets in these days of high-pressure activity.
It is, therefore, especially suitable for busy business
men who have to budget their time. There are no
long-winded discussions in this book, but just the
essential facts and fundamental principles that every-
one must know in order to write friendly, effective,
66 . 9 .

results-getting” business letters.

The author has tried hard to make this book as useful
as possible to a large number of men, whatever their line
of business may be. He believes that a careful study of
this little book will help business men greatly in making
their letters effective.



I AM THE LETTER!

“I am the Letter.

I am the Bearer of Tidings of Great Joy.

I am the Cavalier of Culture.

I am the Courier of Commerce.

I am the Ambassador of production.

I am the Winged Mercury of Industry.

I am the Pheidippides of Trade.

I am the Plenipotentiary of Finance.

I am the Charge d’Affairs for Cupid.

I am the High Priest of Potential Human Thought.
I am the Messengar alike of Dreamer and of Doer, of Peasant
and of Potentate, of Sage and of Sophist.

I am the Motive Power behind the Iron Horse that Speeds
like Lightning over the Endless Rail.

I am the Driving Force behind the Ocean Greyhound that
Plows and Furrows the Infinite Seas of Earth.

I am the Deathless Energy behind the Airplane that Swirls
and Shatters the Atmosphere of the Heavens.

I am the General of Armies which, Set for Action, must
Stand in Poised but Impatient Tableau till I Bid
Them Charge.

I am the Commander of Navies, which Stripped for On-
slaught, must Halt in Steaming and Beetling Silence
till I Bid Them Strike.

I am the Fate or the Salvation of Nations.

I am the Blasphemer or the Hallower of Human Life.

I am the Perverter or the Glorifier of Human Love.

I am the Balm or the Heartbreak of the Soul.

I am the Alpha and the Omega of Big Business.

I am the Bearer of Tidings of Grave Import.

I AM THE LETTER.”?

1 JoHN B. OPDYCKE, Bussness Letter Practice.
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CARRIER OF NEWS AND KNOWLEDGE
INSTRUMENT OF TRADE AND INDUSTRY
PROMOTER OF MUTUAL ACQUAINTANCE

OF PEACE AND OF GOODWILL
AMONG MEN AND NATIONS

*

MESSENGER OF SYMPATHY AND LOVE
SERVANT OF PARTED FRIENDS
CONSOLER OF THE LONELY
BOND OF THE SCATTERED FAMILY
ENLARGER OF THLE COMMON LIFE

Inscription on the
Capstones of the
United States Post Office
Washington, D, C
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INTRODUCTION

Are you bursting with ideas? If so, you must
have often wished you could express them in the form
of a good letter and let others also know about them.
A good letter can open up new channels of business,
get better results from your present customers, reduce
bad debts, and do a hundred other things. On the
other hand, badly conducted correspondence can
easily become a menace to any business.

It is rightly said that a man’s personality is
often reflected in his letters. Think what a good
impression made on others by decent correspondence
can do to your own business. To be a capable
correspondent is a sign, the hall-mark, of a good
business man.

Fortunately, so far as business is concerned, the
ability to write a good letter or a business document,
is a matter of accomplishment and training rather
than a gift of nature. True, everyone cannot write in
a good literary style; but any person, even of average
intelligence, can easily acquire facility in the writing
of effective and results -getting business letters. As
A. P. Stowe says, “ Your letter may decide a sale,
may stralghten out a complaint, may make a cus-
tomer. Too often business letters are written in
haste without proper consideration, and the letter
that brings results is the one in which thought,
consideration from the recipient’s standpoint and
argument are embodied to bring conviction.”

XV
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What is a good business letter? It is a sub-
stitute for a personal interview or a friendly talk over
the telephone. Like these, your letters toa must be
friendly and conversational in tone. Don’t turn
them into legal documents, full of hackneyed phrases.
Neither should they be literary essays. These days,
business men are too busy to give much attention td
long rambling epistles. Always bear in mind that
a business letter is a typed-out talk; if you do so,
your letters will be effective and interesting.
Mr. Earle A. Buckley, one of the most skilled letter-
writers in the United States of America, and the
author of that excellent book, How #0 Write Better
Business Letters, says: * A really good letrer if you
read it aloud, will not sound like a letter at all.”” If
business men were to speak as they often write their
letters, they would soon lose many of their friends.

That reminds us of what the Rev. * Dick”
Sheppard once wrote in the Sunday FExpress:
“Something seems to happen, some freezing process
seems to set in, when a business man sits down in
his office to write a letter.”” Why should this be so?
Why should your letters be stilted and formal, like
the circulars that go out from Government Depart-
ments or the letters from a lawyer’s office? If youw
would double the value of your business correspon-
dence, instil in it a little personal touch. Be friendly;.
be courteous; and, abave all, be brief without being
abrupt.

Let your letters be a credit to yourself and to
your firm. Therefore, unskilled and untrained mem-
bers of the staff should not be allowed to handle

Xvi
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out-going cerrespondence. lToo often, business
letters are full of mistakes in spelling, faulty gram-
matical constructions, and scored over with correc-
tions. Letter's that are badly worded, shabbily typed,
and move or less illiterate, can do a terrible amount
of damage to a firm.

The amt of writing effective business letters is
definitely worth acquiring. Remember always that
your letters cost money. They should not, and need
not, be an expense. On the contrary, they should be
profit-making.



MR. CASSON SAYS—

Mr. Herbert N. Casson, the Apostle of Efficiency,
and the author of over 120 books on Business
Efficiency, Practical Psycholgy and Self-develop-
ment, writes:’ -

“From a business point of view, we must look
upon every letter as a sales letter. 'Every letter has
more or less of an influence on the balance sheet.
It makes friends for the firm or loses them. Every
company is largely a mail order company. We all
sell by post. Many of us forget this. )

“Every outgoing letter is a traveller for your
firm. It is a salesman. It carries a message. It is
silent, but not dumb. It attracts or repels. It helps
to make the reputation o} the firm.

“A good letter is a master key, that opens locked
doors. It opens markets. It opens the way for
your goods or your services. It tells the story of
the real character of your firm. ‘

“The aim of every business man should be to
create a letter power. Good letter writing is a
new way to make more profits. It is one of the
quickest and cheapest ways of building a business.
It is equal to, advertising and much cheaper. It

1 HERBERT N. CAssON, Better Business Letters.

xviil
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enables you to get in touch with more people. Why
limit your market? By means of letters, you can
reach people at a distance. Here, for instance, are
ten things that good letters can do.

“h.  Sell goods.
2. Bring back lost customers.
3. Secure new customers.
4, Encourage travellers.
5. Prepare the way for travellers.
6. Stimulate dealers.
7. Create goodwill.
8. Collect bad debts.
9. Adjust complaints.

10. Open up new markets.”

Do your letters do all these things? Mr. Casson’s
are wise words. Ponder well over them.

Xix






A young man once asked Gladstone—"‘What is the
best investment ?” The great man replied—'‘The
best investment is knowledge, for that is the only
investment which never depreciates in value and
which no one can tecke away from you.”

YOUR STATIONERY CAN
MAKE OR MAR YOUR LETTERS

HE first thing the recipient of a letter notices is

T the quality of the note-paper and envelope

used and the way the letter has been typed out.

As the first impression is very important, care should

be taken to use suitable stationery and see that the

letters are typed out neatly and well-spaced as
explained in the next chapter.

Good business letters should be typed on good
business stationery. It is a fact that even poor letters
look better and are more effective when typed on
high-tone stationery. Cheap, flimsy paper will carry
little weight, however weighty the message on it.

The standard sheet of business stationery measures
8% by 11 inches. [Paper Control Economy Order of
1944 (Govt. of India) restricts the size temporarily
to 63 square inches.] However, for short letters, sheets
measuring 7% (or 7%) by 103} inches,
or even 7 by 10 inches, may be used.
Sheets smaller than these are definitely not recom-
mended. And on no account should half sheets be

1

Size of Paper
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used as they carry a suggestion of miserliness on
the part of the firm that uses them.

The quality of your stationery is very important.

By that we mean, the substance from which the
Quality of the paper has been manufactured, as nowa-
Statienery Jays, “Bond” does not necessarily mean

a guarantee of high quality.

Good taste dictates the use of white, unruled,
good bond or linen paper of firm texture and surface,
] durable and watermarked. Durability is
w;;f;tr“ a necessary quality of the stationery used
in everyday business correspondence.
Twenty-pound weight paper is quite suitable. If some-
thing more substantial is needed, twenty-four, or even
twenty-eight, pound paper may be used, especially
for letters from the high executive officers of the
firm. Toughness and durability are necessary be-
cause ordinary business letters have to stand up to
a lot of rough handling before they are fmally filed.
The severity of the usage that letters receive is very
graphically described by Mr. Arthur E. Andrews:

““Durability in paper is bunk !’ said a
business man as he signed a letter to an impor-
tant customer. ‘I don’t care how this letter
looks a thousand years from now.’

“Nevertheless, he admitted caring very
much how it was going to look the next day
when it arrived at its destination. As the letter

2
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lay there on his desk, it was smooth, clean and
unfolded. That’s about the only way we ever
see one of the business letters that we write.
It leaves us as unruffled as the day the paper
was made.

“Then it starts to get handled!

“It goes through its first thumbing before
even reaching the partial protection of an
envelope. After that, the rough and tumble of
post office handling and cancelling machines.
It is sorted by long-distance throwers in a mail
car and crammed with its brothers into full-to-
the-brim sacks and letter carriers’ bags. Arrived
at its destination, it is opened by hurrying
fingers and may be routed through several people

before reaching the one who will take action
on its contents.”’

If a letter justifies the cost of writing it, it cer-
tainly justifies being typed on durable and attractive
paper. The small saving made by the use of cheap
stationery is a poor form of economy. For the quality
of the stationery is instrumental in determining the
reader’s first impressions. Good paper suggests a
firm of reliability and standing. The opposite is
also true. Good paper will permit unnoticeable
erasures. It will allow signing in ink without danger
of blotting. In brief, it will repay its slight extra
cost many times over in the results it achieves.

1 ArTHUR E. ANDREWS, Rags: Being an Explanation of Why
They Are Used in the Making of Paper.

3
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White paper is the best for business letters and
is the standard one for general commercial corre-
Col ] §p0ndence. However, tinted stationery
Stationery 18 used by many concerns, especially in

pastel shades of blue, brown, and grey.
Brownish shades are certainly very effective, and have
much pulling power in the case of sales letters. In
any case, the paper should only be delicately tinted.
Bright colours, yellows, greens, orange, bright blue,
are absolutely taboo. They should never be used.

Many concerns favouring tinted stationery, use
appropriately coloured typewriter ribbons for their
Typewriter letiers. For example, letters may be
Ribbons and In brown on papers of a brownish or

§°l9“'°d beige colour, and in blue on blue-tinted
ationery StOCk

Certain firms use differently tinted papers for
their different departments or products. This is
Different  JUItE @ good idea if discriminately
Colours used. White paper may be employed
for Different for oeneral correspondence; light blue

D t t . . .
epartments paper for writing to ladies; grey for sales
letters to gentlemen, etc.

Needless to say, the envelope should be of the
same quality and colour as the note-paper and should
be of the proper size. The practice of

The . . .
Envelope Using envelopes of an inferior grade to
the letter paper is an unwise one. Du-
rability here is also necessary as a cheap flimsy
envelope will allow the enclosed letter to become
wrinkled and lose its fresh crisp appearance. Besides,

4
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a poor envelope sets a negative first impression on
the recipient—in other words, a poor impression is
formed even before the envelope is opened. Itis a
proved fact that a good-looking and neat cover sub-
consciously impresses the reader favourably regarding
the importance of the subject-matter of the letter.

We shall end this chapter with a quotation
Coloured from Mr. Herbert Casson’s Efficiency
Envelopes Magazine:

“The Circulation Manager of an American
magazine made an experiment. He used coloured
return envelopes to see which colour brought the
most replies.

“He found that pink envelopes were best,
then blue, then yellow, then green, then white.
And he was wriling to men, not women.’’

YOUR LETTERHEAD IS
THE VOICE OF YOUR BUSINESS

S your letterhead good enough for your firm? Is
it in keeping with its prestige? The letterhead is
the voice of your business. Itis like a sign. Look

Look at at your letterhead carefully and see if

Your  you feel proud of it. If it attracts
Letterhead favourable attention. An old-fashioned
letterhead indicates a firm that is stagnant in every

5
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way ; because, during the last twenty years, the
business letterhead has undergone a fundamental
change in appearance towards simplicity, attractive-
ness, utility and neatness. These changes are vividly
described by the following extract from an article
entitled ““Does Your Letterhead Have Whiskers ?”

that appeared in Postage and The Mailbag ;

“At the close of the Victorian era, when side
whiskers were the chief distinguishing charac-
teristics of the big business man, when telegrams
were generally limited to death and disaster, and
when typewriters were still regarded as ques-
tionable innovations, letterheads were things of
wonder and dignity. They bombastically pro-
claimed the full details of the business of the
company, with all branch offices, a full list of all
officers and directors, together with extended
bird’s eyes of plants as they might appear but
never did. They were more than a convenient
identification—they were a condensed directory,
a sort of epitomized history of the nature of the
business. However, came the time when business
moved faster and then the letterhead was divested
of its frock coat Sunday-go-to-meeting ap-
pearance and given a more practical work-a-day
garb. There are old-fashioned, conservative
companies who still hold to the Victorian relics.
The majority of companies manifest a preference
for the simpler but more tasteful designs.”

It may be said that the more ornate types of
etterheads should be reserved for sales letters, while

6
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a simpler design should be used for all routine
correspondence.

On an average, the letterhead should occupy

not over two and a half inches of space from the top,

on the standard size, or one-fifth of the

Size and sheet. Use types of a moderate size and

Design  with a modern face. Simple designs like

those shown on the next page in line form

look best and yet are dignified. Simplicity of design
is an essential requirement.

The letterhead should contain all the necessary

c:f“:ﬁ';“ information in a brief form, and no more.
Letterhead The essential details required are:

1. Name of the concern.
2. Address—as complete as necessary.
3. Nature of the business.

4. Telephone number and the telegraphic
address.

5. Sometimes the addresses of branch offices
are also given.

6. If preferred, a photograph (not a wash
drawing) of the building or plant may

be used.

7
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Colour may be used judiciously if preferred.
But it should not make the letterhead look cheap.
When the use of colour seems questionable
in the case of concerns of a dignified and
conservative character, it is best to err on the safe
side and use only black ink.

Colour

The summary for selecting letterheads that
appears on page 11, will help you to design a
Selecting good one for yourself. It is based on
and Ana- the findings of the Hammermill Paper
Lot Yting ~ Company of America and emphasises the
five main points which should be consi-
dered when planning a new letterhead or redesigning
an old one.

After the letterhead has been designed, appraise
it impartially with the help of the Letterhead Rating
Ghart given on page 12. Take your existing letter-
head. Honestly analyse it; and if it fails to come
up to the standard of efliciency required for real
effectiveness, scrap it, and design a new one.



EXAMPLES OF SIMPLE SHAPES IN WHICH
THE DIFFERENT ELEMENTS OF A
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SUMMARY FOR SELECTING
LETTERHEADS

1. Keep the letterhead simple and free from unnecessary
details, It is not necessary to fill up the whole space reserved
for theletterhead with printing or pictures. Consider the follow-
ing points; these elements must appear in the letterhead:

Details Absolutely Essential:

(@) Name of the company.

(b) Full address, including number or name of building,
street name, city, etc.

(c¢) Particulars of the typc of business. This may be
shown by an illustration, If the kind of business
done is indicated in the name of the company, no
further particulars need be given.

(d) Names of the department or branch using the
letterhead.

Details Optional:
(a) Names of the higher officers.

(b) Telephone numbers and telegraphic address. Al-
though optional, it is always advisable to give
these in the letterhead.

(¢) Trade-mark, etc.

2. The design of the letterhead should be simple and print-
ed in sober, pleasing and harmonious colours. The type face
should be modern, the design well balanced, and all elements
properly displayed.

8. Use good stationery, Cheap paper may prove expensive
in the long run due to loss of business or lack of attention-get-
ting attractiveness. A standard grade of water-marked paper
of substantial weight is the best.

4. The envelopes should match the letterhead and should
be of the same quality as the letter paper. The address should
be printed in the upper left-hand corner of the front, the typo-
graphy and colour of ink matching the letterhead.

5. 1f continuation sheets are used, they should be similar
to the first pagein weight, ﬁn}sh and colour. This matter has
been discussed elsewhere in this book.

11



LETTERHEAD RATING CHART

(Based on the Chart formulated by The Whiting- Plover Paper Company).

This Chart may be used for appraisingthe value and effectiveness of your letterhead.
If an honest analysis gives ltatatmg of 800/0 or more by this Chart, you may be
sure that 1t will prove effective 1n business correspondence.

Maximum Points
Ask Yourself These Questions Points for| Given to
Rating / Letterhead

HOW WELL DOES YOUR LETTER-
HEAD TELL WHO YOU ARE?

1. Isth name of the firm clear and visible at

a glance? 10 -

HOW WELL DOES YOUR LETT]:.RHEAD

TELL WHERE YOU ARE SITUATED?

2. Has your letterhead your full address? .. 5 -
3. Does your letterhead give your telephone
number and your telegraphic address?__ 5 —

HOW WELL DOES YOUR LETTERHEAD
TELL WHAT YOU ARE?

4. Isyour business clearly described ?  __ 5 -
5. Are all the elements of the letterhead
(name, address, particulars of business,

etc.) arranged neatly and do they look

good ? 10 -

6. Do all the elements “of your letterhead
appear in logical order and tell their
story simply and clearly? - 5 --

7. If apicture or illustration has been used
is it suitable, clear, effective, and in keep-

ing with your business? Does it help

the letterhead? e e 10 -

8. Is the lettering neat and good and 1s the
type-face used of good design? - 10 -—

9. [sthewholedesign of the letterhead modern
and appropriate to your lineof business? 5 -

10. Is the letterhead attractively and carefully
printed? 10 -

11. If colours have been used are they sober,
appropnate to the desngn and in keep-

ing with your business? 10 -
12, Is the letter paper of good quahty, thxck
strong, proper in colour? — 5 -

13. Is your letterhead good enough to stand up
to your competitors’ letterheads. Is_it

in keeping with your line of business?-- 10 -
TorAL POINTS in per cent. - | 100%
RATING in per cent. — em —- -—

)
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I
STREAMLINE YOUR LETTERS

N these days it may sound strange to be told that
][ all business letters should be typewritten. Yet,
surprisingly, much business correspondence in
Letters  India is hand-written, sometimes entailing
Musthe a lot of trouble to the recipients. A
Typewritten 1o owriter is a good investment for all
firms, however small they may be.

Business men owe a great debt of gratitude to
Christopher Sholes, a Milwaukee Customs Collec-
Pioneers OT, for giving to the world its most

gy oF the useful and indispensable machine. Let’s
ypewriter  Jigress here a little.

The first man to get the idea of a typewriter
was an English engineer, one Henry Mill, to whom,
in 1714, a patent was granted for ““a machine for the
impressing of letters singly or progressively one
after another.” But the idea died with him as he
left no model.

The first American patent for a typewriter was
granted to William Austen Burt of Detroit. A
Frenchman, Xavier Projean of Marseilles, also in-
vented a more or less similar machine. Then came
Charless Thurber of Worcester, U.S.A., the New
York doctor, S. W. Francis, and many others. But
it was not till 1866 that Christopher Latham Sholes
perfected his machine on which he had been working
for nearly seven years. He sold his patent for about

13



EFFecTIiVE BUSINESS LETTERS

£2,400 and thus gave his great invention to the
world. Hence the debt we owe him.

Here is an anecdote that might amuse you. Itis
said that the first author to use a typewriter was
Mark Twajn Mark Twain, the famous writer and no-
p2nd the velist. He bought one of the first models-

ypewriter in 1874, and soon after sent a typewritten
manuscript to his Publishers. But then he must have
fallen into a panic for he wrote to the Publishers:

“Gentlemen, please do not divulge the fact
that I own a typewriter. I have entirely stopped
using it, for the reason that I never could write
a letter with it to anybody without receiving a
request by return mail that I would not only
describe the machine, but state what progress
[ had made in the use of it, etc. I don’t like to
write letters, and so I don’t want people to know
that I own this curiosity-breeding little joker.”

The typist should be proud of the work he does.

He should be careful totype letters neatly and correctly.

The Typist LErasures should be avoided as far as

and the  possible; but they are better then

Letters  orrections made in ink. The stationery

should be handled as little as possible and only with
clean hands. Even perspiration will soil paper.

The touch should be light and even. Parts of
letters should not appear in heavier impression than
others. A good and efficient typist takes pride
in the quality of his work. His aim should be
always to produce a perfect letter.

14



ErrecTiVE BUsiNEss LETTERS

Every typistshould take great care of his machine.
His first duty in the morning should be to dust the:
typewriter and clean it thoroughly with
an oily rag kept for that purpose only.
The metal types should be cleaned daily
to avoid clogging. In short, the machine should
always be kept in perfect running order.

Care of the
Typewriter

For the typewriting to be neat and effective, het
Reaui following requirements should be kept
equire-

ments of in mind :—
TEffective

ypewriting
1. Clean types.

2. Good ribbon giving an adequately dark
impression.

3. Even touch.

Unnoticeable erasures. They should be.
as few as possible.

5. Complele absence of “‘strike-overs” —that
is, letters typed one over another.

6. No ink or pencil corrections.
7. Complete absence of typographical errors

8. Perfect alignment of capital letters with
small letters.

9. Perfect spacing between words and letters
and also between lines.

10. Correct spacing of the type area on the
paper.
15



ErrFecTivE BUSINESS LETTERS

The arrangement of the typed area on the sheet
of paper should look good. As a rule, the body of
Arrangement the letter starts two spaces below the

of Letter  salutation and ends two spaces above the
enPaper  complimentary close. The body should
be aligned on the right hand side with the first line

of the inside address of the person to whom the letter
is written.

The right-hand and left-hand margins should

be of nearly equal width, although the former may

™ be a little wider than the latter. In any

Margins  Case, the margins should not be less than

an inch wide. Really, an inch and a

half is preferable. The margins on the sides should

be about two-thirds as wide as those at the top and
bottom for the letter to look well spaced.

The present tendency is to use single spacing
between the lines, with double spacing between
paragraphs. However, when the letter
is short, double spacing may be used
throughout, with the first line of each paragraph
indented to indicate the necessary divisions.

There are four ways in which the letter may

be typed and indented, the first three being more

popular than the last, which is really a

l':,‘:,':‘:izf, rather novel way, and hence not much
used :

Block or Straight- . . This form is the most popular

Edge Form. at present. There is no in-

dention, the introductory

address, salutation and body

16
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ErFEcTIVE BUSINESS LETTERS

Indented or
Stepped-in
Form.

Semi-block or
Combination

Form..

paragraphs being aligned.
Single spacing is used with
double spacing between pa-
ragraphs which are not in-
dented. This is the most
symmetrical form.

. . The inside address is indented

and so also are the first lines
of the different paragraphs.
Single or double spacing may
be used between the lines.
The former is more popular;
but some prefer double spac-
ing as it makes a letter more
readable due to the greater
amount of white space.

.. This is quite popular. The in-

side address is in block form,
not indented, while the body
paragraphs are as in the
indented form.

Hanging Indention..This is often used in sales

Form.

letters but is not generally
favoured for business letters
of a . conservative kind.
This form is not so dignified
as the first three and so
should be used with care. It
is suitable for letters of a very
informal character that can
stand novelty.

17



Errective BusiNess LETTERs

In this form, the inside
address and salutation are in
block form. The first line
of each body paragraph is
aligned with the above but
all the other lines of each
paragraph are indented about
five spaces. Single spacing
is used between lines with
double spacing between para-
graphs.

These four forms of indention are illustrated

on page 22.

The address on the envelope should be correct
The and legible. It should be identical with

Envelope . °
Addregs the inside address.

Short—three-line addresses—should be double
spaced, although longer addresses may be single-
) spaced. However, the former practice is
SPacing of  yeally advisable for all addresses. The
name of the addressee should be typed
at the optical centre of the envelope, that is, a little
above the mathematical centre. It should not rise
much above the middle line of the envelope and
should be centred from left to right. Never should
the right-hand margin be wider than the left-hand
one.

18
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There are five styles of addressing envelapes :

STYLE
Single-spaced, four-line
address, block form.

Name of city in capitals.

Single-spaced, four-line
address, indented form.
Name of city in capitals.

Single-spaced, four-line
address, block form.

Extra space before last
line.

Double-spaced, three-line
address, indented form.

Double-spaced, three-line
address, block form.

EXAMPLE

James P. Brown, Esq.
Manager, Smith & Co.
125 Esplanade Road
CALcUTTA.

James P. Brown, Esq.
Manager, Smith & Co.
125 Esplanade Road
CALCUTTA

James P. Brown, Esq.
Manager, Smith & Co.
125 Esplanade Road

Calcutta

James P. Brown, Esq.
125 Esplanade Road

Calcutta

James P. Brown, Esq.
125 Esplanade Road

CALCUTTA

If preferred, punctuation marks may be used at

the end of each address line.
19
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Instructions to postal authorities, like the words,

Air Mail, Registered, Book Post, etc., should be typed
Instructions  jp capital letters above the address and in

o Postal %

Authorities theupper right-hand part of the envelope.
If it is necessary to type an attention line—*For
Attention of Mr. K. Smith”’—it should be placed in
Attention the lower left-hand corner of the enve-

Line lope.

In the case of a long letter it must be continued

on another sheet. We have already said that conti-
Conts nuation sheets should match the first

s page of letter in size, colour and qua-
lity. Of course, it must have no letter-

head. Most firms just use a blank sheet of paper ;
but it is advisable to use sheets bearing the printed
name of the firm in small type and without any further
details. The name may be printed in the centre or

in the right or left upper corner.

On each continuation sheet, the name of the
addressee, the page number and the date should be
typed, thus :

[ Mr. K. Lloyds -2- July 23, 1947.

The margin above the heading on the continuation
sheet should be uniform with the side margins, which
should be the same as on the first page. When the
printed name of the firm appears on the continuation
-gsheet the heading should be typed at least two

20



ErrecTIVE BUSINESS LETTERS

spaces below it. The first line of the letter on the
continuation sheet should begin at least three spaces
below the heading. However, if the matter continued
is very short, the first line may start as much as six
spaces below the heading.

An alternative way of typing the heading on the

continuation sheet is to place the name of the ad-

A dressee, the date, and the page number

Alternative in block or indented form on the left
hand side:

Mr. John Smith,
March 12, 1947,
Page two.

Mr. John Smith,
March 12, 1947,
Page two.

21



FOUR STYLES OF LETTER INDENTION

l T I ——
L] ] b
i. Block Style. 2. Indented Style.

T A L e
———————————

3. Semi-block Style 4, Hanging Indention
Style.

22



THE DIFFERENT ELEMENTS OF A
BUSINESS LETTER

HEADING
(LETTERHEAD)

NAME AND
ADDRIISS OF
THE RECIPILENT
(SUPERSCRIPFION)

SALUTATION

Busmess firms should
have note-papers with
printed letterhead, gi-
ving the name of the
firm, address, telephone
number telegraphic
address, etc.More about
this will be found m
another  chapter

Although  this may Dbe
typed at the foot of the
letter, 1t 1s best typed
at the left-hand side,
just above the saluta-
ton.

When writing to Limited
Companics and other
unportant corporate
bodies, 1t 15 best to
address  the letter to
the General Manager,
Secretary,or some other
uportant official

The  salutation  should
appear below the name
«d address of the reci-
pient. The tollowing arc
the usual salutations .

S

Icar Sir

Madam

If the address has to be
typed, 1t should appear
as follows, followed by
date of despatch:

210 Hornby Road,
Bombay.
Lst January, 1947.

Note that the word “Bom-
bay’ 15 followed by a
period.  Now-a-days, a
comma 1s not serted
between the number of
the premuses and the
street name.

The name and address
may be typed in either
of the f{ollowing two
ways :

1 Messrs. Smnith & Co.,
Hornhy  Road,
Bombay.
2. Messvs. Smuth & Co.,
Hornby Road,
Bombay.

Note the punctuation
marks. This is the clo-
sed form  In the open
form ol punctuation
s1gns are onutted,

Very formal and not used
much at present except
by Government De-
pariments.

This 15 the most common
salutation. 1t should
always Dbe used when
only a business rela-
tionship exists between
the correspondents

To be used when writing
to a lady. The same
remarks as above apply.,

23




ErrecTIVE BUSINESS LETTERS

Tae DirrereNT ELEMENTS OF A Business LeTTER__Contd.

BODY OF THE
LETTER

Dear Sirs

Dear Mr.
Dear Mrs— -
Dear Miss—

Gentlemen .. .o

This should be used when ‘
addressing letters to a

company, when 1ts
name is  naturally
preceded by the word
“ Messrs.”

This is the salutation to §
be used when the write:
is acquainted with the
recipient and Thence
desires to appear more
friendly than would be
the case if *“ Dear Sir ”
were to be used.

Tlus is no longer popular,
It may, however, be
used when writing to
public bodies, commit-
tees, a Board of Direc-
tors, etc. Popular in
America.

(The salutation should be followed by a comma
The American practice 1s to use a colon mstcad But

the former 1is to be preferred.)

The body of the letter
should be divided into
paragraphs.

The first paragraph should
introduce the subject
matter. 1f the letter is
a reply, it should also
contain a sentence of re-
ference to the previous
correspondcence.

In the second and follow-
g paragraphs all the
difterent topics should
be introduced.

The last paragraph should
be general and end
with a concluding sen-
tence, hke °‘May we
hope to hear {rom you,"”
etc.

A title or reference linc
may be typed (and
undecrlined) just below
the salutation and in
centre of the paper to
give the recipient an
immediate i1dea of the
contents of the letter.

A separate paragraph
should be devoted to
each subject dealt with.
Sub-titles or side-head-
ings may also be used.
When such concluding
phrases beginning with
a present participle are
used, the subscription
must contain a pro-
noun, e.g.,
I am (We are),

Yours truly.

24
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ThHe DiFFERENT ELEMENTS OF A BusIiNEss LETTER—Contdy

SUBSCRIPLION. .
(COMPLIMENTARY
(LOSE).

SIGNATURI

The subscription should
agree with the saluta-
tion. The most com-
mon forms are:

Yours faithfully
Yours truly

Yours very truly

Yours sincerely
Yours very sipcerely

Yours obediently
Your obedient servant
Yours respectfully

The subscription should
always be followed by a
comma.

The subscription should
be followed by the sig-
nature of the wniter.

The signature should be
legible, If mnot, the
name of the writer
should be typed under-
neath.

As far as possible, avoid
rubber-stamp  signa-
tures. They seta bad
impressionon the reci-
pient.

These are the commonest
and should be used
when the salutation is
“Dear Sirs” or ‘“‘Dear
Sir.”

This is more intimate
than the above two,
and should be used
when the salutation is
“Dear Mr. " etc.

Should not be used in
business letters unless
the recipient is a per-
sonal friend.

These are out-of-date
and should not be used,
although certain Gov-
ernment Departments
do so.

The ‘first letters of the
different words of a
close except the first
should not be in capitals.

The signature should be
followed by the official

designation of the
writer ;
Yours truly,

P, T. SMART BROWN & Co.
P. T.S. Brown,
Manager.
Ummportant letters may
be signed by a sub-
ordinate as follows:
Yours truly,
P. K. Daver,

for H. Smita BRowN & Co.

More about the Sigpature will be found in a later

chapter.
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THE THREE MAIN PARTS OF
A BUSINESS LETTER

EAVING aside for the moment, the date line, the
salutation, the subscription, and other structural
devices, the main part of a business letter may

conveniﬁmlfy be divide'd into thre? parts :
/ PR Y \ A ' ’

[

1. The Opening or introductory paragraph.
2. The Body of the letter.
3. The Close or concluding paragraph.

A good opening paragraph assures the reader’s
attention. Therefore, the first sentence of your letter
. is very important. 1t should be capable
ngnen:‘gi:ge of drawing the reader’s attention and
holding his interest long enough to make

him read the whole letter carefully. Make it clear
from the very beginning that the letter has been sent
in response to some request or desire of his. But
do not begin with such participial phrases like,
“Referring to your letter of . .. .,” “In confirm-
ation of your telephone order we wish to state

29

e o o o o o etc.

Whenever possible, the first sentence should
denote courtesy and appreciation, and never, never
start with a refusal or an expression of regret.

26
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Where sales letters are concerned, create interest
in the opening paragraph. If this is not done, the
Creati reader is very likely to chuck the letter
reating . .
Interest  iNto the nearest waste-paper basket with-
in Sales  qut further thought. So, ring the bell
etters . .
with the first sentence. Your opening
paragraph should pave the way for what is to follow.
Appeal to the reader’s desires and wants—the profit
appeal, the loss appeal, sex appeal, pride appeal,
bargain appeal, etc. As Earle Buckley says: “The
opening is your opportunity to guide the thoughts of
your prospect into the proper channels. 1t is the way
paver for your proposition, the advance guard that
makes receplive the mind of your reader.”’?

In order to start right, determine the purpose of
your letter, first of all. Then collect all the facts
you ar?going to incorporate in it. Then,

Bel:;‘;‘ﬁght visualife your reader, decide on the

\ “best opening to catch his interest, and
then—write.

Wha}ever you do, don’t begin with a rubber-
Avoid  stamp phrase. They are hackneyed and
Rs‘;zhg' strike no chord in the reader’s mind. Do

Openings 1ot use any of the following or their kind:

Referring to your letter of the 19th instant...
We have your letter of the 8th at hand...
In reply to your kind favour, we beg to state...
Complying with your request for our cata-
logue, we have sent to you by separate post...

1 EARLE A. BuckLry, How to Write Better Business Letters.
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We beg to state...

Replying to your favour of the 8th inst...
Attached you will find...

Enclosed please find...

We take pleasure in informing you...

We beg to inform you...

We have noted the contents of your letter of...
In regard to the point raised in your letter of...

Acknowledging your letter of...
Permit us to draw your attention...

Shades of the past! You can’t expect to arouse
interest by such moth-eaten, nineteenth century
phrases. Avoid them. Avoid them like the plague.
They will prove fatal to your letters. Write as you
talk. Start off well by means of a friendly, courteous,
conversational sentence.

Three ways .. . .
of Beginning Here are three ways of beginning right :

1. In your opening, express pleasure at
hearing from the other party, or, regret
at being unable to comply with his

request.

2. Ask or answer a question. For example,
“Will you please inform us if you
could....”, ““Yes, we shall be able to
allow you the special discount of 10%

b
on your order....”’, etc.

3. Intimate that you have already taken
action in connection with the letter you

28
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are replying to. Here is an example:
“As soon as we received your letter,
we took out all the items required
by you.. ..?”

We have already dealt with opening paragraphs
in sales letters.

Start well and half your battle is won. This is

the main part of the letter and will contain all the

The Body facts to be explained or discussed. Strive

of the  for simplicity here. Let there be no

Letter . mbiguity. Be sure that your reader

understands what you have written. As Dryden said,
“The first aim of a writer is to be understood.”

This part of your letter is the core-thought, the
heart of the message. Explain, discuss, by all means;
but don’t ramble on and on. Decide on the chief
point you wish to state, and stick to it. Divide the
body of the letter into well-constructed paragraphs,
each dealing with only one idea or subject. Let every
paragraph have but one aim. Make the paragraphs
easy to read and understand. A letter made up of a
few short paragraphs is sure to be more readable and
effective than one containing a solid mass of details.

Where sales letters are concerned, the first para-
graph should rouse interest; the second should create
Body of desire; the third should convince the
the Sales reader of the advisability of acting ac-
tter  cording to the sales letter; and the last
paragraph should make it easy for the reader to act.

29
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Let your letter have coherence and continuity.
Carry the reader from paragraph to paragraph. Let
Coherence YOUT letter run in a smooth flow of _con-
and Conti- pected thoughts Above all, let your
nuity letters be natural. A good test for
naturalness is to read them aloud. Every good letter
Test for should be able to pass this test. If it
Naturalness  ,0:n’t, it should never be posted.

You have made a good beginning. You have
dealt with your facts logically and clearly. Now
The Close COmes the close. Your closing sentences

should round up the whole letter.

At the end, avoid general phrases. Be as defi-
nite as possible. If it is a sales letter you are
writing, do not use concluding sentences that prevent

the reader from acting. Take it for granted that he
will act. End on that note.

Unfortunately, it is always at the end that

writers are apt to stumble. This is the place where
Worn-out vy can never hope to successfully use
Phrases at

the End stale and worn-out phrases:
Thanking you in advance. . .

Hoping to hear from you at an early date...
Beg to remain . . ..

Expecting to receive your order . ..
Awaiting your further orders. . . .

Yours for service and satisfaction. . .

30



ErrecTiVE BUSINESS LETTERS

Looking forward to the pleasure of . . .

Anticipating your reply by return mail . . .

End with a direct statement. Let your conclud-
End witha jno gsentence mean something to the

Direct .
Statement reader. Be concrete and definite :
{

Thank you.

We appreciate your generous co-operation. ...
We shall be glad to hear from you....

Your order will receive our promptattention...

““Here is the place—the end of your letter—
where, most of all, your language needs to be vivid,
terse, and positive,” writes Mr. L.E. Frailey. “You
cannot afford to be timid, or apologetic, or formal.
It’s the very worst time you could select to bring out
your rubber stamps’’* and, we may add, the worst
place to be pompous and stilted, like Mr. Micawber :

“Thanking you kindly in advance, we are,
my dear Sir, and beg to remain, Your
obedient Servants.”

1 L. E. Frawy, How to Write Business Lettérs
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SOME STRUCTURAL
DEVICES OF BUSINESS LETTERS

OU need not be told that every letter must be
dated. And that the date must be written in
full. Upon the accuracy of dates often rests

The Date a legal decision. A printed date line
Line forming a part of the letterhead is no
longer current usage.

The date line should be typed at least two spaces
selow the letterhead. However, it may be as many
Position @S Six or eight spaces below when this is
Dotf t}:g necessary in order to centre a shgrt letter
at¢ M€ upon the sheet. The date line may
appear on the right-hand side of the sheet—the most
common practice—or may be typed in the centre.
The latter method is gaining in popularity.

The usual order of the different elements of the
date line, popular in America, is: month, day, and
Order of Year. Some prefer the more logical
Date Line order of day, month, and year, common
in England.

January 19, 1947. 19 January, 1947.

The current practice is to omit punctuation
marks and such abbreviations as st, th, nd, rd,  etc.

When the date appears in the centre of the
sheet, some firms use ornamental arrangements of
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the date line elements. It must be
Ornamental 1 ointed out that few conservative firms

employ such variations. Although often
quite pleasing in appearance, they are time-con-
suming to type and smack a little of ostentation.
But for those who would like to occasionally use
ornamental date lines, here are a few examples :

Examples July December January 15 April 18

'Orna:)ental 15 21 19 47 1947
DateLine 19047 1 O 4 7

1947 November May fifteenth 1947
May 15 Seventh 19 47  June
1947 Third

October Twenty-first Twenty-first October
Nineteen forty-seven Nineteen forty-seven

In a large office there are always many persons

who dictate letters and typists who transcribe them.

Therefore, it is necessary to be able to

[dorhe find out who has dictated the letter and
entifica- . .

tion Line who has typed it out. The usual English

custom is to use the initial of the

dictator and the typist, thus : RJM/KP. This enables

the firm to quickly ascertain the identity of either
person by just referring to the correspondence file.

The identification line invariably consists of the
initials of the dictator followed by those of the
typist, the two sets of initials separated by a stroke,
.a hyphen or a colen :

RJM/KP RJM-KP RJM : KP
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No periods are used after the initials, and no
punctuation signs should follow the identification
line. The initials of the dictator should contain all
the initial letters that appear in his signature at the
bottom of the letter.

Some concerns, especially American ones, type
the whole name of the dictator, followed by the
Atbe  initials of the typist:
Customm  John R. Smith : KP John R. Smith
KP

As a rule, in India, the identification line is
typed on the left-hand side on the top of the sheet.
But the better practice is to type it flush

Position  with the left-hand margin of the letter
1aofthe  sheet, and one or two spaces below the
tion Line  last line of the signature. However, if
the signature comes very low on the

bottom of the sheet, the identification line may be
placed upon the same line as the last line of the
signature group, but flush with the left-hand margin.

When the inside address has been typed at the
boitom of the page, the identification line should be
typed two or three spaces below the last line of this
address. Note the following two examples :

Yours truly,

W. SMITH & CO.

Manager

WRS : KP
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Yours truly,
C. R. BROWN & CO.

Managing Director

George K. Griffiths Esq.
420 Colmore Row
Calcutta

CRB : PL

When a letter has been dictated for somebody
who signs it—three persons having a part in its com-
position—the identification line should consist of
three sets of initials, separated by colons, hyphens,
or slanting strokes: the initials of the person who
has signed the letter, the initials of the dictator, and
those of the typist.

Many business organisations give a special re-

ference number in their letters which should always

be mentioned when replying. This makes

Refels reference to previous correspondence easy

eference .

Line and saves much time. Some firms under-

line the reference line although many
conservative concerns do not follow this rule.

The reference line may be typed in any of the
Placement fOllOWing positions :

f th e .
R:fe;e:ce 1. In the centre of the letter and in line
Line with the salutation.
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2. In the centre of the letter but between the
last line of the inside address and the
salutation.

3. In the centre but between the salutation
and the first line of the letter itself.

4. In the upper right-hand corner of the
sheet and two or three spaces below the
date line. This position is not very
common as the reference line, if typed
here, is likely to be overlooked.

The reference line may take any of the following

Form of  forms:
the Refer-

ence line 1. In replying, please refer to M-123
2. In your reply, please refer to File M-18
3. Our Ref. No. M-102

Your Ref. No. KP-12

A letter may be directed to a particular indivi-
dual in a large business organisation either by
addressing the letter personally to him,
arele  or addressing it to the firm but with an
ttention . . .

Line attention line typed in the letter and on
the envelope. The latter practice is

preferred by many for routine letters.

The attention line may take any of the following
forms :

1. Attention of Mr. Cyril Brown, Manager
2. Attention: Mr. John Smith, Director
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3. Mr. John Brown, Please

4. Mr. Edward Burton, Publicity Manager
(When the line is long, the word ‘Attention” is
omitted). )

When the recipient has no official designation
or it is not known to the writer, the attention line
consists of only the name.

When the name of the recipient is not known and
yet the writer wishes his letter to be opened by a
particular official or head of a certain department,
the designation may be used instead of the name:

Attention of the Publicity Manager
Attention: Sales Manager

The attention line may be typed in any of the

Position  following places:
of Atten-

tionLine ], Two single spaces after the last line
of the inside address and even with the
left margin. It should be between the
last line of the address and the salu-
tation.

2. In the centre and in the same line as the
salutation.

3. In the centre, two spaces above the salu-
tation and flush with the paragraph
indention.

4, Flush with the left margin, and two spaces
below the salutation.
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5. Two spaces below the salutation but align-
ed with the paragraph indention.

The centred forms are more suitable in indented
or semi-block letters, while the other forms look best
in block type of letters. (See page 22).

When the attention line is very long it may be

displayed in two lines, thus:
A Long
ttenti . o
Lines Attention: Mr. James K. Smith

Advertising Manager.

On the envelope the attention line should
typed in the left-hand bottom corner.

When anything has been enclosed in the letter,
it is best to call attention to it by means of a notation.
The word “Enclosure” or the abbre-
viation “Encl.” should be typed a the
left hand, two spaces below the identification line
at the bottom. When the latter consists of initials
only, the abbreviation “Encl.”” is generally used,
while the whole word is typed if the identification
line consists of the name of the dictator followed by
the initials of the typist.

Enclkosures

Here are a few examples of enclosure notations
in singular and plural:

Examples
KPM: RP RJM: KP GHF: MR R. J. Morrison
¥ncl. Encls. 2 2 encls. Enclosure
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R. P. Smithfield John K. Smith R. J. Patterson

Enclosures : 2 2 enclosures Two enclosures

When the enclosure is of a very important nature,
Important its exact nature may he indicated in
Enclosures  the enclosure notation, thus:

KPM: RP K. P. Morrison J. P. Jackson
Eucl. Encl. Cheque  Enclosure
Cheque Cheque

When an enclosure is to be returned, the words
“to be returned’’ may be typed after the abbreviation,

“Encl.”

Vi
THE ADDRESS AND PHE SIGNATURE

NE thing that every business office should pay
O attention to is the correct addressing of
its correspondence. Incorrect addresses on
letters and parcels are, unfortunately, too common, as
a look into any Dead Letter Department of a big Post
Office will prove. All those whose job it is to write
or type addresses should be able to do so legibly
and correctly. Wrong addresses cost money,

Another common fault in business letters is
illegible signing. ‘“An illegible signature is a dis-
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L. courtesy,” we read in The Watch Dog.
qolgning 1y g certainly a nuisance. Every business
man should have two signatures—one for
his cheques, if he prefers to have one difficult to
forge, and another for his letters; the latter must be
clear and easy to read. If this is not possible,
and an illegihle scrawl masquerading as a signature
is preferred, the name of the party signing the letter
should be typed under the signature. This, of course,
is not necessary if the executive’s name appears
in the letterhead.

Degrees and titles should never be written after
the signature. However, the official position of the
person signing the letter may be typed after it.
Again, a rubber-stamp signature should never be used.

Ordinarily, the signature consists of three parts:

the name of the organisation (typewritten), the dic-

Elements  tator’s ,signatu.rt.a (pe.n-written), and the

o of the dictator’s position in the organisation
ignature  (typewritten).

The name of the organisation should be typed in
capitals two single spaces below the complimentary
Spacing  close—the subscription. It may be be-
gofthe gun even with the complimentary close
‘gnature  or indented five spaces from the close.
However, if the company’s name is very long, it must
begin far enough to the left so that it may not intrude
too much into the right-hand margin of the letter.

The title of the dictator of the letter, his position
in the organisation, should be typed in small letters,
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four single spaces below the typed name of the com-
pany, either beginning even with it, or indented five
spaces from the beginning of the company’s name.
Either the block or the indented style should be
followed throughout.

We have said above that the name of the com-
pany should be typed two single spaces below the
A complimentary close. An exception may,
Exception NOWever, be made in the case of short
letters. In such cases, the signature
may begin three or four spaces below the subscription,
if corresponding generous space allowances have also.
been made between the other structural units of the
letter.

When the dictator of the letter has no special
position in the company or any specific rank, the
name of his department may be substi-

Dl::ﬂfn?:m tuted under his signature. The name
of the department should be typed in

full in small letters.

When letters have been signed as explained
above, it means that the company takes responsibility
for the contents of the letter. In a signa-

Individual  tyre representing individual responsi-
ity . bility—where the writer holds himself
personally responsible for the contents

of the letter—the pen-written signature of the
dictator comes first, followed by the typewritten

name and position of the dictator in the firm,.
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and sometimes by the name of the firm. Compare
the following two examples:
Yours very truly,

H. Smite BrownN & Co.

Company AR 4

Responsibility Morris Smith
Advertising Manager

Yours very truly,

Individual W Prs

Responsibilit
P Y Morris Smith, Manager

H. SmMmitg BrowN & Co.

Here is a fact of human nature. Many persons

-are very sensitive as to how their names are spelt
or written. Hence, it is very necessary

Writing  not to offend our business friends by
Correctly mis-spelling their names. This seems
a very trivial matter, but it often causes

a lot of unpleasantness and sometimes loses business.

The great Andrew Carnegie tells us in his Auto-
'biography that once, on a visit to Lord Rosebery, he
found the latter greatly upset. On enquiring, he
was told, “I want you to discharge your Secretary.
He has spelled my name with two r’s.” Laughingly,
Carnegie replied: “If I were sensitive on that point,
life would be unendurable for me, as about 20 per
cent. of the people who write to me misspell my
name.” Every executive should warn his staff that care
should be taken to type customers’ names correctly.
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THE EIGHT C’s
OF COMMERCIAL CORRESPONDENCE

—CONCISENESS
~-COMPLETENESS —
i —COMPREHENSIVENESS
— —COURTESY
THE
EIGHT C’'S
OF
COMMERCIAL |
CORRES-

PONDENCE
—CONSIDERATION
~——CONCRETENESS

—CORRECTNESS—

—CLEARNESS

43



ErrFECTIVE BUSINESS LETTERS

From the above chart you will find that the
eight essentials of effective business letters are:
The Eight  Completeness, Correctness, Conciseness
Commercial Comprehensiveness, Courtesy, Considera-

Corres-  tion, Concreteness, and Clearness.
pondence

COMPLETENESS: Every letter must deal
with its subject fully, nothing of importance being
left out, thus saving further correspondence. Your
letters should be short and to the point; but do not
worship brevity merely for the sake of brevity.
Remember that incompleteness multiplies needless
letters. One letter, well thought-out and properly
planned, will often serve the purpose of three hasty,
incomplete ones.

In order that your letters may be complete,
without the omission of important details,

first, visualise the person to whom you are
about to write,

second, collect and collate the facts and figures
which should go into the letter,

third, review this material once more and
group it into related units,

fourth, check everything to see that nothing
has been left out of consideration,

fifth, write, or dictate.

CORRECTNESS: By this is meant that all
your facts and figures must be correct. Otherwise
there may be costly delay and serious loss due to
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misunderstanding or other causes. Remember that
errors are costly. They may mean more letters or
even monetary loss.

Correctness also means correctness in the matter
of grammar, punctuation, spelling, lay-out of the
letter on the paper, etc. *“What good manners are to
the gentleman, correctness is to the businessman,”
writes Dr. Robert Ray Aurner. “If the businessman
does not observe the rules of writing etiquette, he
is not accepted in the best business circles.”!

CONCISENESS: Let your letters be concise by
all means but not at the expense of correctness or
completeness. As brevity is an essenlial of present-
day business letters, see that every sentence you
write has meaning and is necessary. As Charles
Eliot says: “Businessmen seem to me to need, in
speech and writing, all the Roman terseness and the
clearness of the French. The graces and elegances
of literary style they can dispense with, but not with
the greater qualities of compactness, accuracy and
vigour.”

A letter should be just long enough to do its job
well and effectively, and no longer. When Abraham
Lincoln was once asked how long a man’s legs
shoud be, he is said to have replied, ‘“Just long enough
to reach to the ground.” A good business letter
should be a happy medium between completeness
and conciseness. Nothing of importance should be
left out, and yet unnecessary sentences should not
‘be used.

1RoBERT RAY AURNER, Effective English in Business.
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Brevity does not mean brusqueness. Even short
letters should not be tainted with machine-like
curtness. Courtesy is one of the most important.
essentials of good business letters. Compactness
and conciseness can be best achieved by—

1. weeding out all stock phrases and un-
necessary sentences from the letter,

2. not using any sentence that may anger or
ineult the reader,

3. revising every sentence to make it simple
and concise.

COURTESY: Needless to say, all business
letters should be courteous in tone and wording. Then
alone will they receive favourable hearing from the
reader. By courtesy is not meant the liberal use of
such words and phrases as “‘thank you,” “please,”
and ‘’kindly.” It means more than that. It means
a courteous attitude of mind. ‘“‘Life is not so short,”
writes Ralph Waldo Emerson “but there is always
time for courtesy.”

CONSIDERATION: This means thought for
the reader—consideration for his wants and desires.
It is something different from courtesy. It méans
thinking more of the reader’s interests than one’s
own. Consideration is an essential of business letters
that really pays in the long run.

CONCRETENESS: This means the complete
avoidance of vague indefinite statements. It means.
the use of concrete, vivid, interesting words instead:
of abstract ones. Use words that create pictures in
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the reader’s mind. Words that make him visualise
what you have written; stimulate him to action.
This quality is most necessary in sales letters. Un-
fortunately, it is not easy to acquire quickly. Study
of words—verbs, adjectives, nouns—is essential, and
the development of the art of colourful, powerful
writing and descriptive power.

CLEARNESS: This is one of the most impor-
tant characteristics of a bussiness letter. Without it,
it might as well not have been written. “Every para-
graph should be so clear and unambiguous,” says
Lord Chesterfield, himself one of the clearest of
writers, ‘“‘that the dullest fellow in the world will not
be able to misstate it, nor be obliged to read it
twice in order to understand it.”’

Clearness can only be achieved by first thinking
out the letter. Then there will be no fogginess in
the wording. All the ideas should be in crystal-clear
language, properly grouped into paragraphs, each
dealing with one aspect of the subject-matter of the
letter. First of all, plan out what you wish to say;
then, alone, say it. Badly constructed sentences will
mar the clearness of your thoughts, creating misunder-
standing. Remember thal the lack of clearness may
sometimes be very expensive. To achieve clearness,
simplify your words, simplify your sentences,
simplify your language. Be definite and not ambi-
guous. Be concrete, not vague. Be concise, but not
incomplete.
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SOME POINTERS
ON DIFFERENT KINDS OF LETTERS

[ 13

ETTERS of daily transaction are simply in-
L struments for enlarging the usefulness of the
individual,” writes Dr. Robert Ray Aurner.
“The discussion of orders, remittances, and ack-
nowledgments carries wider application than the
mere clerical instruction involved. The art of
writing a truly concise inquiry or reply is not as
simple as is commonly thought. Nor are well-
constructed announcements, business invitations, and
appointments as common as might be hoped. It is to
these simpler forms of daily expression that the
business writer must first extend his mastery.”!

Needless to say, all orders should be acknow-
ledged on the day they are received. Infuse in
your ordinary acknowledgment letters a
touch of goodwill, cordiality and friend-
ship. This can 