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Business Writing: We’ve all got to do it

I  Business Writing: We’ve all got to 
do it

Melville, in his famous story Bartleby the Scrivener, writes about a character who refuses to write. 

Let us just say the story ends tragically. 

That story was written a long time ago when there were scriveners. Now each and every one of us has 
to be a scrivener himself. And if we refuse, we too will end up tragically. 

Why? Because in business, you have to communicate and collaborate and the most efficient way to do 
that is to write well. Even doctors, even architects, even salespeople who work behind a counter have to 
write. All of us have to update our managers, our branch offices, and so on. We can’t refuse. 

We can only become good at it.

When you think about it, it seems that most of us in business are sitting behind our PCs writing, writing, 
writing. Hardly any of us use the phone anymore, so who we are and how we present ourselves in business 
usually comes across through email and instantaneous document exchanges.

In some ways, this is excellent. Sending business missives ensures business engagements are more accurate. 
Using emails ensures written evidence of every transaction and therefore there is less room for error. 
Written exchanges mean less interruption to our thinking. More people can be involved effortlessly in the 
same business transaction. No one anymore has to make endless phone calls to get all people on board. 

But there’s a downside. If you don’t write well, your business persona is diminished. If you don’t write 
well, you may be inclined not to answer important correspondences and thus be left out of the business 
transaction. If you don’t write well, people may not know how well versed you are in your subject and 
mistakenly think you are not as knowledgeable as you are. If you are flip in your writing style, people 
may not take you seriously. If you are long winded, people may think you don’t know what you are 
talking about. If you are too familiar, people may think you don’t respect authority. If you are too formal, 
people may think you are a cold fish.

The list goes on. People make assumptions about people from their words and how they use them. They 
say that extraverts do better in business than introverts. Luckily, with everyone’s reliance on the written 
word in business now, an introvert can rally wonderfully. Now the winner in business is the one who 
can express him or herself well.
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Business Writing: We’ve all got to do it

It has never been more important than now to be “well-spoken” on the page.

That is why every business person has to ask him or herself how do I come across on the page? Did 
my email presentation and correspondence flow affect how the vendor made his or her selection? Am 
I communicating clearly enough to have exactly what I want done be done or am I vague, ambiguous 
or uncertain in my communications? Am I too casual on the page and thereby inadvertently exposing 
my company and myself to legal compliance issues? These are just some of the issues you will face every 
time you craft an email or letter in business.

The fact is you, as a business person, are going to be writing constantly. And how well you write can be 
the decisive factor in your being promoted or hired. Jobs have never been more competitive and hiring 
agencies and recruiters look for reasons to dismiss a candidate. A misspelled thank you note can lose a 
job. Grammatical errors will do the same. Lack of clarity, also.

You know yourself that when you go to a website and the information is circuitous or unclear or lacks 
information, you think badly of the company. The same is true for the individual. 

You will be writing a diverse set of documents in the course of your business career. Expect to write:

•	 Emails
•	 Letters to be hired
•	 Cover letters to proposals
•	 Power point presentations
•	 Blogs, content for websites
•	 Marketing materials such as ad briefs, ads, banner ads, flyers and more
•	 Reports to people you report to
•	 Employee reviews
•	 White papers

You may not have to write all of these but, in a long career, you surely will have to write most of them.

There are some “Dos” that carry over across all these different types of documents. That’s the good news. 
Writing well in business has a bit of one-size-fits-all quality about it. Once you learn the basics, you can 
apply them to every document you are required to complete. 

Many people hate to write and, if that is the case, it usually is because these same people lack confidence. 
Here is an email sent to a business correspondent who acted like Bartleby in the way she manages her 
business. The person writing is clear, but perhaps we might be inclined to advise this person on tone:
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Download free ebooks at bookboon.com

The Smart Guide to Business Writing

8 

Business Writing: We’ve all got to do it

Dear Mitzi:

I sent you a submission on November 2010 and a query about the status of that submission on January 
2011. You never responded.

Is your non-reply due to not checking your e-mail submissions or due to a simple lack of courtesy?

From your lack of response (or poor record keeping) and recent acquisition of a novel about kidnapped 
mice being tracked down by Ken and Barbie, sure to win legions of American readers, I can see that your 
interests lie elsewhere.

Sincerely,

A witty email. A well stated email. But I suspect these two won’t choose to do business with each other 
again. The problem with business writing is it brings out the elephant in all of us. Nobody can forget. 
There’s always proof of what you said and how you said it. Another reason for us to be all the more 
vigilant in our writing styles.

We live in the age of multiple devices. There is a good chance that whatever you write will be read on 
a mobile device. That means only one thing. No one is looking for pages and pages from you. They are 
looking for one thing and one thing only: Clarity. Conciseness. A pleasing manner. An ability to transmit 
thoroughly without putting anyone to sleep.

Every document we are going to discuss in this brief chapbook on business writing has, as its backbone, 
all these qualities. And clarity, conciseness, a pleasing manner, an ability to transmit thoroughly can be 
learned and, once you have learned it, these qualities will become part of your “signature,” so to speak, 
and your career clearly on a more accelerated path.
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II Should you have a voice?
Good writing compels and it compels by what is called a voice. The reader feels they are hearing you 
speak. So one of the first keys to your business writing is that you should not choke up and think you 
should sound like Einstein or a PHD in philology. You should sound like yourself. But there are a few 
points to keep in mind:

Be direct

It is true that you are writing as who you are, but if you are a person who tends to think in circles, edit 
yourself to get right to the point. People are impatient and will dismiss any document that takes “work” 
to understand what it is trying to communicate. Here is an example of someone who got to the point: “I 
was working with 3 companies to get the best start solution for us for the content syndication. I mentioned 
Yellowbrix and isyndicate as separate.

Yellowbrix has a product called isyndicate which can be nicely customized for us. They have developed a 
really powerful product that works with strong algorithms to rank categories of stories and applicability. I 
would like to set up a demo with you. When do you have time?”

Don’t be personal

Again, it is your “voice” that you are writing in but that does not mean you need to digress into why 
you are writing the document, what you are doing as you write the document, how you feel about 
the document, or any other personal thoughts. Just communicate what the document is intended to 
communicate. 

Don’t use colloquialisms

Yes, you should not be stuffy but you also shouldn’t write from your inner teenager. Use proper English 
and don’t use slang. People interpret slang differently and you are setting yourself up to both be trivialized 
and misunderstood.

Don’t use the passive voice

“It was said at the meeting that John should send the documents to Mary.” Erase the word “was or were” 
from your lexicon. Be direct and active. “John will send the documents to Mary. “
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Humour

Yes, a small nod to humour is good. But turning into Robin Williams is risky since one man’s humour 
is another man’s rudeness. That said, wit is intelligence and if a witticism is appropriate to the business 
and does not hurt anyone and is relevant to the business issue at hand, by all means, yes. This would 
stand more for emails and power point presentations. Also, humour could be the opening to a white 
paper, but would not be appropriate in a business report or performance review.

Don’t express anger

The problem with business documents is that you can’t retrieve them once they go out. The emotion of 
anger usually passes with time and there is no reason for your document to reflect your own reactions 
to a situation. On the other hand, if a wrong has been done, you can express it clearly, unemotionally, 
and factually. Let the words speak for themselves. You do not need to use pejorative terms or language 
that is based in emotion. Just state the facts. “Mary, we have not received the documents we need for 
the meeting today. We have 2 minutes left. Please send at once.” Not “Mary you are a complete idiot. 
We need these documents and you cannot be trusted and are totally incompetent.” Nothing feels more 
powerful than self righteous anger so often those are the very emails that are copied to ten people. The 
thinking on the part of the writers is, “Let me show everyone how on top of things I am.” But the fact 
is it only proves you have a tendency to mean spiritedness. Mary’s mother may have died that morning 
so what is the need for insulting her? Always be clear, state what you need and leave out the insults. If 
you are dealing with someone who does not do their job, take actions that are appropriate. You don’t 
need to be insulting or involve bystanders.

Be polite and appreciative

Thank you. Please. All the best. Regards. These pleasantries are the currency of business transactions. 
Give a compliment when it is appropriate. Recognize that people are people. Pleasantries are part of social 
convention and social convention is to facilitate growth. People like to deal with polite people. We all 
work nowadays too quickly so one can forget to say Thank you or Please. But it is a mistake. People will 
remember your manners and want to do more business with you if you show yourself to be appreciative.

Use fresh language

Cliches are lazy. It is true you are not writing literature but if you use language that is lively, with active 
verbs, people will experience your document more viscerally. You don’t want people feeling “I’ve read 
this before. Nothing new here.” So take the time to search for the right verb to describe the action needed 
or the right adjective to describe the product or the right set of words to describe what the product can 
do. Words not to use: “Great”, “nice,” “fabulous” “cool” – these words tell nothing. Talk about benefits. 
“Saves time,” “aesthetically designed,” “visual interface” and so on. 
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Be specific

Specificity is the key to writing. This point is very akin to the one listed above. If you are describing a 
meeting or even saying when and where the next meeting will be, give all the facts. There is nothing 
wrong with being too specific. If you add in that the address is between 11th street and 12th street, someone 
will appreciate it. It is thoughtful. If you are looking to hire someone, describe the job fully and what 
you need. Be very specific in any writing you do. But…

Be concise

There is nothing worse than opening your email or mail and seeing a 3 page long document that is not 
a legal brief or contract. We all multi-task, we all are juggling two jobs in one. No one has time to read 
long documents unnecessarily. So always get to your point. You may know more on the subject than 
anyone else but this may not be the moment to demonstrate it. Just keep to the point of the document 
at hand. “Hi Louis, Thanks for the call earlier. The attached presentation provides a succinct overview of 
what we do. Please let me know if you need anything else. Best Regards,”

There is a funny axiom about conciseness. We often mistakenly think we have to give a plethora of 
details to get the point across but the truth is that a few well chosen concise words gets the point across 
just as well. So keep it simple!

Free online Magazines

Click here to download
SpeakMagazines.com
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Don’t agonize about your voice

Many people are frightened to write, simply because they feel that they should be smarter, clearer, better. 
The fact is we are all doing our jobs the best way we can and if we stick to imparting the information 
we have, we will do well. Nobody mulls over your prose in business. They want the information and 
off they go to their next project. People can sense honesty, a job that has been researched, a willingness 
to collaborate. It comes across. So don’t spend most of your deadline time fretting, rewriting the first 
sentence twenty times. Just jump in, write it as yourself, and edit, edit, edit.

Edit

Most of us no longer do this on emails and probably for emails with simple messaging, it is not necessary. 
But naturally, for presentations, proposals, anything that represents the company at large, you need 
to edit. And edit. And edit. Every time you come to your document, you will see something new to 
improve. It’s amazing what we miss in a document even after going over it ten times. So when timing 
yourself, factor in time for editing. As Hemingway said, Writing is editing. He also said “First drafts 
are sh>>(colloquialism)”. He could get away with that colloquialism,. You can’t. But he is right in his 
thoughts. So go over your document, then go over it again.

Edit on the page, not the screen

The first few times you edit, edit on the screen. But then, for your final edits, edit on paper. You’ll catch 
things you didn’t catch on the screen. On the screen, you are “seeing” the words. On paper, you can 
hear them in your mind’s ear.
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III Succinctness is next to godliness
I wonder why I am telling you that when I don’t know if I would call the Bible succinct. But interestingly, 
now that we think about it, the Bible has chapters with long (boring) lists (of families), as do many 
business documents have long boring lists (of product variations, for example). The Bible has its own 
set of guidelines plainly stated (see Ecclesiastes), just as the employee hiring manual does.

But I clearly digress.

Maybe not. Many business documents are called the business’ bible: be it the branding manual, the 
bylaws forming the business, the launch plan, and so on. These documents reflect the essence of the 
business. Each business document represents the heart and soul of your business. Words are powerful 
and to continue in this risky metaphor, In the beginning was the word.

Even in business.

In the last chapter we counted the many ways that can ensure succinctness but one way we did not 
discuss and is the key to succinctness is knowing your thoughts before you turn to (electronic) paper. 
Words express your thoughts and if your thoughts are muddled, there is no way you can obfuscate that. 
It will show.

How do you get to clarity and succinctness? By being totally conversant in your subject matter. And how 
do you do that? By learning. Researching your topic. Questioning your peers and gaining information 
from them to enhance your own knowledge base. Seeing how other business documents have been 
created on similar subject matter. Look to what has been done before you and imitate its form.

Invention is good in product development. Not so much in business writing (save that for your novel.) 
In business writing, convention is better.

Look into how other people prepared corporate power points before. Get the corporate typeface. See what 
words your managers use to refer to financial, product development, advertising issues. If managers are 
too verbose, don’t imitate that trait, but see what the language of your business is. If you are preparing 
a white paper, does your company like a very academic approach or a marketing approach? Find out 
and save yourself a lot of trouble. You won’t have to rewrite what you are writing if you see how your 
company likes their documents to read.
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Great writers tend to be succinct. (There are exceptions: Faulkner, Jacques Lacan, Levinas,and yes the un-
succinct can often be French.) But most great writers – Hemingway, Nietzsche, Gershwin – are succinct. 
Less is more. Less, interestingly, is more emotional, more persuasive. You are not protesting too much.

Here are some examples of clearly written documents:

From IPG to Media 3.0

IPG (Interpublic Group) , our owner, was founded in the 1960s, but our direct lineage goes back over 100 
years. UM was the media planning and buying arm of the legendary McCann Erickson, the creative agency 
founded in 1930. In 1997, UM ‘s expertise and specific capabilities became a standalone entity within 
Mediabrands, one of IPG’s agencies. 

UM is a full service global media planning and buying agency which keeps transforming and revitalizing the 
media marketplace over the past 15 years. We do it by keeping ahead of the curve of the ever-increasingly 
changing media landscape. UM services accounts across all industry segments, ranging from Automotives 
to Retail to Telecommunications. Our media executions are targeted nationally or hyper-locally, as needed. 
Each member of our curious, hyper-minded media professional team brings a depth of specific media 
knowledge which is then integrated into a tailored solution to serve each client.

UM employees number 3,600 globally, 1,010 in the U.S., and 140 in San Francisco, where we propose 
your business will be serviced from. Our West coast presence is currently focused around clients who have 
a significant West coast footprint and sensibility. Our San Francisco accounts are Charles Schwab, Wells 
Fargo, Microsoft International, and Cathay Pacific Airlines. We also service many clients headquartered in 
other cities, including Chrysler, Johnson & Johnson and Verizon Wireless.

As such, our San Francisco office, by nature of its high tech proximity, keeps reinventing the definition of 
“media.” Their specific approach to campaigns are no longer ad campaigns in the sense that we all once 
knew them. The ones that succeed today are the ones that become movements. From our perspective, these 
movements are only truly successful if they drive the right business outcomes. The job of media in this context 
is to move from buying impressions to connecting brands with consumers to nurture these movements, 
optimizing the most effective combination of media assets across the new age landscape of paid, owned 
and earned. Today’s media environment places a premium on aggregation of knowledge, collaboration, and 
rapid response to deliver exceptional results. And so, our days of buying purely against reach and frequency 
are over. The San Francisco office is well honed in creating integrated marketing and media solutions which 
deliver the right business outcomes on behalf of our clients. 

We (and they) call this practice Media 3.0.
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Another:

Our earlier blog this week talked about the benefits of unified voice communications. And there are many 
– instant access to people as you need them, increased security with fail-safe communication checks and 
balances, just to name a few. But, as with technology, nothing stays the same and you can see from the 
attached article that unified communications is moving now to include the social networking platforms. 
There are various companies making headway in these areas and, of course, Easylink is right along with 
them, ready to use what is valuable to our clients and not use what is not. (See future blogs for our strategies 
in this area.) But unified communications is now de riguer, and probably within a few years, or less, social 
networking platforms will be an integral part of the strategy. Take a look and see how it’s all shaping up. Enjoy!

This is a long proposal but you can see the succinctness of the writer as he covers different aspects of 
his proposed business model:

Increase your impact with MSM Executive Education

For more information, visit www.msm.nl or contact us at +31 43 38 70 808 

or via admissions@msm.nl
 the globally networked management school

For more information, visit www.msm.nl or contact us at +31 43 38 70 808 or via admissions@msm.nl

For almost 60 years Maastricht School of Management has been enhancing the management capacity 

of professionals and organizations around the world through state-of-the-art management education.

Our broad range of Open  Enrollment Executive Programs offers you a unique interactive, stimulating and 

multicultural  learning experience.

Be prepared for tomorrow’s  management challenges and  apply today.  

Executive Education-170x115-B2.indd   1 18-08-11   15:13
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Executive Summary

Three Muses Films (TMF) is a new film production and distribution company located in the San Francisco 
Bay Area. 

TMF specializes in creating films for the underserved market of sophisticated, educated adults, especially 
those in the 35-70 age group. TMF identifies and nurtures talented writers who have been frustrated by 
both the Hollywood system of homogenized product and the so-called ‘indie’ world. TMF writers create 
screenplays that address themes and stories of interest to educated adults: life passages, relationships, and 
the comedy and tragedy of life. TMF’s films will be both popular entertainment and works of cinematic art.

TMF films are produced using the most sophisticated and modern methods of digital production. By carefully 
selecting talent that can be engaged for relatively low cost, TMF can create high-quality films for under $1 
million. TMF distributes its films using streaming technology over the Internet in partnership with large-
scale infrastructure operators. TMF will also produce on-demand DVDs. 

The principals of TMF have extensive experience in management, business development, media production 
and operations. It is anticipated that in the first year of operation TMF will produce at least four films 
rising to eight films a year. 

TMF is seeking a seed round of $100,000 to start up the operations of the company, complete its business 
plan and fill out its management team.

TMF expects to be profitable within two years of operation. 
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The Market

The evolution of the film business in the last ten years can best be described as the bifurcation between 
high-cost Hollywood product characterized by computer-generated special effects typically aimed at the 
14-25 age group and a market of so-called ‘indie’ films aimed at the 23-40 age group. With a handful of 
exceptions, the film industry relegates product for sophisticated adults almost exclusively in the television 
series genre (Mad Men, Damages,…). These exist contemporaneously with specialized markets for children’s 
films, especially animation. Documentaries are also increasing their visibility. Christian films are also a 
growing niche market.

The one film market that has been ignored encompasses the intelligent, sophisticated adult, aged 35-70, 
who are partial to actual film, not television. Ironically, this cohort has the financial wherewithal to afford 
purchasing film product, yet the market is nearly bereft of films that can pull them into theaters. Increasingly, 
this adult market is turning towards Internet streaming in the search for compelling product. Netflix is 
capturing a large share of this market. However, a search of the product available on Netflix shows that 
most of the so-called adult films are older, classic films. There is no brand that is identified with this niche, 
no brand that adults can trust to produce films that do not either insult their intelligence or are exercises 
in self-indulgence on the part of the filmmakers.

The core market for TMF ‘s product has the following characteristics:

 - Adults, 35-70
 - College educated, many with graduate degrees
 - Readers (at least one book per month)
 - High disposable income
 - Technically sophisticated, Internet users

The market, of course will extend down in age to individuals in their late 20’s, but the most significant 
sub-group will most likely be women in their late 30’s to mid-50’s. TMF’s films will appeal to men and 
women, but their eschewing of special effects and comic-book level stories will tend to engage a more female 
audience. Census figures from 2010 indicate that the approximate size of this market is 25 million adults. 
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Examples of films that have appealed to this audience are: Body Heat, Up at the Villa, Blue, Carlos Saures’ 
Carmen and others.

A key part of TMF’s marketing strategy will be to create a brand that is identified with superior films 
aimed at sophisticated adults. TMF will employ an entire range of marketing strategies to achieve this: 
viral marketing and social networking will be key. However, staged events, media exposure and an on-line 
festival will also serve to build brand awareness.

The key to the success of TMF will be the combination of a superior product aimed at the heart of its market 
and an awareness campaign that results in converting a significant part of our market into becoming TMF 
customers. 

The importance of brand identification cannot be overstated. Today, with the exceptions of Pixar, Disney and 
possibly Bad Robot, no film production company has established a brand identity that can be an effective 
tool for generating sales. One reason is the fragmentation of the film business into a plethora of different 
companies and organizations none of which is identified with a particular type of film. 

TMF’s marketing message will be crafted to build a sense that it is a company that can be relied upon to 
meet the expectations of its market. This reinforcement will only be possible because TMF will execute its 
plan of creating films that resonate strongly with viewers. TMF will utilize testing methods aimed at a 
representative sample of customers before green-lighting any production. 
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Another key to the success of TMF will be that the films it produces will be popular entertainment and not 
heady art films. TMF believes that creating films that can be both highly popular in theme and execution 
can go hand-in-hand with creating a superior work of cinematic art -that is the yardstick we will use to 
choose a script for production. Before a single scene has been blocked and shot, we will know that we have 
a film that will excite and please our audience. 

Production Methods

The revolution in film production has yet to be fully realized. With some notable exceptions, films normally 
cost between $5 - $40 million to produce. Added to that are marketing and distribution costs which can 
double the production costs themselves. Most of the production cost is found in the on-screen talent, union 
guilds and special effect houses. The use of rapid-cut editing also requires many set-ups, shooting angles 
and equipment. While digital production has become more common, the entire process is still burdened by 
high fixed and variable costs. 

TMF takes a radical view of production. By analyzing each element of the production process and by 
ruthlessly eliminating costs we can produce high quality films for dramatically low costs. 

We believe that by using talent that is just at the start of their acting career (or at the other end) and also 
by judiciously searching for non-professional talent, the on-screen costs can be dramatically reduced. We 
will use the appeal of breaking into the business and obtaining the experience of working on a film to induce 
students at film schools and recent graduates into working for us at the lowest possible cost. We will use 
‘mission appeal’ as a way of capturing talent that deeply desires making superior product. 

TMF will scrupulously avoid the Hollywood system and its related cousins for two reasons. First, the costs 
are prohibitive; second, the mindset of that system is not attuned to the mission driving TMF. 

TMF will work with young production people with deep wells of energy and commitment. These people are 
also conversant with the latest technologies and techniques of digital film production. 

TMF will organize production on the team approach, not the silo approach. The team is responsible for 
meeting production goals. How the team divides the work and executes is up to them. Every production will 
have a carefully crafted production budget including shooting schedule and post-production. Management 
will closely monitor the work of each production team and identify any problems or issues as they arise.
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Distribution & Licensing

TMF films will be distributed via Internet-based streaming. TMF will develop a website and work closely 
with an infrastructure provider to guarantee peak demand capacity as well as expansion capacity for growth. 

One strategy that TMF will explore will be to develop a branded delivery system in conjunction with Netflix 
(or one of its competitors). We will follow new direct-to-TV streaming options very carefully including 
IPTV and new systems that are rumored to be under development from Apple and Microsoft. TMF expects 
that the competition in this space will be very intense in the coming years and that the options of reaching 
consumers with direct-to-TV streaming will grow dramatically.

The sine quo non of our distribution strategy will be to maintain our brand equity. TMF films will not be 
merged into a general mass of other films, but instead will only be available under our brand.

We anticipate that there will be demand for DVD versions of our films and will we of course provide a 
method for customers to obtain them. 

In addition to streaming and DVDs, we anticipate that there will be large opportunities for foreign 
distribution, since our films will, in some sense, represent the best of America. Again, our criteria will be 
that licensing of TMF products will be done in strict accordance with our marketing and brand identification 
policies. 
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Revenue Model

Over the Internet, TMF will realize most of its revenue from subscription and pay-per-view. The basic 
subscription model will be $30/year for unlimited viewing of all TMF films. TMF’s subscriber goal is 500,000 
after a full year of operation and 1,000,000 after two years. 

Arrangements with infrastructure providers will entail a revenue model with splits and shares. TMF will 
carefully negotiate these arrangements so that reaching high growth numbers will not penalize the company 
for its success. 

Both DVD and licensing revenue will augment the revenue from streaming.

TMF also anticipates that revenue will be made available from licensing for publication and for other 
back-end licensing arrangements. As TMF develops characters and series, merchandising revenue becomes 
a possibility. 

Get “Bookboon’s Free Media Advice” 
Email kbm@bookboon.com

See the light! 
The sooner you realize we are right, 
the sooner your life will get better!

A bit over the top? Yes we know! 

We are just that sure that we can make your  
media activities more effective.

http://bookboon.com/
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IV Writing that helps get you a job
Your prospective employer will be able to tell much about you through the writing engagements you two 
transact in during the employment process. Let’s face it, if this is not a referral situation or one where 
the employer already knows you, the employer will decide whether to even interview you based on what 
they see of you on the page. Let’s look at all the written ways you will reveal yourself to your employer:

Cover letter

As always, these should not be overly long. You should state explicitly what position you are applying 
for, and then go into a brief summary of why exactly you are ideal for this position. Perhaps you have 
worked with a direct competitor. Perhaps your degree is specifically in the job category being offered. 
Whatever is extremely relevant, stress this fact up front. You don’t have to write out your resume in your 
cover letter. Just the highlights of your experience that are relevant to this particular position and any 
business knowledge that pertains to this job. Then say you have attached your resume and that you will 
be calling THEM in a week, not waiting for their call. If you are emailing one of those blind applications 
through the net, find out the HR phone number in the company, and call. As quickly as you can, get to 
the human contact. Before you send your cover letter out, though, be it electronically or through the mail, 
proof it. There is something offputting about a misspelled name, or a grammatically incorrect sentence.

Resume

There are plenty of sites and books on resume preparation so we will not go into that here but do look 
into them. There are a few top line facts to keep in mind. Mention only your last 5 positions. If you 
do more than that, the employer will fall asleep or assume you are as old as Methusaleh. And don’t lie. 
Many companies now check resumes since 70% of people DO lie on resumes and, because of compliance 
issues, companies are now cross checking for the truth. Resumes are not a science as the resume books 
will tell you but, again, clarity and brevity will go a long way.

Your website

The fact is many people now have websites. Websites can be a place to show your prowess in your work, 
or demonstrate the final product of many of your accomplishments. If you are a candidate that the 
company is taking seriously, there is a good chance someone will go onto your site. That means your 
site should be well written. This is also not a book about building websites but do have friends look 
over your site to ensure that there is no lack of professionalism. Creativity is impressive. Your varied 
interests are impressive. But all these must be well presented and not shoddily handled. Have friends 
proof for you here, too.
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Facebook/LinkedIn

This is tricky, as you well know. People go on these networks and indeed many people find jobs through 
Linked In and Face book. Linked In tends to be stable as a business persona to the world but Facebook 
is another story. If you are job hunting, take off all compromising pictures right now. Your prospective 
employer does not want to see you drunk or see that you are the type of person who posts yourself 
drunk. We all know someone else may tag you drunk but your employer won’t stick around long enough 
to figure that out. So be discreet, be professional. You can be fun loving and a person who is in close 
touch with family and friends, but keep those contacts always in good taste. Employers do sneak peeks.

Thank you note

This is your first communication after the interview. Again, brevity will go a long way. Acknowledge some 
fact or issue that was mentioned in the interview. If you both come from the same part of the country, 
refer to it. If you had dueling patents at your last company, make a polite joke about it. Restate your 
interest in the position and restate your qualifications in different words than you used in your cover 
letter. In other words, don’t cut and paste from your cover letter. Be formal, but warm. End your note 
affirming that you look forward to meeting other members of the team. Is there any other information 
you can provide? You look forward to hearing from them.

Follow up notes

If you do not hear, send another note in 5 days. Tell them you are not stalking them, but you just want 
to let them know you are still very interested, are available, and is there anything else you can provide 
to help speed the process along? Again be grateful, formal and forward looking.

A sample of a lovely cover letter:

Dear

I am a great admirer of your company and recently read X about it.

I would like to apply for your job as a copywriter for your security software department. I have recently left 
Lotus Development where I worked in their OneSource group, writing websites, landing pages, and emails 
for their security software. I also have worked with Computer Associates in their security software, and 
was lead direct marketing writer.

Attached you will find a link to my website that shows samples of my work over the past 2 years. Also 
attached is my resume where you will see my job history, education and awards for my writing.

I hope all this meets with your approval. I will be calling you in a week to see if there is anything else I can 
provide so that we can move forward together in filling your position.
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Sincerely,

Another good one:

Dear

Dear Literary Department:

Enclosed please find the first 10 pages of a 2-act play about a meeting between Gustav Mahler and Freud. 
I was commissioned by the New York Mahler Society to write about this legendary one time visit where 
Mahler discussed with Freud his wife’s infidelity with Walter Gropius. The play takes place during Mahler’s 
last year. There is also a modern couple in the play. She is writing about Mahler and this couple mirrors in 
quite a different way what Mahler and Alma are going through. The play is really about what it takes for 
an artist to do his or her work, the difficulties of marriage within that, and the pressure of accomplishing 
one’s inner daimon.

TA little about me:   I am a published novelist who has been nominated for many prizes (STRINGS 
ATTACHED, EROTIC FIRE OF THE UNATTAINABLE) and who had a play NORTH CHINA BAR once 
win in a Boston Playwrights Platform festival.

It has not been produced although there are potential funders for the play through the Mahler Society.

I hope you enjoy the play. You will see a character list at the front of the play.

All the best,
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V The business of business emails
Emails are seductive. Easy to write. Easy to send. And can be done so quickly so that only after you’ve 
sent them out do you begin to think, Should I have sent that? Should I have stated it a different way? All 
too often, the email has been sent by the time you begin thinking about it and there ain’t no retrieval.

One of the pitfalls of business emails is that they appear casual, but they are now considered legal 
documentation. That means you will never be able to retract or say, “it was just an email.” Here are some 
hazards to watch out for:

Familiarity

You may be feeling all warm and fuzzy when you write the email, but the recipient may not be. At 
the moment that your co-worker is receiving the email, he or she may be thinking of his status and 
not appreciate your buddy buddy voice. Be warm, but not too intimate. These are business emails and 
other people will view them. There is no need to write at length about your marital issues or having 
noticed your co-worker at lunch with the hot new admin. There is no need to write the President of 
the company, who may be very friendly in the lunch room, and ask him if he is going to the company 
barbeque (unless you are at a small company) and would he mind picking up your favorite tequila for 
you. Stick to business in business emails. People will respect you more.

Find your next education here!

Click here

bookboon.com/blog/subsites/stafford
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No swear words or jokes about the company

Most large companies have email systems that check for “words” in your emails that could get the company 
in trouble. Those in the financial world are very subject to this. Stock tips among brokers are a no no, 
as you know. Swear words get picked up. Comments about management etc – all of it will be viewed by 
compliance, so be circumspect. You are not talking among friends. You are at work.

Copying everyone under the sun

Some people’s interpretation of being in the game is to keep themselves in everyone’s mind by copying 
everyone on their emails. It can look as if it’s being thorough (and sometimes it is) but unless everyone 
on the list has some necessary investment in this information, then there is no reason to put them on 
the list. All of us are overloaded with emails and by having to wade through minutiae, we exhaust our 
co-workers and deprive them of getting to necessary duties as needed. People can see when you’re 
copying as an act of defense (“I am important and don’t forget it”) and when it is a courtesy. That said, 
if you get an email from someone with many people copied on it, then respond to all. All those people 
need to know your answer.

Writing in anger

It’s difficult to get through a business day without getting annoyed at someone. We all let each other 
down and there is a human desire to let everyone know that you could do the job better. Writing an 
angry email is so easy it’s terrifying to think about it. Yes there is that 5 minute thrill when crafting it 
(“I’ll show them”) but there can be a year long after-affect. So put it into the drafts folder when finished 
and look at it after a night’s sleep or call one of your more sanguine friends and ask if you should send 
this. (Everyone loves to give an opinion.) They probably will help you excise the inflammatory words 
and therefore de-escalate what already is a problem. Take the high road by not pushing Send.

Too long

This is an old saw by now but when we’re all working at top speed, there is nothing more disconcerting 
that a 2 page email that could be said in 4 paragraphs. A 2-page email looks like it should be sent to 
one’s lawyer. Attach additional facts in an attachment for anyone to read if they need to. Otherwise, in 
the body of the letter, give enough information to take an action on. You don’t have to give a 2 page 
exegesis on your rationale. Your rationale should be succinct (see chapter 3).

Too short

That said, if you are discussing a marketing plan or a technology development plan, a one paragraph 
email may be understating and show that you have little interest in the subject. So bulletize important 
facts. Link to backup data. 
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Always put an action request

End your emails with what we are supposed to do next. Have a meeting to discuss? What is the next 
person to do? When will the next piece of documentation come in? Keep the project moving forward. 
Email is designed for that.

Should you email the person sitting next to you?

Interestingly, long ago I would have said No. But now, knowing that email is also a documentary evidence 
flow, then yes, email, but smile at that person as they receive it!

So those are some of the hazards. But what are some of the conventions?

Sign offs that are professional

Have your name and your position, phone numbers, and company name as your signature. That 
is a courtesy that will help all correspondents know who you are and why you are sending your 
correspondence.
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VI Business letters are still in fashion
Business letters have a little more weight than emails. A letter is the royalty of business communication, emails 
are the plebians. If you have to send a business letter, it is a little more formal, a touch more important. So 
what should you keep in mind?

The salutation

Place the person’s name, title, address on the upper left hand side of the letter before you begin. Then 
Dear So and So, and begin. Sign off with Best regards, Respectfully, Sincerely, as you deem appropriate.

Your first paragraph

State what the intent of the letter is and why you are writing the letter. You will see some samples listed 
below. Get right to the point. Don’t be afraid of being dramatic. I don’t mean start with, “On a cold and 
stormy night,” but grab the reader’s interest by stating your business engagement as it directly pertains 
to your reader’s situation. Show the reader immediately that this topic is of importance to him or her.

The second and third paragraphs

Here is where you go into the details. The specifics of your business transaction. If you are telling 
someone they just received an inheritance. Here is where you would say when, why, how much, and in 
what currency. If you are asking someone to buy your product, here is where you would go into detail 
about why your product is worthy of your reader’s attention. 

The fourth paragraph

We’re getting close here to the call to actioSn. To collect this inheritance, please contact me at such and 
such a place. Bring all your documentation that you are related to the deceased. Be thorough and clear.

The close

If you are requesting something in your letter, here is where you express your appreciation for the reader 
reading the letter and ask if there is anything more you can provide. If you are providing information, 
ask if there is anything more you can provide and close either letter with “I look forward to hearing 
from you. “

http://bookboon.com/


Download free ebooks at bookboon.com

The Smart Guide to Business Writing

29 

Business letters are still in fashion

Politeness is the currency of business letters

Even dunning letters should be polite. Rude letters show that the author is emotional and that the letter 
may not have staying power. In other words, no business will get transacted, except perhaps a to and 
fro-ing of rude letters. Always be polite, clear, and stick to your subject. That means the reader will keep 
an open mind when reading.

Here are some samples of good business letters:

Dear Literary Agent:

I am writing you to see if you will be interested in representing my commercial novel.

Salon Rules is a 150,000-word up-market women’s fiction. 

It is a provocative and humorous Scheherazade tale about the intersecting lives and antics of Mouna, Nina, 
Lailah and Inaam, four lively, stylish and thoroughly modern Beiruti women from different economic and 
religious backgrounds who grapple with their problems, pain and disappointments. As they each face their 
moments of loneliness, heartbreak and even humiliation, their discovery of camaraderie, love and true 
friendship within the warm and friendly confines of a shabby neighborhood beauty salon sees them through.

Mouna is a hairdresser and the owner of Cleopatra, a tired, run-down beauty salon in downtown Beirut. 
Nina is a teacher turned restaurateur. Lailah is an ex-Miss Lebanon. She is gorgeous, beautiful and wealthy. 
Inaam is one of the most powerful women in Lebanese politics. Around these four women is a cast of 
characters from the neighborhood surrounding the beauty salon, all of whom add color, spirit and soul 
to Salon Rules, which is set in modern day Beirut in the aftermath of the July War of 2006 between the 
Hezbollah and Israel. 

Novels set in or about the Middle East have recently experienced a huge surge in popularity. My book is 
not a veiled political commentary, nor does it delve into the various wars and chaos Lebanon has faced in 
recent years. All of that remains firmly in the background as these women deal with their lives and everyday 
problems that are not specific to Lebanon or Lebanese women, but ones that women everywhere can relate 
to. I underscore that this is not a story about veiled women who break with their culture and traditions. 
These women are very Western in their lifestyle and outlook. They are sophisticated, witty and gutsy and 
loosely based on women I know.

http://bookboon.com/


Download free ebooks at bookboon.com

The Smart Guide to Business Writing

30 

Business letters are still in fashion

I am a published author in Spain and throughout Latin America. My first book, a memoir, La Nieta de la 
Maharani was published by Roca Editorial, Barcelona, in May 2009 and by Random House Mondadori in 
Chile, Argentina, Columbia, Mexico and Brazil in November 2009. It is currently in its fifth edition and 
sold over 50,000 copies in Spain alone. La Princesa Perdida the sequel to La Nieta de la Maharani will 
be published in February 2011 in Spain and Latin America by the same publishers. The English language 
rights to both books are available.

I am a contributing editor for Departures Magazine, an American Express publication, prior to which, I 
worked at the CBS Evening News with Dan Rather. I was Mr. Rather’s right hand for 15 years. 

I would love to send you Salon Rules for possible representation. I appreciate your time and look forward 
to hearing from you.

Yours sincerely,

Another:

Dear Mr. Secretary General,

I am pleased to confirm that Yun Capital supports the ten principles of the Global Compact with respect 
to human rights, labour , environment and anti-corruption.

With this communication, we express our intent to advance those principles within our sphere of influence. 
We are committed to making the Global Compact and its principles part of the strategy, culture and day-
to-day operations of our company, and to engaging in collaborative projects which advance the broader 
development goals of the United Nations, particularly the Millenium Development Goals. Yun Capital will 
make a clear statement of this commitment to our stakeholders and the general public.

We recognize that a key requirement for participation in the Global Compact is the annual submission of 
a Communication on Progress (COP) that describes our company’s efforts to implement the ten principles. 
We support public accountability and transparency, and therefore commit to report on progress within one 
year of joining the Global Compact, and annually thereafter according to the Global Compact COP policy.

Sincerely yours,

Another:

Dear Sir:

I am writing to inform you that Titan Atlas Manufacturing has purchased the assets of StructurTech, which 
includes the equipment and facility in North Charleston, South Carolina. 
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We have put in an experienced new customer service team, headed up by our Vice President Pete Masalin, 
who are dedicated to managing and servicing our clients with passion and personal attention. Their goal 
is to help you work with the best quality products at the lowest prices.

Through the acquisition process we have noticed in our records that you are a former StructurTech client. 
We will be making every effort to give former StructurTech clients special consideration and special pricing, 
so that you can see the improved strengths of working with Titan Atlas Manufacturing. We also you want 
to know about the additional products that Titan Atlas manufactures and distributes, products that are 
lower cost than our competitors, and deliver better value.

As I know many are struggling in the current economy, so I am happy to tell you that the products of Titan 
Atlas Manufacturing are both innovative and distinctly priced to increase your business. You can visit our 
website at www.tamanufacturing.com or feel free to contact Mr. Masalin for product information. He is 
anxious to meet you face to face to see how we can personally assist in your business success, and will be 
contacting you to make an appointment.

In the meantime, I wish you all the best.

GOT-THE-ENERGY-TO-LEAD.COM
We believe that energy suppliers should be renewable, too. We are therefore looking for enthusiastic  
new colleagues with plenty of ideas who want to join RWE in changing the world. Visit us online to find  
out what we are offering and how we are working together to ensure the energy of the future.

http://www.tamanufacturing.com
http://bookboon.com/
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VII Some points about Power Points
 Business seems to be tied to power points. Even requests for proposals are now delivered as power points. 
It’s hard to go to a meeting without having to sit through some kind of power point presentation. That 
is all good and a great guide for keeping to talking points. Some companies like to have 40 slide power 
points and have the entire slides filled up with copy. If this is your corporate culture, you might have to 
adhere to that. I consider those power point presentations actually documentation. In essence, power 
point presentations should be jumping off points for a speaker. 

 But some power points are circulated as data and therefore, in some ways, they replace a word document. 
So be it. Again this is your corporate culture. Let’s look at both ways.

The power point as documentation

Be visual

No matter if you have 1000 points to get across, still break it up with visuals. Graphics should not look 
like you have to take some drug to understand them. Graphs should simplify. That is the whole point 
of a graph. So keep that in mind. If you need to tell a story in your graphs, use more than one. Not one 
graph with seven stories in it. 

Paragraphs or bullet points

I have seen it done both ways. If it is a power point to be READ, then paragraphs are okay. If it is a 
power point to be SHOWN, then go for bullet points. Don’t fill the entire page because it exhausts the 
eye. White space is gold in power point land. Let your viewer digest each theme by your not smudging 
many varied streams of thought onto one slide. Break your slides into different subject matters and make 
each slide a free standing thought.

Bullet points

It’s hard to keep them concise but try. The truth is when facts are concise, they register more deeply. 
Sometimes you can’t, so just be clear, clear, clear. 

If this is a presentation, and you are using the slides as talking points:
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Use photos

Visuals relax people, are intimate and emotional. Where you want your viewer to open to the material, 
put in a visual. You can find them easily on the internet so it is not difficult to import photos onto your 
slides.

Bullet points

These do not have to match exactly what you are saying. They should be succinct and be the key point 
you want your viewer to take away. But they don’t have to be the rationale behind your point. 

Your conclusion

Writing a conclusion for a PowerPoint presentation is not unlike writing a conclusion for an essay or 
any other type of writing or presentation. The conclusion is a presenter’s chance to summarize the most 
important points of the presentation, repeat the main theme and ideas being presented, and leave the 
audience with some information that hopefully will stick in their minds after the presentation is finished. 
Summarize a few of the most important points from your presentation. Avoid summarizing too many, 
as it may be too much information and have less impact. This brings closure to the slide show and lets 
your audience focus on the take-home message. Avoid the use of first person such as “I believe” or “I 
think” as this is implied by presenting the material yourself.

Contact us to hear more 
kbm@bookboon.com

Who is your target group? 
And how can we reach them?
At Bookboon, you can segment the exact right 
audience for your advertising campaign. 

Our eBooks offer in-book advertising spot to reach 
the right candidate.

http://www.ehow.com/how_7229903_write-conclusion-powerpoint-presentation.html
http://www.ehow.com/how_7229903_write-conclusion-powerpoint-presentation.html
http://bookboon.com/
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VII  The whole issue of business 
content on the web 

Social media and websites are now part of business and, for many of you, part of your job may be having 
to write blogs or online newsletters to promote your business. Most of the “rules” about business 
writing for ezines and newsletters apply to writing posts for blogs, as well. Keep these 10 tips 
in mind and you’ll be publishing meaningful content that attracts prospects and clients in your 
niche market. 

1. Write with the reader in mind. WIIFM is marketing jargon for What’s In It For Me? 
That’s what you should be keeping in mind. Your reader will read your post or newsletter 
looking for what’s in it for them. 

2. Make it valuable and worthwhile. Don’t waste people’s time. If you don’t have anything to 
say, no problem, plenty of other people do. So share their articles, do an interview, review a 
book. on your industry. 

3. Proof-read for typos and glaring grammatical errors. You wouldn’t go out of the house with 
dirty hair or missing a sock, so why would you publish spelling mistakes? 
Respect your readers by polishing up your stuff. 

4. Keep it short and simple, sweetie. (KISS). I know, I repeat myself. But the fact is most people 
are scanners. You may have a lot to say and think it interesting, and it may be. But people are 
reading online and out of time. Get to the point quickly. Publishing short posts or articles more 
frequently is a better format than publishing lengthy articles every few weeks. This is true for 
newsletter copy. Shorter articles do better.

5. Keep it lively, make it snappy and snazzy. Even if you aren’t a natural born writer, you can write 
for your blog. Just write like you’re speaking to your favorite co-worker! Remember though, 
get to the point quickly. Keep in mind the journalist’s rule of 5 W’s in the first paragraph: who, 
what, why, when and where. 

6. Link often. This builds credibility and positions you as an expert in your field, and someone 
who is on top of their game in knowing what is going on in your field. People don’t have time 
to know what others are doing, you should tell them. Linking to other blogs and websites also 
helps you build a network of associates who will in turn link to your blog. 

7. Use keywords often. This will help you stay on purpose, and the search engines will love your 
content. Your rankings will go up. The clearer you are about your purpose, the more consistently 
you will deliver messages that are on target. And the more often your keywords show up, the 
better your search engine results. 
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8. Write clearly (short sentences, only one concept per sentence). No double speak or jargon; 
no more than one idea in one sentence- don’t make your readers have to think about your 
meaning. Spoon feed them. Use commas and dashes liberally. 

9. Use a clear headline, and don’t be afraid to make bold statements (but don’t mislead people 
either). Make it snazzy and use key words. Example: Ex-Techno-Weenie Masters HTML Code 

10. This pertains to a newsletter but it can also pertain to a business blog. People like to read 
interviews. They’re fast and they’re often fun. Keep answers short but on target. Make sure 
there are nuggets of information there and it doesn’t look like you turned a brochure into an 
interview.

Writing for the web

This can again include blogs, newsletter content, or just facts about your particular business area. When 
writing for the web, use:

•	 Shorter sentences, words and paragraphs
•	 One idea per paragraph 
•	 Concise text - half the word count (or less) than writing for print
•	 The inverted pyramid style, putting the most important point or the conclusion first. 
•	 Simple words
•	 Objective language to build credibility, rather than exaggerated claims or overly promotional 

words like “great”, “tremendous” etc. 
•	 Bulleted lists 
•	 Highlighted text (bold or color, also hyperlinked text) for scannability
•	 Meaningful headlines and subheads, avoiding cute or clever lines

Here are the reasons I gave you those bullet points:

1. Reading on the web is too much work!
Reading from a computer screen tires the eyes. People read 25% more slowly on the web than 
they read print material.That’s why, web content has to be 50% shorter than print. 

2. Readers on the Web scan text 
According to a study by usability expert Jacob Nielson, 79% of readers on the Web tend to 
scan or skim text rather than read word for word.

http://website101.com/innovation/small-business-ideas-steven-johnson-video/
http://website101.com/html/how-to-learn-html-basics/
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3. Readers on the Web are impatient
Readers on the Web are in a hurry to get the information they want, and move on. They don’t 
have the patience for obscure and complex text. They don’t enjoy scrolling through masses of 
text either. Since there are millions of alternative websites in cyberspace, they will quickly move 
to another site if they don’t enjoy the information gathering experience on your site. Attracting 
attention and retaining reader interest is a challenge, especially as you have just 

•	 10 seconds to grab attention with your web site content
•	 55 seconds to develop an understanding of your company or product

To combat reader fatigue, make it easy for your Web users to get relevant information. Put the 
most important information at the top. Use clear and concise text.

4. Readers on the Web are skeptical
Credibility is a major factor in retaining reader interest on the Web. Therefore use objective 
language, write meaningful headlines and subheads and avoid marketing jargon or exaggerated 
claims to build credibility. Cute or clever lines could mean that the reader takes longer to get 
to the main point. Hyperlinks to the sources of your information or to related information 
also add to credibility.

5. Readers avoid information overload
In an average workday, people already have a large number of emails in their inbox to contend 
with, and several documents to read.They don’t want to spend time and effort reading content 
that they may not find useful. Offer your readers information in bite-size chunks which are 
easily digestible. Use short sentences, short paragraphs, one idea per paragraph. Use meaningful 
headlines and sub-headlines which help them nail the information they want, quickly and easily. 

http://bookboon.com/


Download free ebooks at bookboon.com

P
le

as
e 

cl
ic

k 
th

e 
ad

ve
rt

The Smart Guide to Business Writing

37 

Writing marketing materials

IX Writing marketing materials
In a world where we all do everything now, it is likely, in business, you will end up writing some kind of 
marketing material – be it a brief to inform people about what they should know if they are the ones who 
are producing marketing materials for you, or you yourself may end up writing an ad, direct marketing 
email or a fact sheet about your product or service. Let’s take a look at each separate marketing material 
and what it requires:

Advertising Brief

This is where you give your writers/ad agency information about what they will be promoting. You 
look at it from many different angles. What the project is to accomplish, how to speak to your target 
audience, key messages you want to impart, what objections you are overcoming in the readers’ mind, 
and budgetary constraints. There is a grid to follow and I include one here.

Campaign/ Project Name: Dezen Human Health Care Participation Launch 
Product/ Service: Brand Essence Project
Deliverable (s): Brand identity and involving communications to it
Due Date: Throughout next 12 months

THE BEST MASTER
IN THE NETHERLANDS

http://bookboon.com/
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Project Objective

Create a brand concept and range of communications that outlines the core Human Health Care persona 
and brand that can be expressed to entire Dezen employee base. The goal is to create awareness, knowledge, 
enthusiasm, a desire to be part of HHC and its philosophy and identity. The focus is to have Dezen employees 
identify with and want to reflect the HHC values. 

•	 Awaken employees to how much HHC is a part of Dezen and how working at Dezen is to reflect 
these values 

•	 Create an involving campaign that has Dezen participating in Dezen HHC activities and have 
them sharing about it with each other and the company 

•	 Make the campaign such that HHC engenders pride in working at Dezen for the entire employee 
base

Data Points – Dezen Guiding Principles

•	 To recognize the basic values embedded in HHC including empathy, awareness which leads to creative 
thinking, responsibility, connecting one’s job to its ultimate goal of helping people. 

•	 To promote pride in working at Dezen
•	 To represent Dezen in the world as a company who cares about people and illness. That our caring is 

tangible not “just words.”
•	 To be inclusive of all employees, recognizing the good works of all employees.
•	 To make employees more enthusiastic about their jobs because they see the good the company does.
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Target Audience Definition

WHO: Various stakeholders must be addressed: 

•	 Entire US and Canadian Dezen employee base

WHAT: Questions to ask:

•	 Why would they not want to spend 1% of their time helping others?
•	 Why would they deem it easier to give charity rather than of themselves?
•	 Why have they not invested so far in the HHC values?
•	 Who are the people that Dezen is helping with their products?

Attitudes, Beliefs, Objections

Which is the strongest and most relevant overall objection? How will you overcome it in your communications? 
Provide logical and emotional reasons to overcome them.

Objection How Overcome

Too busy •	 It will be emotionally rewarding

I already give charity •	 Giving of yourself will be more enriching

I don’t know how to pull this off •	 We will show you examples

I ‘m an accountant, not a nurse •	 Everyone grows from human connection

Target Audience Behavior

What is the economic or technological impact on the organization if the prospect does nothing? Give the audience 
a reason that is relevant to them so that they will act now.

•	 HHC are values that Dezen is built upon and to act on these values is to be more of the company, 
more connected to your work. Dezen delivers on these values, while other companies talk it. HHC is 
going to make me a richer person.

http://bookboon.com/


Download free ebooks at bookboon.com

P
le

as
e 

cl
ic

k 
th

e 
ad

ve
rt

The Smart Guide to Business Writing

40 

Writing marketing materials

Key Selling Proposition

Working together to strengthen and deliver to the HHC values makes us stronger as people, employees and as 
a unity. It connects the dots between our jobs and who buys our products. It connects the dots about why we 
work at Dezen and how we work together.

Key selling points:

1. We will value our jobs more.
2. We will value ourselves more.
3. We will value our customers more.

Distance Learning
School of Management
Postgraduate Programmes

Get ahead, get in touch
www.le.ac.uk/management
+44 (0)116 252 5377
dladvisers@le.ac.uk

Getting ahead in your  
management career
Our expertise in flexible and accessible education and your passion to succeed 
will enable you to get ahead.

A world-class research university, Leicester offers flexible, innovative courses 
because we understand that you’ve got other responsibilities. In fact, we’re 
committed to making sure that everyone in our vibrant community gets the 
very best experience at Leicester, whether you’re on campus or on the other 
side of the world. 

Whether you choose to study one of our specialist Masters’ courses, or our 
AMBA accredited MBA by full-time or distance learning, you will join a global 
network of similarly minded professionals and be supported all the way.

http://bookboon.com/
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Key Messages

List 2-3 (no more) key messages and benefits, in order of importance, that are relevant to the project at hand. 
Lead with most important benefit; make arresting, engaging, informing, clinching

•	 HHC is a way to really feel Dezen’s core values and live them and be part of the Dezen community
•	 Living HHC values will connect you more to your job and the community at large, connecting 

the dots between patients, your work, and your pride in working at Dezen

Tone

•	 Intelligent, about people, empathic, involving

Communications Vehicle, Execution, Creative Considerations

Print (letter, mailer, BRC,), email, box pilot, script

Deliverable breakdown and dates attached to this document. The chart includes a series of touches 
for the first 9 weeks. These will include:
Printed notes
Landing Pages
E blasts
4 videos
Pocket guides
Posters
Triangular tent cards
HHC planner
Snack and learns
A new set of agreed upon touches for HHC will be carried out throughout the year.
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Offer

Creative Strategy/Offer

•	 There will be an overarching theme related to dots, pointillism, where each employee will add their 
own “dot”, contribution. The theme will reinforce the humanity and the greatness of many people 
with disabilities/illness and what they have contributed to the world at large. Now it is our turn to 
contribute too.

Call-To-Action

How do you want your prospects to respond? Call, fax, e-mail, or mail-in for more information? Direct them 
to landing page 

•	 Employees will do their 1% activity, and mark it on the overall campaign
•	 Employees will share their experiences and create overall enthusiasm
•	 Employees will be part of the HHC story

Dependencies/Budgetary Constraints

•	 There are different Dezen office buildings. Campaign must be visible and inclusive of all 
constituents

•	 We have to educate employees to HHC values, almost introduce them.
•	 Efforts so far have been disparate, so now we are making HHC a company wide “event” with 

all stakeholders on same page.

Direct marketing emails

These should be a bit catchy. Use a subject line that does not have “free” or “buy right now” because 
these will get spammed. Write a subject line that is clear. “You are invited to this promotion….” In your 
opening paragraph, state exactly what the purpose of the email is, and then some facts about the event 
or product you are promoting. Then restate your offer and end your email! Here are two samples:

Headline:

Subject line: A personal note from Elle’s Circulation Director

Copy:

Dear X:

Spring is on its way and it’s time to start indulging yourself. Elle has come up with an offer that is so minimal, 
your pocket book won’t even feel it . Just $4.99 for 6 issues. And there’s no yearly subscription.

http://bookboon.com/
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You’ll make that back in just Elle’s money savings tips alone!

Take advantage of this special offer now. $4.99 for only 6 issues. No yearly subscription. No stress on your 
finances. Just a spring-summer blossom of fun, fashion and celebrity scoops.

Order now.

We look forward to hearing from you. 

All the best,

Circulation Manager

Email Invitation:

Subject line: It’s virtually here.

Headline:

IT agility. Reduced IT risk and costs. Extended automation.

Register now to learn virtually everything about virtualization.

At the CA virtual Webcast.

Copy:

Most enterprises are facing lack of server space, lack of footprint space, and the heavy costs of updating and 
merging overtaxed systems. Fortunately, all these challenges go away with virtualization. David Brattain, 
Sr VP of Elavon says, “Our ability to virtualize machines will fundamentally change how we manage IT.” 

The CA Virtual Webcast virtually covers it all

This is an easy way to learn about the many benefits of this new technology. At the webcast, we’ll discuss:

•	 Challenges with virtualization
•	 The business case beyond cost savings – Improved agility and speed, extended automation, metrics, 

business process impact
•	 The need for virtual plus physical integration
•	 Pitfalls to avoid and best practices for management of virtual infrastructures

All you need to do to join is CLICK HERE to register. We look forward to hearing your thoughts and 
questions too. Come join us at this in-depth discussion of how to integrate and benefit from this breakthrough 
technology. For more information, go to www.xxxx.com
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Call outs:

|Want to know more?
Download the free CA 
Transforming IT Management with Virtualization
Whitepaper

Register now 
to attend CA’s
forward-thinking
Virtualization Webcast

Press releases

These need to be about what you are announcing to the press. It is about what is new in your business. 
Start off with exactly what the announcement is. Then move onto topline information about your product 
or service, and follow with some topline information about your company. Also include some quotes 
from important people involved in this announcement. The President of the company and perhaps a 
quote from the target market. Always include a sign off that tells the press how to get in touch with you 
should they be interested in pursuing a story.

With us you can 
shape the future. 
Every single day. 
For more information go to:
www.eon-career.com

Your energy shapes the future.

http://bookboon.com/
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Here is an example:

Second Draft, March 28, 12.

NAME YOUR FEE Press Announcement

FOR THE FIRST TIME, HIRING COMPANIES CAN SET THEIR OWN FEE WITH RECRUITERS 
WHEN HIRING CANDIDATES.

March 31, 2012, New York, New York -- Today launched a new company, NAME YOUR FEE, an internet-
based business which allows hiring managers to set their own fee when hiring candidates, and still access a 
network of over 1000+ recruiters. Ideal for small and mid-size companies, hiring managers can post a job 
with top national recruiters but not pay big company costs. Smaller companies can now have one point of 
contact to access thousands of industry-specific and geographically dispersed recruiting firms and specialists. 
Once a candidate has been selected, the recruiters will still do all the vetting and personal managing of the 
candidate’s credentials.

This new way of bringing recruiting down to a Priceline-type model is bound to save money for all companies 
looking to hire, while increasing their job prospect base. NAME YOUR FEE will be backed up with the 
Candidate X Change business, where recruiters will work together (and split fees) to fill candidate postings 
at the fees that have been set by companies working with NAME YOUR FEE.

Mike Woloshin, CEO of NAME YOUR FEE, explains how the company will work, “This has never been 
done before. We offer the same recruitment services to clients as ever, but at less cost. We have a network of 
well over 1000 recruiters across the country – all US based, which gives us a massive candidate database. 
Now hiring managers can access that database at a cost they set. Having been in the industry for over 20 
years, our industry partnerships are revolutionary and second to none, so we see NAME YOUR FEE as a 
win-win for everyone. Hiring professionals and candidates.”

Paul Buonaiuto, President of NAME YOUR FEE, further explains. “The external recruiting agency model 
is passé. In today’s economic climate, the cost of “traditional” shotgun agency engagement model as defined 
as blasting your job specs to your ‘agency list’ is far too costly, time consuming and it doesn’t account for 
the simple fact that all open positions are not equal! Whether a standard contract is 25% or 20%, hiring 
managers are paying too much. This is especially true given the sheer volume of qualified resumes available 
through internal efforts, employee referral programs and major and niche job boards.”
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Jasper Staffing Services, located in New York, is the engine behind Name Your Fee.  A full service placement 
agency, Jasper currently supports dozens of industry verticals, by offering HR/Recruitment expertise in such 
areas as full time/part time placement, payroll services, background checks, and Recruitment outsourcing.  
Run by former Fortune 500 heads of global recruitment and Global HR leads, Jasper Staffing has over 20 
years of experience and a successful track record in servicing business and health care clients.  

To link to NAME YOUR FEE, go to www.nameyourfee.com. Or for more information, contact Paul 
Buonaiuto at XXXXX.

Fact Sheets

These are simplified shorthand information about the important speed and feeds (and benefits) of your 
service or product. Use bullet points and short paragraphs. These are very akin to cliff notes and serve the 
purpose of being a simple, clear reference for those who don’t want to plough through many documents. 
They should be comprehensive and a little fun to read. They should also be organized.

Customer testimonials

These can also be a page long or two. This is how a customer has used your product and service. Included 
in your copy should be the whole buying cycle. Why they selected your company? What objections did 
they overcome? How they installed it. What benefits they have seen productivity-wise. What roi benefits 
they have experienced. And what service experience they have had with your company. Include quotes 
from your buyer’s management. Have these testimonials signed off of by the client so you can also post 
these testimonials on your website.

http://www.nameyourfee.com
http://bookboon.com/


Download free ebooks at bookboon.com

P
le

as
e 

cl
ic

k 
th

e 
ad

ve
rt

The Smart Guide to Business Writing

47 

Writing Business Reports

X Writing Business Reports
It is most likely that you will have to write some kind of report in your business life. These could be 
your contribution to your company annual report, or you might have to write product evaluations, sales 
reports, or just a report on the work you are doing. These documents are longer and require certain 
specific knowledge. Let’s look at each one:

Annual Reports

Know that the 10-K annual report that public companies file with the Securities and Exchange 
Commission is different from the less formal - and glossier - annual report mailed to shareholders.

The report is usually broken into five sections: financial summary; letter to shareholders; company 
operations and significant developments; financial statement and tables; and information about officers 
and directors.

Typically the accountant writes the financial summary. This narrative generally covers revenue, net 
income and earnings per share data, and normally it includes three years’ worth of data. You should 
include some graphics like pie charts and a few paragraph of text to explain in plain English where you 
explain where you get your funding and how you spend it.

Contact us to hear more 
kbm@bookboon.com

Do your employees receive 
the right training?
Bookboon offers an eLibrairy with a wide range of 
Soft Skill training & Microsoft Office books to keep 
your staff up to date at all times.

http://www.ehow.com/how_16565_write-annual-report.html
http://www.ehow.com/how_16565_write-annual-report.html
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The chief executive officer or chairman makes a formal statement about company performance in the 
letter to the shareholders. Most often that letter is written for the CEO by either someone in marketing 
or someone in top management. It is straightforward, states what went on in the past year and why, 
which divisions performed well or not and why, and what the company’s forward looking objectives are.

The rest of the annual report is composed of a series of articles about operations and significant 
developments. This is where you define your accomplishents. Note the positive changes in the company. 
There might be articles about changes in production, new products, entry into new markets, mergers 
and acquisitions, research and development, changes in marketing and sales, and other news. Many 
companies include color photos. Here is where you take all of your activities over the last 12 months 
and convert them into three to five major accomplishments,

Occasionally annual reports include customers who share positive comments about your organization. 
Interview them and turn their words into personal profiles that help tell the story of your company’s 
accomplishment. You can pull quotes from these testimonials and sprinkle them throughout your design.

The financial statement, which is the heart of the report, usually appears at the end of the publication. 
This section consists largely of tables showing revenue, expenses and earnings data in detail and is usually 
prepared by the company’s accounting firm. 7

Somewhere in the report there will be summary information about officers and directors. Photos usually 
accompany this section. Most organizations also print and list financial supporters. Depending on how 
many donors you have and the range in gift size, you may want to set a minimum donation level for 
inclusion in the annual report.

Once you have all these sections put together, ask company attorneys and accountants to review the 
document to ensure accuracy and regulatory compliance.

Once you have all the copy approved, you put it all together. If you have the resources to produce a full 
color, 20 page publication with lots of great photography, that’s great. However, a much shorter and more 
modest 4 page newsletter format can work just as well.

Writing standard business reports – a few tricks

Identify what the report is trying to convey, solve, identify or argue. This is the purpose of the report. 
In a few brief paragraphs, cite and write about the background of the business issue. Clearly state what 
your report will prove or solve and what action needs to be taken. Then make your argument for your 
recommendation with all the supporting points.
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When you get to the conclusion, write with careful attention to any potential problems within your 
argument or research. Remember that your managers will review the report proposal and provide useful 
feedback on anticipated dilemmas. 

How to write a sales report

You can report sales results in a number of different ways to give management a complete overview of 
where sales stands in terms of product units distributed and dollar volume.

It is customary to begin this internal review document using a memorandum-style document format. 
Address the memo to your sales director sales manager. Copy other individuals on the document, such 
as the director of marketing, if appropriate.

Be succinct when describing the subject of the memo. For example, name it First Quarter 2010 sales for 
the Southern Region (if it is). Start the document using very direct, explanatory language or what will 
follow such as “This provides April through May 2010 sales for the Southern Region, which includes 
Texas, Missouri and Oklahoma.” 

If there are any qualifications you need to disclose about the data and information included, identify 
those caveats in the first paragraph. If, for instance, the information is incomplete because some data 
hasn’t been received, declare this in bold, underlined type.

Provide a high level recap in a chart of the current period’s sales numbers and the year to date cumulative 
sales. Repeat the reporting of sales in more detail such as by territory, state, broker and even down to 
the store or other micro level. Highlight both good and bad news by using boldface type or even red 
ink if sales are trending down. Again, provide a written summary of the highlights of the detailed sales 
information.

Perform a number of comparative analyses to put those numbers in context such as a percentage or 
plus/minus versus the goal and versus the previous year. Let the numbers do the talking, but provide a 
brief, written summary of the status of the sales effort.

Try to keep your document down to one page if possible. Double check your math. Submit your sales 
report at the same time every quarter, and be ready to defend any negative information in a personal 
meeting with your sales manager. 
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XI  Writing employee performance 
reviews

The employee performance review is essential for employers who must identify top performing employees 
and it is also an important way for you to convey what you expect from each of your team. Use the 
employee performance evaluation as a way to reinforce well-earned praise and offer struggling employees 
a chance to improve and meet goals. Here are the elements that go into a Performance Review.

Set goals

Set goals for each individual employee based on his function and job within the company. Set performance 
standards that all employees must meet based on company-wide goals. Keep a log on each employee in 
which you track their performance on a daily basis. Take note of anything significant and memorable, 
good and bad. The goals must be itemized in the review.

www.job.oticon.dk

http://bookboon.com/
http://bookboon.com/count/advert/0e9efd82-96d7-e011-adca-22a08ed629e5


Download free ebooks at bookboon.com

The Smart Guide to Business Writing

51 

Writing employee performance reviews

Assess the employee’s performance

Do this based on the standards and goals that have been set forth. Analyze your log along with the 
employee’s personnel file to clearly determine if the employee is meeting company standards and goals. 
Write the performance review in terms of whether the employee has met, exceeded or fallen short of 
expectations. Write a paragraph for each goal.

Share your findings

Once you have written your review, share it with the employee and coach the employee on areas he 
must improve on. Be specific about what the employee has done or hasn’t done. Set clear deadlines for 
an employee who needs to improve performance, but be realistic. Don’t tell the employee that he must 
improve in two days.

Sometimes the employee will write in the review, too

Give your employee a chance to respond to the assessment. You may even have employees write their 
own performance reviews to have them determine goals and standards. This gives employees a sense 
of control over their career and a sense that they are genuinely contributing. Compare your results and 
work together to move forward.

Don’t only write criticism

Also give praise. If a review is solely negative, that person shouldn’t be working there. So also note where 
the employee is doing well and balance your review. It shows that you look at people with a full sense 
of their capabilities and areas to improve.
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XII Writing White papers
The term white paper frightens most writers until the day they actually sit down to write one. Really, 
they are just an extended business report. First of all, let analyze what it exactly is.A white paper is a 
distinct type of guide and report that is basically used for educational and even political purposes. In 
the field of marketing and business, white papers are documents that support stated benefits of a product 
or business in a very non-salesy way. They are, in a sense, proof of concept.

In essence, this form of marketing communication will promote businesses products providing 
information about the benefits that will either solve a problem or introduce a new idea. If done correctly, 
white papers will produce sales leads and teach customers about the product presented. 

Basic Types of a White Paper

There are four basic types of commercialized white papers: The Policy, Technical, Hybrid and Business-
benefited papers. A white paper is usually written under the style of high-end technical analysis – 
which falls toward the highlighting of necessary information pertaining to the technical aspects of 
the product or service in terms of promotion.

These days, anyone can write a white paper. However, writing a white paper can be a bit challenging 
so here are some useful tips on how to write white paper document successfully.

•	 Always know your audience (your target readers) first

•	 Know the type of customers that will be most interested in the white paper. As a writer it is 
important to know who the core consumers are that will need the product or information. This 
will allow communication to be focused to the needs of that group. Providing information that 
may not be necessary to readers of the white paper could result in it going in the trash rather 
than being acted upon by customers.

•	 Choose the problem or need that will be covered in the paper. 

http://www.ehow.com/how_4495258_write-white-paper.html
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White papers are a combination of a persuasive essay with the information and entertainment value of 
a magazine article. It is the writer’s job to convey the information in such a manner that it doesn’t come 
off as a hard sell. By choosing a problem or need and presenting it upfront the reader’s interest may be 
peaked, and it will be more informative and result in a more soft sell approach.

•	 Choose a title. 
•	 Grab the attention of readers quickly or run the risk of them choosing another source for their 

information. A title that will peak the interest of readers will convey what can be expected to 
be learned from the paper concisely. A well-written title also contains actions words such as 
improving and generating. Adding numbers in a title is also a useful method to get readers 
attention such as “5 Steps To Generating Increased Sales.”

•	 Do away with using complex terms
Avoid using jargons or other words that are not standardized by the English language –especially 
if your target readers are business professionals.

•	 Use realistic examples if possible
Write a short description that exemplifies the other existing companies who have previously 
benefited from your product or service.

•	 	Use charts or graphs if you’re going to provide statistical reports containing your products’ 
sales progress

You can also make use of graphs in terms of presenting figures, initially acquired from 
paragraphs of previous reports.

•	 Balance your focus on self-interest and the readers’ interest
Your self-interest must be within your priorities in presenting your product and not of your 
“more personal” agenda.

http://bookboon.com/
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Conclusion

XIII Conclusion
I hope this little chapbook has helped you. One of the marvelous miracles about living in our time is 
that there are always resources available on the internet with any document you may have to write. At 
least, information about format.

But all you need to know about “voice” is be yourself, be direct, and come to the document with your 
best self. It will always shine through.

Contact us to hear more 
kbm@bookboon.com

Is your recruitment website 
still missing a piece?
Bookboon can optimize your current traffic. By 
offering our free eBooks in your look and feel, we 
build a qualitative database of potential candidates.

http://bookboon.com/count/advert/b86afbeb-b88c-4584-bfce-a04600bcef30
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