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ANNOUNCEMENT

O give those who are interested in the study of busziness cor-

respondence s discossion of the wubject nt once brief, logical,
gpecific and practical is the purpose of this volume. In producing it,
the demand every concern feels for more efficient letter writers has
“een a controlling factor, Not only the many specimen letters and
paragraphs reproduced, but also the principles and rules have come
out of the hard-earned experience of enierprising concerns. No effort
hag been apared to arrange this gpecific material so that it can moat
readily be grasped and applied,

Beginning with the simplest eorrespondence matters and letter
forms, the diseusgion leads up to the writing of the successful sales
letter, which is perhaps the most difflenlt as well as the moat important
form of busineas correspondence. In style and mechanical form the
aim has been to make the book in & measure an illustration of the same
arts of persuasion uper which advertisements and businesa letters
depend for their vitality,

Ags each type of business Jetter is taken up, the reader or student
is shown how to eonstruct it paragraph by paragraph; securing atten-
tion; delivering & concise selling description, stating a collection
arrangement or putting an sdjustment into persuasive terms; proving
a claim; proposing a contract, and closing the letter in & way which
urges to action. .As he works out these paragraphs, the correspondent
can compare them with actual models which have sold goods, adjusted
difficult complaints, eollected slow aceounts and handled efficiently the
various problems of a business.



Only the free access to the comfidential data of buainess houses
which the publishers have for many years enjoyed has made this work
possible, In many cased the sonree and history of these actual business
letters eannot be made publie. Among the firms which may be men-
tioned as having contributed valuable matter are: Portland Silo Com-
pany, The Reging Company, Franklin Automobile Company, Frank
E. Davis Company, Horton Manufactaring Company, Ges. Stuhler’s
8ons Company, Peoples Gas IAight and Coke Company of Chieago,
Story & Story, Gray & Graham Company, Goodyear Tire and Rubber
Company, Old Town Cance Company, A. B. Farquhar Company,
Link-Belt Company, Holeproof Hosiery Company, SBuperior Under-
wear Company, and Lasalle and Koch Company.

In the earlier editiens of the book, imsued under the titls,
""How to Write Letters That Win,” of which many printings were
demanded, twelve bundred business latters were studied, classified, and
discussed, In the present completely reconstructed and much enlarged
volame more than nineteen hundred letters have been considered, The
correspondence files of many concerns have alse been studied, and
Syerem’s editors and letter writers, especially Mr. Dennis, Mr.
Murphy and Mr. Sumner, have contributed freely of their experience
with letter work.

For the present edition, credit is especially dus fo Professor
Bmart, head of the English department of Armour Institute of
Technology and lecturer on business correspondence in the School of
Commerece of Northwestern University, who has contribnted much new
material, and has thorcughly revised and rearranged the book. Grate-
ful acknowledgment iz made &lso to the hundreds of business men and
teachers whose corrections and suggestions bearing upon the former
editions have, we hope, made the present volume accurately reflect
the best corvespondence practice.

THE FUELISHERS.



CHAPTER I

THE TONE OF A BUSINESS
LETTER

‘Y F THERE has been one development in the last gen-

eration that has contributed more than any other to
Lnsiness growth, it has been the development of the Ciging
Lusinens letter. Letters—right letters—are no longer the m
mere sterpotyped paper mediume of sclicitation and :ﬁ;a
acknowledgment. They are living, breathing persongli-
ties, with a1l the capabilitiea and chsraeteristics of the
men behingd them.

Forty years ago the only letters that showed symp.

toms of red-blooded suthorship were impessioned love
missives and the controversial letters of statesmen.
Then someone, aomewhere, coticeived the idea that human
interest could he woven into s businesa letter as well as
into & personal message ; that a business letter, after all,
was but a personal message; and that it was possible
to talk to a man a thonsand miles away in the same
words that you wonld use if he gat beside your desk,

That discovery, developed, has of itself dissolved dis- Business-
tance and placed the inter-relationship of business men geifing
upon 8 bagis of courtesy and intimaey that no other conld WM the
accomplish, And more important, it has made pomsible fyer
the iransaction of an enormous bulk of business at an '
inmignifieant fraction of what the personal handliog of
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it would have ecost. Over one hundred million dollara
in sales made by one house last year entirely by mail—
that is & specifle example of results,

Qetting this personal tone in a buginess letter is
largely n matter of showing a personal inferest in the
customer and his affairs. If you are writing a sales
letter, emphasize the benefit he will derive from owning
the article you are offering. If it is & collection letter,
make hir feel that you are fair, and considernte of his
difficolties—until, of conrse, he haa shown that he
deserves no consideration. In a letter angwering a
complaint, not only adjust the diffienlty, but show your
desire to patisgfy him in full, and make him realize that
you reslly value his patronage, If it is an ackmowledg-
ment of an order, put a little warmth into your thanks.
In other words, show that you are interested in the
matter abont which you are writing, and that you do
not, eongider it merely as a pari of the day’'s reutine
work.

In the simpler forms of letters, such as the acknowl-
edgment of orders, it is not qiffiealt to ahow this personal
interest, for there it iz only a matter of dropping a few
eordial words here and there in the letter. In the more
complex forme, however, sich as the sules letter, get-
ting the right tone will require & special effort,

In ihe first place you must learn to look upon each
of your customers as an individual, not as an abstract
being—one of a thougand men all of whom have the
same characteristies, The latier is the attitude of the
old-school correspondent, He says the same thing in
the same way every time he writes about a certain matter,
He makes no attempt to adapt his letters to the differ-
ent classes of readers. He sees men in the mass, not as
individuals; and seeing thein thus he cannot help making
his letters formal and impersonsl.

We are not arguing here that you—the correspond-
ent—must know all your cuortomers personally, for



