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Direct Request Letters
Many, of your business request letters will fall into three categories: (1) asking for information or action, (2) placing orders for products, or (3) making a claim requiring adjustment when something has gone wrong.
I. Requesting Information and Action

The majority of your business letters will request information or action. Suppose you have questions about a payroll accounting service your company is considering or you need to ask a customer to supply missing data from an order. For these direct messages put the main idea first. If your request involves several questions, you could open with a polite request, such as Will you please answer the following questions about your payroll service. Note that although this request sounds like a question, it's actually a disguised command. Since you expect an action rather than a reply, punctuate this polite command with a period instead of question mark.
In the letter body explain your purpose and provide details. If you have questions, express them in parallel form so that they are balanced grammatically. To elicit the most information, pose open-ended questions (What computer lock-down device can you recommend?) instead of yes-or-no questions (Do you carry computer lock-down devices?). If you are asking someone to do something, be sure your tone is polite and undemanding. Remember that your written words cannot be softened by a smile. When possible, focus on benefits to the reader (To ensure that you receive the exact sweater you want, send us your colour choice).
In the closing tell the reader courteously what is to be done. If the date is important, set an end date and explain why. Many request letters end simply with thank you, forcing the reader to review the contents to determine what is expected and when. You can save the reader time by spelling out the action to be taken.
Avoid other overused endings such as Thank you for your cooperation (trite), Thank you in advance for... (presumptuous), and If you have any questions, do not hesitate to call me (suggests that you didn't make yourself clear).
It's always appropriate to show appreciation, but try to do so in a fresh and efficient manner. For example, you could hook your thanks to the end date (Thanks for returning the questionnaire before May 5, when we are going to begin tabulation). You might connect your appreciation to a statement developing reader benefits (We are grateful for the information you will provide because it will help us serve you better). Or you could describe briefly how the information will help you (I genuinely appreciate information that will enable me to...).
Let's now analyze the first draft of a direct request letter written by office manager Melanie Marshall. She wants information about computer security devices. Notice that her letter starts with the problem, telling the story from the writer's perspective, not the reader's.
	Dear Ms. Ivorson: Our insurance rates will be increased soon if we don't install security devices on our computer equipment. We have considered some local suppliers, but none had exactly what we wanted.
	Starts with background information and explanation instead of request (a common mistake).

	We need a device that can be used to secure separate computer components at a workstation including a computer, keyboard, and monitor. We currently own computers, keyboard, and monitors, along with six printers.
	Fails to organize information into logical order.

	We wonder if professionals are needed to install your security device. We're also interested in whether the devices can be easily removed when we need to move equipment around. We are, of course, very interested in prices and quantity discounts, if you offer them.


	Confuses reader by jumping around among many topics. Fails to ask specific questions.


	Thank you for your attention to this matter.
	Ends with cliche. Fails to reveal what to do and when to do it.


Melanie's second version begins more directly. The opening sentence

introduces the purpose immediately so that the reader quickly knows why the letter was sent.

Melanie then provides background information. Most importantly, she organizes all her requests into specific questions, which are sure to bring a better result than her previous diffuse request.

Revision:

	Dear Ms. Ivorson:

Please provide information and recommendations regarding security equipment to prevent the theft of office computers, keyboards, monitors, and printers.
	Introduces purpose immediately

	Our office now has 18 computer workstation and 6 printers that we must secure to desks or computers. Answers to the following questions will help us select the best devices for our purpose.
	

	1. What device would you recommend that can secure workstation consisting of a computer, monitor and keyboard?

2. What expertise and equipment are required to install and remove the security device?

3. How much is each device? Do you offer quantity discounts, and if so, how much?
	Explains needs for information

	4. 
	Groups open-ended questions into list for quick comprehension and best feedback

	Because our insurance rates will be increased if the equipment is not secured before April 1, we would appreciate your response by February 15.

Sincerely,
	Courteously provides end date and reason


II. Placing Orders
You may occasionally need to write a letter that orders supplies, merchandize, or service. To order items by letter, supply the same information that an order blank would require. In the opening let the reader know immediately that this is a purchase authorization and not merely an information inquiry. Instead of / saw a number of interesting items in your catalogue, begin directly with order language such as Please send me by UPS (United Parcel Service) the following items from you autumn merchandise catalogue.
If you are ordering many items, list them vertically in the body of your letter. Include as much specific data as possible: quantity, order number, complete description, unit price, and total price, show the total amount, and figure the tax and shipping costs if possible. The more information you provide , the less likely that a mistake will be made.
In closing tell how you plan to pay for the merchandise. Enclose a check, provide a credit card number, or ask to be billed.
Ladies and Gentlemen:

	Please send by express mail the following items from your summer catalogue.
	Order letter opens directly with authorization for purchase, method of delivery, and catalogue source.

	250 No. OC-18 Payroll$102,50

greeting cards 

250 No OC-22 Payroll 

card-envelopes $21.95

!00 No OM-01 Performance greeting cards $80.50

Subtotal $204.45

Tax at 7% $14.31

Shipping $24.00

Total $242.76
	Uses orderly columns to make quantity, catalogue number, description, and price stand out.

Calculates totals to prevent possible mistakes.

	We would appreciate receiving these cards immediately since we are initiating an employee recognition programme, February 12. Enclosed is our check for $242.76. If additional charges are necessary, please bill my company
	Expresses appreciation and tells when items are expected. Identifies method of payment.


III. Making Claims
In business many things can go wrong — promised shipments are late, warranted goods fail, or service is disappointing. When you as a customer must write to identify or correct a wrong, the letter is called a "claim". Simple claims are those to which you expect the receiver to agree readily.
Most businesses today honestly want to satisfy their customers.  A lot of organizations are increasingly aware of the importance of listening to customers. Since it costs three times as much to win a new customer as it does to retain a current one, businesses especially want to hear what customers have to say. And they know that customers are quite perceptive. As one computer executive says, "Quite frankly, customers are actually wrong only about 2 percent of the time".
Because you can expect a positive response when you have a legitimate claim or com-plaint, you should open a claim letter with a clear statement of the problem or with the action you want the receiver to take. You might expect a replacement, a refund, a new order, credit to your account, correction of a billing error, free repairs, free inspection, or cancellation of an order. When the remedy is obvious, state it immediately (Please send us 24 Royal hot-air popcorn poppers to replace the 24 hot-oil poppers sent in error with our order shipped January 4). When the remedy is less obvious, you might ask for a change in policy or procedure or simply for an explanation (Because three of our employees with confirmed reservations were refused rooms September 16 in your hotel, would you please clarify your policy regarding reservations and late arrivals).
In the body of a claim letter, explain the problem and justify your request. Provide the necessary details so that the difficulty can be corrected without further correspondence. Avoid becoming angry or trying to fix blame. Bear in mind that the person reading your letter is seldom responsible for the problem. Instead, state the facts logically, objectively, and unemotionally; let, the reader decide on the causes. Include copies of all pertinent documents such as invoices, sales checks, catalogue descriptions, and repair records. When service is involved, cite names of individuals spoken to and dates of calls. Assume that a company honestly wants to please its customers — because most do. When an alternative remedy exists, spell it out (If you are unable to send 24 Royal hot-air popcorn poppers immediately, please credit our account now and notify us when they become available).
Conclude a claim letter with a courteous statement that promotes goodwill and expresses a desire for continued relations. If appropriate, include an end date (We realize that mistakes in ordering and shipping sometimes occur. Because we've enjoyed your prompt service in the past, we hope that you will be able to send us the hot-air poppers by January 15).
Figure 5 shows a first draft of a hostile claim that vents the writer's anger but accomplishes little else. Its tone is aggressive, and it assumes that the company intentionally mischarged the customer. Furthermore, it fails to tell the reader how to remedy the problem. The revision tempers the tone, describes the problem objectively, provides facts and figures, and, most importantly, specifies exactly what the customer wants done. 
Claim letter
First draft
Dear Good Vibes:
	You call yourselves Good Vibes, but all I’m getting from your service is bad vibes! I’m furious but you have your salespeople slip in unwanted service warranties to boost your sales.
	Sounds angry

	When I bought my Panatronic VCR from Good Vibes, Inc., in August, I specifically told the salesperson that I did NOT want a three-year service warranty.
	Jumps to conclusions

	But there it is on my VISA statement this month! You people have obviously billed me for a service I did not authorize. I refuse to pay this charge.
	Forgets that mistakes happen

	How can you hope to say in business with such fraudulent practice? I was expecting to return this month and look at CD players, but you can be sure I’ll find an honest dealer this time.

Sincerely,
	Fails to suggest solution


Revision

	
	1201 Lantana Court

Lake Worth, FL 33465

September 3, 1994
	Personal business style

	Mr. Sam lee, Customer Service

Good Vibes, Inc.

2003 53rd Street

West Palm Beach, FL 33407

Dear Mr. Lee:

Please credit my VISA account, No. 0000-0046-2198-9432, to correct an erroneous charge of $299. 
	States simply and clearly what to do

	On August 8 I purchased a Panatronic VCR from Good Vibes, Inc. Although the salesperson discussed a three-year extended warranty with me, I decided against purchasing that service for $299.
	Explains objectively what went wrong 

	However, when my credit card statement arrived this month, I noticed an extra $299 charge from Good Vibes, Inc. I suspect that this charge represents the warranty I decline.
	Doesn’t blame or accuse

	Enclosed is a copy of my sales invoice along with my VISA statement on which I circled the charge. Please authorize a credit immediately and send a copy of the transaction to me at the above address.
	Documents facts

	I’m enjoying all the features of my Panatronic VCR and would like to be shopping at Good Vibes for a CD player shortly.

Sincerely,

KAITH CORTEZ

Kaith Cortez
	Uses friendly tone

Suggests continued business once problem  is resolved


Requesting Adjustment (Making Claims)

Adjustment letters make claims about damaged products, mistaken billing, inaccurate shipments, warranty problems, faulty merchandise, and so on. Generally, the direct pattern is best for requesting adjustment. But if a past request has been refused or ignored or if you anticipate reluctance, then the indirect pattern is appropriate.
In a sense, an adjustment letter is a complaint letter. Someone is complaining about something that went wrong. Some complaint  letter just vent anger; the writers are mad, and they want to tell someone about it. But if the goal is to change something, then persuasion is necessary. Effective  adjustment letters  make a reasonable claim, present a logical case with clear facts, and adopt a moderate tone. Anger and emotion are not   effective persuaders.
You’ll want to open an adjustment letter with some sincere praise, an objective statement of the problem, a point of agreement, a quick review of what you have done to resolve the problem. Then you can explain precisely what happened  or why your claim is legitimate. Don’t provide a blow-by-blow chronology of details; just hit the highlights. Be sure to enclose copies of relevant invoices, shipping orders, warranties, and payments. And close with clear statement of what you want done: refund, replacement, credit to your account, or other action. Be sure to think through the possibilities and make your request reasonable. The tone of the letter is important. You should never suggest that the receiver intentionally deceived you or intentionally created the problem. Calmly express your disappointment in view of your high expectations of the product and of the company; appeal to the receiver’s sense of responsibility and pride in its good name.
In his letter Mr. Barry seeks to return three answering machines. Notice his positive opening; his claim, well-documented claims, and his request for specific action.

	Customer Service

Raytronic Electronics

594 Stanton Street

Mobile, AL 36617

Subject: CODE-A-PHONE MODEL 100S
	Uses simplified letter style when name of receiver is unknown

	Your Code-A-Phone Model 100S answering unit well recommended. We liked our neighbor’s unit that we purchased three for different departments in our business.
	Begins with compliment

	After the three units were unpacked and in stalled, we discovered a problem. Apparently our office fluorescent lighting interferes with the electronics in these units. When the lights are on , heavy static interrupts every telephone call. When the lights are off, the static disappears.

We can’t replace the fluorescent lights, so we tried to return the Code-A-Phone to the place of purchase (Office Mart, 2560 Haslett, Avenue, Lansing, MI 48901). A salesperson inspected the units and said they could not be returned since they were not defective and they had been used
	Describe  problem calmly

	Because the descriptive literature and instructions for the Code-A-Phones say nothing about avoiding in rooms with fluorescent lighting we expected no trouble. We were quite disappointed that this well-engineered unit – with its time/date stamp, room monitor, and auto-dial features – failed to perform as we hoped it would. 
	Suggest responsibility

Stresses disappointment

	If you have a model with similar features that would work in our office, give me a call. Otherwise, please authorize the return of these units and refund the purchase price of $519.46 (see enclosed invoice). We’re confident that a manufacturer with your reputation for excellent products and service will want to resolve this matter quickly.

B.W. BARRY

brent w.barry,president
	Tells what action to take 

Appeals to company’s  desire to preserve good reputation


Reply Letters
Occasionally you will receive request for information or action. In these cases your first task is deciding whether to comply. If the decision is favorable, your letter should let the reader know immediately by using the direct pattern and frontloading the good news.
Below, direct reply letters are presented in three situations: 1) complying with requests for information or action; 2) acknowledging orders, and 3) granting adjustments and claims.
I. Complying with Requests

Letters responding to requests may open with a subject line to identify the topic immediately. Usually appearing two lines below the salutation, the subject line refers in abbreviated form to previous correspondence and/or summarizes a message. (Subject: Your Letter of August 5 About Award Programmes). It often omits articles (a, an, the), is not a complete sentence, and does not end with a period. Knowle|eable business communicators use a subject line to refer to earlier correspondence so that in the first sentence, the most emphatic spot in a
letter, they are free to emphasize the main idea.
In the first sentence deliver the information the reader wants. Avoid wordy drawn-out openings such as / have before me your letter of August 5, in which you request information about... More forceful and more efficient is an opener that answers the inquiry (Here is the information about...). When agreeing to a request for action, announce the good news promptly (Yes, I will be happy to speak to your business communication class on the topic of...).
In the body of your reply, supply explanation and additional information. When answering a group of questions or providing considerable data, arrange the information logically and make it readable by using lists, tables, headings, boldface, italics, or other graphic devices.
When customers or perspective customers inquire about products and services, your response should do more than merely supply answers. You'll also want to promote your organization and products. Often, companies have particular products and services they want to spotlight. Thus, when a customer writes about one product, provide helpful information that satisfies the inquiry, but consider using the opportunity to introduce another product as well.
Be sure to present the promotional material with attention to the "you" view and to reader benefits (You can use our standardized tests to free you from time-consuming employment screening).
In concluding, make sure you are cordial and personal. Refer to the information provided or to its use (7 hope this data about our experiences helps you solve your microcomputing discstorage problems) (запоминающее устройство на дисках при применении микро-ЭВМ/микропроцессоров). If further action is required, describe the procedure and help the reader with specifics (The Small Business Administration publishes a number of helpful booklets. Its address is...)
In replying to a customer request for information, the writer in Figures 7-8 begins with a subject line that immediately identifies the topic and refers to previous correspondence. He uses the first sentence to present the most important information. Then he itemizes his list of responses to the customer's questions. If he had written these responses in paragraph form, they would have been less emphatic and more difficult to read. He goes on to describe and promote the product, being careful to show how it would benefit the customer. And he concludes by referring specifically to pages in an enclosed, pamphlet and providing a number for the customer's response.
The direct pattern is also appropriate for messages that are mostly good news but may have some negative elements. When the message is mixed, emphasize the good news by presenting it first (Yes, I would be delighted to address your marketing class on the topic of...). Then, explain why a problem exists (My schedule for the week of October 10 takes me to Washington and Philadelphia, where I am...). Present the bad news in the middle (Although I cannot meet with your class at that time, perhaps we can schedule a date during the week of...). End the message cordially by returning to the good news (Thanks for the invitation. I'm looking forward to arranging a date in October when I can talk with your students about careers in marketing).
Your goal is to present the negative news clearly without letting it become the focus of the message. Thus, you want to spend more time talking about the good news. And by placing the bad news in the middle of the letter, you deemphasize it.
Customer Reply Letter

	Ms. Jessica White 

White-Rather Enterprises 

1349 Century Boulevard 

Wichita Falls, TX 76308
	
	

	Dear Ms White:
	
	

	
	SUBJECT: YOUR JULY 12 INQUIRY ABOUT PERSONNEL RECORD-KEEPING SYSTEM
	Identifies previous correspondence and subject

	Puts most important information first
	Yes, we do offer a personnel record-keeping system specially designed for small businesses. I'm happy to answer your three questions about this system.
	

	Lists answers to sender's questions in order asked
	1. Our Personnel Manager system provides standard employee application forms that meet current government regulations.
2. The system includes an interviewer's guide for structured employee interviews, as well as a scripted format for checking references by telephone.
	

	
	3. Yes, you can update your employees' records easily without the need for computer programs, hardware, or training.
	Emphasized “you” view

	
	Our Personnel Manager system was specially designed to provide you with expert forms for interviewing, verifying references, recording attendance, evaluating performance, and tracking the status of your employees. We even provide you with step-by-step instructions and suggested procedures. You can treat your employees as if you had a professional human resources specialist on your staff.
	Links sales promotion to reader benefits

	Helps reader find information by citing pages
	On page 6 of the enclosed pamphlet you can read about our Personnel Manager system. To receive samples of these items or to ask questions about their use, just call 1-800-354-5500. Our specialists are eager to help you weekdays from 8 to 5 EST.
	Makes it easy to respond

	
	Sincerely,
MARK E.AUSTIN
Mark E. Austin 

Senior Marketing Representative
	


II. Acknowledging Customer Orders

Companies that are able to ship all of a customer's order typically acknowledge the order by sending a printed card. These cards confirm the items ordered and tell when the shipment will be sent. In the following instances though, it pays to send personal letters
· When the order is large
· When the order has irregularities, such as back-ordered items delivery delays, or missing items
When the order is from a first time or an infrequent customer. 
	Dear Ms. Brown:
In less than one week, your sporting goods store will have your order ofProTec bicycle helmets for adults. These adult helmets were shipped by UPS on October 12
	Reveals when and how shipment will arrive.

	Because the youth helmets you ordered have become very popular as holiday gift items, we are temporarily out of stock. We expect a shipment by October 17 and will send them to you immediately. You won't be billed, of course, until they are sent.
	Presents bad news in positive manner. Explains why item is delayed. Maintains "you" view.

	As a new customer, you may be interested to know that the ProTec bike helmets you ordered are tops in the field. They received the highest rating by Consumer Reports in tests comparing 15 of the best-known models. Because of their impact protection and the strength of their straps and buck-les, they will provide your customers with what is probably the safest bike helmet made today.
	Builds customer's confidence in product with resale information. Creates bond with reader by offering special data for the new customer.

	It's estimated that fewer than 10 percent of the nation's 85 million bike riders wear helmets. Why such resistance? Some of your customers have probably told you that helmets are uncomfortable and look "nerdy". However, a new generation of helmets has done away with hard-shell designs. Your customers will marvel at the new thin, semi rigid shell helmets made by Race Team. They're light, safe, and incredibly colorful. Enclosed is literature describing the all-new Race Team fashion helmets, now offered at low introductory prices
	Recognized weakness in market and ties it in with promotion of new product. Takes advantage of this customer's already identified interest in bike helmets to cultivate desire for new bike helmet.

	We genuinely appreciate your order for ProTec helmets. To add the customer-pleasing fashion line of Race Team helmets to your inventory or to ask questions about your current order, just call 1-800-310-BIKE
	Closes with thanks and offers of help. Promotes future business.


III. Granting Adjustment and Claims

In responding the customer claim you must first decide whether to grant the claim or not. Unless the claim is obviously fraudulent (deliberately deceitful, dishonest or untrue) or represents an excessive sum, you'll probably grant it. In this case your adjustment letter will be good news to the reader, so you'll use direct pattern. When your response is "no", the indirect pattern is appropriate. You'll have 3 goals in adjustment letters:
· rectifying the wrong, if one exists
· regaining the confidence of the customer
· promoting further business
Here are effective openers of the adjustment letters with good news:
· You will be receiving shortly a new Techtronic cordless telephone to replace the one that shattered when dropped recently.
· The enclosed $250 refund check demonstrates our desire to satisfy our customers and earn their confidence.
· Please take your Sanyo cassette tope deck to A-l appliance Service, 220 Orange Street, Pasadena where it will be repaired at no cost to you.
· You 're right. We agree that warranty, on your American Standard Model US 600 dish-washer should be extended for six months.
In the body of an adjustment letter, your goal is to win back the confidence of the customer. You can do it by explaining what caused the problem (if you know) or by describing the measures you are taking to avoid recurrence of the problem, such as in the following:
"In preparing our products, we take special care to see that they are wholesome and free of foreign matter. Approved spraying procedures in the field control insects when necessary during the growing season. Our processing plants use screens, ultraviolet lights, and other devices to exclude insects. Moreover, we inspect and clean every product to ensure that insects are not present. "
Notice that this explanation does not admit error. Many companies sidestep the issue of responsibility because they feel that such an admission damages their credibility or might even encourage legal liability. Others admit errors indirectly (Oversights may sometimes occur) or even directly (Once in a while a product that is less than perfect goes out). The major focus of attention, however, should be on explaining how diligently you work to avoid disappointing your customers. The language of adjustment letters must be particularly sensitive since customers are already upset.
Here are some don'ts

· Don't use negative words (trouble, regret, fault, misundestanding, error, inconvenience,you claim).
· Don't blame customers - even when they may be at fault.
· Don't blame individuals or departments within your organization; it's unprofessional.
· Don't make unrealistic promises; you can't guarantee that the situation will never reoccur.
To regain the confidence of your reader, consider including resale information or promote a new product if it seems appropriate. Resale is a marketing technique used to reassure customers that their choice of products was very good. It can be done by describing product's best features, its popularity, economy, and special applications that might appeal to the reader.
To close an adjustment letter, assume that the problem has been resolved and the future business will continue. You might express appreciation that the reader wrote, extend thanks for past business, refer to your desire to be of service, or mention a new product.
Here are a variety of effective adjustment letter closings for various purposes:
· You were most helpful in informing us of this situation and permitting us to correct it. We appreciate your thoughtfulness in writing to us.
· Thanks for writing. You satisfaction is important to us.
· We hope that this refund check convinces you that service to our customers is our No. 1priority. Our goal is to earn your confidence and continue to justify that confidence with quality products and excellent service.
· Your cordless telephone will come in handy when you are playing and working outside this summer. For additional summer enjoyment take a look at the portable CD player on page 37 of the enclosed catalogue. We value your business and look forward to your future orders.
The adjustment letter in below offers to replace dead rose bushes. It's very possible that the grower error caused the plants to die, yet the letter does not blame the customer. Notice, too, how resale and sales promotion information in introduced without seeming pushy. Most importantly, the tone of the letter suggests that the company is in the customer's corner and wants to do what is right.
Although the direct pattern works for many requests and replies, it obviously won't work for every situation. With more practice and experience, you'll be able to alter the pattern and apply the writing process to other communication problem.
Adjustment Letter

	Mr. James Bronski 

1390 Moorpak Avenue 

San Jose, CA 95127
Dear Mr. Bronski:

	
	

	
	We're happy to replace the six rose bushes you purchased or return your money in full.

	Approves customer's claim immediately


	Tactfully skirts the issue of what caused plant failure
	The quality of our plants and the careful handling they receive assure you of healthy, viable roses for you garden. Even so, plants sometimes fail without apparent cause. That's why we guarantee every plant to grow and to establish itself in your garden.

	Avoids blaming customer

	Offers resale information to assure customer or wise choice
	Along with this letter is a copy of our current catalog for you to select six new roses or reorder the favorites you chose last year. Two of your previous selections-Red Velvet and Rose Princess-were last season's best-selling roses. For fragrance and old-rose charm, you might like to try the new David Austin English Roses. These enormously popular hybrids resulted from crossing full-petaled old garden roses with modern repeat-flowering shrub roses.

	Includes some sales promotion without overkill

	Projects personal, conversational tone by using contractions and reader's name
	Since we want you to enjoy your roses to the fullest, Mr. Bronski, we're also sending a copy of our authoritative Home Gardener's Guide to Roses. This comprehensive booklet provides easy-to-follow planting tips as well as sound advice about sun, soil, and drainage requirements for roses.
	

	
	To receive your free replacement order, just fill out the order form inside the catalog and attach the enclosed certificate. Or return the certificate, and we'll refund your full purchase price.
	Tells reader clearly what to do next

	Shows pride in the company's products and concern for its customers
	We're proud of our roses. The quality of these plants reflects the expertise we've gained in over a century of hybridizing, growing, harvesting, and shipping top-quality garden stock. Through the years we've also learned something about service. We know that if you're not happy, we're not happy. To ensure y our satisfaction and your respect, we maintain our 100 percent guarantee policy.
	Strives to regain customer's confidence in both products and service

	
	Sincerely,
MICHAEL VANDERER
Michael Vanderer 

General Manager
	


Indirect Letters
NEGATIVE NEWS LETTERS
Breaking bad news is a fact of business life for communicators. Because bad news disappoints, irritates, and sometimes even angers customers, such messages must be revealed carefully and with sensitivity. When delivering bad news the indirect paragraph pattern is more appropriate. It enables you to build a foundation of reasons before hitting the audience with a bad news. As a business communicator who must deliver bad news, you have many goals. Firstly, you want to make the reader understand and accept the bad news. Secondly, you want to promote and maintain a good image of yourself and your organization. This goal is especially challenging since you are delivering bad news. Thirdly, you want to make the message so clear that additional correspondence is unnecessary. Finally, you want to avoid creating legal liability or responsibility.
These are ambitious goals, and we are not always successful in achieving them all. The patterns you're about to learn, however, provide the beginning communicator with strategies and tactics that many writers have found successful in conveying disappointing news sensitively and safely. With experience, you will be able to vary these patterns and adapt them to your organization's specific writing tasks.
Revealing bad news indirectly shows sensitivity to your reader, whereas good news can be revealed quickly, bad news must be broken gradually. The indirect paragraph pattern softens the impact of bad news by giving reasons for the bad news. The indirect plan consists of four parts.
Buffer - a neutral or positive opening that does not reveal the bad news. Reasons - an explanation of the causes for the bad news before disclosing it.
Bad news - a clear but understated announcement of the bad news that may include an alternative or compromise.
Close - a personalized forward-looking pleasant statement.
Components of a Bad-News Message
Let's move on to the central focus of this section - how to deliver a bad-news message using the indirect pattern. The message will have four parts as shown in Figure 10: buffer, reasons, bad news, and closing.
I. Buffering the opening. A buffer is a device to reduce shock or pain. To buffer the pain of bad news, begin with a neutral or positive statement that makes the reader continue reading. Here are some possibilities for opening bad-news messages.
Best news. Start with the part of the message that represents the best news. For example, in a memo that announces a new service along with a cutback in mail room hours, you might write, "To ensure that your correspondence goes out with the last pickup, we're starting a new messenger pickup service at 2:30 p.m. daily beginning June 1. "
Compliment. Praise the receiver's accomplishments, organization, or efforts. But do so with honesty and sincerity. For instance, in a letter declining an invitation to speak, you could write, "The Thais have my sincere admiration for their fund-raising projects on behalf of hungry children. I am honored that you asked me to speak Friday, November 5".
Appreciation. Convey thanks to the reader - for doing business, for sending something, for conveying confidence in your organization, for expressing feelings, or simply for providing feedback. Suppose you had to draft a letter that refuses employment. You could say, "/ appreciated learning about your qualifications and the professional secretaries programme at Vallev College in our interview last Friday".
Avoid thanking the reader, however, for something you are about to refuse.
Agreement. Make a relevant statement with which both reader and writer can agree. A letter that rejects a loan application might read, "We both realize how much the export business has been affected by the relative strength of the dollar in the past two years".
Facts. Provide objective information that introduces the bad news. For example, in memo announcing cutbacks in hours of the employees' cafeteria, you might say, "During the past five years the member of employees eating breakfast in our cafeteria has dropped from 32 percent to 12 percent".
Understanding. Show that you care about the reader. Notice how in this letter to customers announcing a product defect, the writer expresses concern: "We know that you expect superior performance from all the office products you order from Quill. That's why we're writing personally about the Exell printer ribbons you recently ordered".
Good buffers avoid revealing bad news immediately. Moreover, they do not convey a false impression that good news follows. Besides, they provide a natural transition to the next bad-news letter component—the reason.
II. Presenting the reasons. The most important part of a bad-news letter is the section that explains why a negative decision is necessary.
Being cautious in explaining. If the reasons are not confidential and if they will not create legal liability, you can be specific: "Growers supplied us with a limited number of patio roses, and our demand this year was twice that of last year".
In refusing a speaking engagement, tell why the date is impossible: "On January 17 we have a board of directors meeting that I must attend". Don't, however, make unrealistic or dangerous statements in an effort to be the "good guy".
Citing reader or other benefits. Readers are more open to bad news if it helps them or if they recognize that someone or something else benefits, such as other workers or the environment: "Although we would like to consider your application, we prefer to fill managerial positions from within".
Explaining company policy. Readers resent blanket policy statements prohibiting something. So, instead of hiding behind company policy, gently explain why the policy makes sense: "We prefer to promote from within because it rewards the loyalty of our employees. In addition, we've found that people familiar with our organization make the quickest contribution to our team effort". By offering explanations, you demonstrate that you care about readers and are treating them as important individuals.
Choosing positive words. Remember, the words you use affect a reader's response. So to keep the reader in a receptive mood, avoid expressions that might cause the reader to tune out. Be sensitive to negative words like claim, error, failure, fault, mistaken, misunderstand, never, regret, unwilling, unfortunately.
Showing that the matter was treated seriously and fairly. In explaining reasons, demonstrate to the reader that you take the matter seriously, have investigated carefully, and are making an unbiased decision. Avoid blaming others within your organization. Such unprofessional behavior makes the reader lose faith in you and your company.
III. Cushioning the bad news. Techniques for cushioning bad news include positioning it strategically, using the passive voice, implying the refusal, and suggesting alternative or compromises.
Positioning the bad news strategically. Instead of spotlighting it, sandwich the bad news between other sentences, perhaps among your reasons. Don't let the refusal begin or end a paragraph - the reader's eye will linger on these high-visibility spots. Another technique that reduces shock is putting a painful idea in a subordinate clause: "Although another candidate was hired, we appreciate your interest in our organization and wish you success in your job search". Subordinate clauses often begin with words like although, as, because, if, and since.
Using the passive voice. Passive-voice verbs enable you to depersonalize an action. Whereas the active voice focuses attention on a person (We don't give cash refunds), the passive voice highlights the action (Cash refunds are not given because...). Use the passive voice for the bad news.

Accentuating the positive. It is more effective when you describe what you can do instead of what you can't do. Rather than We will no longer allow credit card purchases, try a more positive appeal: We are now selling gasoline at discount cash prices.

Implying the refusal. Often, your reasons and explanations leave no doubt that a request has been denied. Explicit refusals may be unnecessary and at times cruel. In this refusal to contribute to a charity, for example, the writer never actually says "no": "Because we will soon be moving into new offices in Glendale, all our funds are earmarked for moving and furnishings. We hope that next year we'll be able to support your worthwhile charity." The danger of an implied refusal is so subtle, that the reader misses it. Be certain that you make the bad news clear, thus preventing the need for further correspondence.
Suggesting a compromise or an alternative. A refusal is not so depressing if a suitable compromise, substitute, or alternative is available. In denying permission to a class to visit a historical private residence, for instance, the writer softens the bad news by proposing an alternative: "Although private tours of the grounds are not given, we do open the house and its gardens for one charitable event in the fall".
IV. Closing pleasantly. Closings to bad-news messages might include a forward look, an alternative, good wishes, freebies, and resale or sales promotion information.
Forward look. Anticipate future relations or business. A letter that refuses a contract proposal might read: "Thank you for your bid. We look forward to working with your talented staff when future projects demand your special expertise".
Alternative. In the letter rejecting a customer's demand for replacement of landscaping plants you might say: "/ will be happy to give you a free inspection and consultation. Please call (346-70-71) to arrange a date for my visit".
Good wishes. A letter rejecting a job candidate might read: "We appreciate your interest in our company, and we extend to you our best wishes in your search to find the perfect match between your skills and job requirements".
Freebies. When customers complain-primarily about food products or small consumer items - companies send coupons, samples, or gifts to restore confidence and to promote future business. In response to a customer's complaint about frozen dinner, you could write: "Your loyalty and your concern about our frozen entrees is genuinely appreciated. Because we want you to continue enjoying our healthful and convenient dinners, we're enclosing a coupon that you can take to your local market to select your next Green Valley entree".
Resale or sale information. When the bad news is not devastating, references to resale information or promotion may be appropriate: "The computer workstations you ordered are usually popular because of their stain-, heat-, and -scratch-resistant finishes. To help you locate hard-to-find accessories for these workstations we are enclosing our latest catalogue in which you'll find the necessary security devices."
Thinking through the entire writing process is especially important in bad-news letters. Not only do you want the receiver to understand and accept the message, but you want to be careful that your words say only what you intend.
REFUSING ROUTINE REQUESTS

Every business communicator will occasionally have to say "no" to a request. Depending on how you think he receiver will react to your refusal, you can use the direct or indirect pattern. If you have any doubt, use the indirect pattern.

Rejecting Requests for Favours, Money, Information, and Action

Most of us prefer to be let down gently when we we're being refused something we want. That's why the reason-before-refusal pattern works well when you must turn down requests for favours, money, information, action, and so forth.
Let's say you must refuse a request from Mark Stevenson, one of your managers, who wants permission to attend a conference. You can't let him go because the timing is bad; he must be present at budget-planning meetings scheduled for the same two weeks. Your first inclination might be to send a quickie memo, as shown below, and "tell it like it is".
In revising, you realize that this message is going to hurt and that it has some possible danger areas. Moreover, you see that this memo misses a chance to give Mark some positive feedback.
The memo, shown in a request letter refusal, starts with a buffer that delivers honest praise ("pleased with your leadership" and "your genuine professional commitment"). By the way, don't be stingy (не скупитесь) with compliments; they cost you nothing. The buffer also includes the date of the meeting, used strategically to connect the reasons that follow.
	Refusing a Request

To:

From:

	
	Date:

	Subject: REQUEST TO ATTEND SEPTEMBER CONFERENSE

The management Council and I are extremely pleased with the leadership you have provided in setting up live video transmission to our regional offices.
Because of your genuine professional commitment, Mark, I can understand your desire to attend the conference of the Telecommunication Specialists of America September 23 to 28 in Atlanta.

The last two weeks in September have been set aside for budget planning.
As you and I know, we’ve only scratched the surface of our teleconferencing projects for the next five years.
Since you are the specialist and we rely heavily on your expertise, we need you here for those planning sessions.

If you’re able to attend a similar conference in the spring and if our work loads permit, we’ll try to send you then. You’re a valuable player, Mark, and I’m grateful you’re on our MIS team.



The middle paragraph provides reasons for the refusal. Notice that they focus on positive elements. Mark is the specialist; the company relies on his expertise, and everyone will benefit if he passes up the conference. In this section it becomes obvious that the request will be refused. The writer is not forced to say, "No, you may not attend". Although the refusal is implied, the reader gets the message.
The closing suggests a qualified alternative ("if our work loads permit, we'll try to send you then"). It also ends positively with gratitude for Mark's contributions to the organization and with another compliment {"you're a valuable player"). Notice that improved version focuses on explanation and praise rather than on refusals and apologies, since the purpose of this memo is to refuse a respected employee's request without damaging good relations.
Declining Invitations

When we must decline an invitation to speak or attend programme, we generally try to provide a response that says more then "1 can't" or "1 don't want to". Unless the reasons are confidential or business secrets, try to explain them. Because responses to invitations are often taken personally, make a special effort to soften the refusal. In the letter below, an accountant must say "no" to the invitation of a friend's son to speak before the young man's college business club. The refuse is embedded in a long paragraph and deemphasized in subordinate clause {"Although I must decline your invitation"). The reader naturally concentrates on the main clause that follows. In this case that main clause contains the alternative that draws attention away from the refusal. The writer has done nothing for which to be sorry.
	Dear William:
	

	I am delighted to hear of your leadership position in Epsilon Phi Delta, your campus business honorary club. Your father must be proud, indeed, of your educational and extracurricular achievements.


	Opens cordially with buffer statement praising reader’s accomplishments.

	You honour me by asking me to speak to your group in spring about codes of ethics in the accounting field. Because our firm has not yet adopted such a code, we have been investigating the codes developed by other accounting firms. I am decidedly not an expert in this urea, but I have met others who are. Although your invitation must be declined, I would recommend Juliana Spinoza, who is a member of the ethics subcommittee of the Institute of Internal Auditors. Ms. Spinoza is a CPA (Certified Public Accountant) who often addresses groups on the subject of ethics in ac counting. I spoke with her about your club, and she indicated that she would be happy to consider your invitation.
	Explains the writer's ignorance on the topic

of ethics. Lessens the impact of the refusal by placing it in a subordinate clause ("Although your invitation must be declined") using the passive voice. Concentrates attention on the alternatives.

	It's good to learn that you are guiding your organization towards such constructive and timely programme topics. Please call Ms. Spinoza at (415) 389-2210 if you would like to arrange for her to address your club.
	Ends positively with compliments and assistance for arranging the substitute speaker.


Although the direct refusal in this letter is softened by a subordinate clause, perhaps the refusal could have been avoided altogether. Notice how the following statement implies the refusal: "I'm certainly not an expert in this area, but I have met others who are. May I recommend Juliana Spinoza..."
If no alternative is available, focus on something positive about the situation: «Although I’m not an expert, approve your organization for selecting this topic».
SENDING BAD NEWS TO CUSTOMERS

Messages with bad news for customers follow the same pattern as other negative messages. Customer letters, though, differ in one major way: they usually include resale or sales promotion emphasis. Customer bad-news messages typically handle problems with orders, denial of claims, or credit refusals.
Handling Problems with Orders
Not all orders can be filled as received. Suppliers may be able to send only part of an order or none at all. Substitutions may be necessary, or the delivery date may be delayed. In writing to customer about problem orders, it's generally wise to use the direct pattern if the message has some good news elements. But when the message is disappointing, the indirect pattern is more appropriate.
Let's say you represent Patelle Toys and you are scrambling Cor business in a slow year. A big customer, Child Land, calls in August and asks you to hold a block of your best-selling dolls. Like most vendors you require a deposit on large orders. September rolls around, and you still haven't received any money from Child Land. You must now write a tactful letter asking for deposit - or else you will release the dolls to other buyers. The problem, of course, is delivering the bad news without losing the customer's order and goodwill. Another challenge is making sure the reader understand the bad news. Do you think the resale or sales promotion emphasises in the following letter dilute or obscure the bad news?

	Dear Mr. Jones:
	

	We appreciate your interest in our Wendy Walkalong dolls. We've been holding a block of 500 of these top-selling dolls for you since August.
	Includes appreciation and resale while establishing the facts.



	As we approach the holidays, the demand for all of our dolls - including Wendy Walkalong - is increasing. Toy stores from Florida to California are asking us to ship these dolls. One reason the Wendy Walkalong is moving out of our warehouses so quickly is its low unit price, which makes it an economical gift item and a fast mover in an otherwise slow market. As soon as we receive Your deposit of $4,000, we'll have this popular item on its wax to your stores. Without a deposit by September 20, though, we must release this block to other retailers. Use the enclosed envelope to send us your check immediately. You can begin showing the hit doll Wendy Walkalong in your stores by November 1.


	Reasons justify the coming bad news. Instead of focusing on the writer's needs (we have a full warehouse and we need your deposit), the reasons concentrate on motivating the reader. After the reasons, the bad news is clearly spelled out.



	Please glance through the enclosed catalogue for other toy items to stock this season. Many retailers have told

us that Baby Thumbelina, a moderately priced cuddly another product. It also

doll (shown on page 23), is walking right off their looks ahead to more

shelves. We look forward to your check as well as to business, continuing to serve all your toy needs.
	Closing uses sales promotion in suggesting another product. It also looks ahead to more business.


Denying Claims

Customers occasionally want something they're not entitled to or that you can't grant. They may misunderstand warranties or make unreasonable demands. Because these customers are often unhappy with a product or service, they are emotionally involved. Letters that say no to the emotionally involved receivers will probably be your most challenging communication task. As publisher Malcolm Forbes observed, "To be agreeable while disagreeing - that's an art".
Fortunately, the reasons - before refusal plan helps you be emphatic and artful in breaking bad news. Obviously in denial letters you'll need to adopt the proper tone. Don't blame customers, even if they are at fault. Avoid "you" statements that sound preachy ("You would have known that cash refunds are impossible if you had read your contract"). Use neutral, objective language to explain why the claim must be refused. Consider offering resale information to rebuild the customer's confidence in your products or organization.
The writer denies a customer's claim for the difference between the price customer paid for speakers and the price he saw advertised locally (which would have resulted in a cash 'refund of $151). While the catalogue service does match any advertised lower price, the price-matching policy applies only to exact models. This claim must be rejected because the advertisement the customer submitted showed a different, older speaker model.
The letter to Matthew Tyson opens with a buffer that agrees with a statement in the customer's letter. It repeats the key idea of product confidence as a transition to the second paragraph. Next comes an explanation of the price-matching policy. The writer does not assume that the customer is trying to pull a fast one. Nor does he suggests that the customer is dummy who didn't read or understand the price-matching policy. The safest path is a neutral explanation of the policy along with precise distinctions between the customer's speakers and the old ones. The writer also gets a chance to resell the customer's speakers and demonstrate what a quality product they are. By the end of the third paragraph, it's evident to the reader that his claim is unjustified.
	February 19, 1994 

MR. Matthew R. Tyson

5801 Hollywood Boulevard

Pembroke Pines, FL 33026

Dear Mr. Tyson:

You are right, Mr. Tyson. We do take pride in selling the finest products at rock-bottom prices.
The Boze speakers you purchased last month are premier concert hall speakers.
They’re the only ones we present in our catalog because they’re the best.
We have such confidence in our products and prices that we offer the price-matching policy you mention in your letter of February 15.
That policy guarantees a refund of the price difference if you see one of your purchases offered at a low price for 30 days after your purchase.
 To qualify for that refund, customers are asked to send us an advertisement or verifiable proof of the product price and model. As our catalog states, this price-matching policy applies only to exact models with USA warranties.
Our Boze AM-5 II speakers sell for $749. You sent us a local advertisement showing a price of $598 for Boze speakers.
 This advertisement, however, describes an earlier version, the Boze AM-4 model. The AM-5 speakers you received have a wider dynamic range and smoother frequency response than the AM-4 model.
 Naturally, the improved model you purchased costs a little. Speakers have a new three-chamber bass module that virtually eliminates harmonic distortion.
 Finally, your speakers are 20 percent more compact than the AM-4 model.
You bought the finest compact speakers on the market, Mr. Tyson. If you haven’t installed them yet, you may be interested in ceiling mounts, shown in the enclosed catalog on page 48.
 We value your business and invite your continued comparison shopping.

Sincerely yours,


Refusing Credit

As much as companies want business, they can extend credit only when payment is likely to follow. Credit applications, from individuals or from businesses, are generally approved or disapproved on the basis of the applicant’s credit history. This record is supplied by a credit-reporting agency. After reviewing the applicant's record, a credit manager applies the organization's guidelines and approves or disapproves the application. If you must deny credit to prospective customer, you have four goals in conveying the refusal:
· Avoid language that causes hard feelings
· Retain customer on a cash basis
· Prepare for possible future credit - without raising false expectations
· Avoid providing information that could cause a lawsuit.
Because credit applicants are likely to continue to do business with organization even if they are denied credit, you'll want to do everything possible to encourage that patronage. So, keep the refusal respectful, sensitive and upbeat. To avoid possible litigation, some organizations give no explanation of the reasons for the refusal. Instead, they provide the name of the credit-reporting agency and suggest that inquiries be directed to it. Here is a credit refusal letter that uses a buffer but does not explain the reason for denial. Notice how the warm tone reassures the reader that she is respected and valued. The letter implies that her current credit condition is temporary, but it does not raise false hopes by promising future credit.
	Dear Ms. Margolis:
	

	We genuinely appreciate your application of January 12, for a Fashin Express credit account.


	Buffer identifies application and shows appreciation for it.

	After receiving a report of your current credit record from TRW Information Services, we find that credit cannot be extended at this time. To learn about your record, you max call a TRW credit counselor at (212) 356-0922. We've arranged for you to take advantage of this service for 60 days from the date of this letter at no charge to you.


	Long sentences and passive voice deemphasize bad news. To prevent possible litigation, offers no reason for denial.



	Thanks Ms. Margolis, for the confidence you've shown in Fashion Express. We invite you to continue shopping at our stores, and we look forward to your reapplication in the future.
	Closes cordially and looks forward to continued patronage


Some businesses do provide reasons explaining credit denials (Credit cannot be granted because your firm's current and long-term credit obligations are nearly twice as great as Your firm's total assets). They may also provide alternatives, such as cash discounts. When the letter denies a credit application that accompanies an order, the message may contain resale information. The writer tries to convert the order from credit to cash.
Whatever form the bad-news letter takes, it's a good idea to have the message reviewed by legal counsel because of the litigation landmines awaiting unwary (inexperienced) communicators in this area.
Announcing Bad News to Employees
Bad news within organizations might involve declining profits, harmful lawsuits, public relations controversies ('disputes) and changes in policy. Whether you use a direct or an indirect pattern in delivering that news depends primarily on the anticipated reaction of the receiver. When bad news effects employees personally - such as cutbacks in pay; reduction of benefits, or relocation plans - you can generally lessen its impact and promote better relations by explaining reasons before revealing the bad news.
The first version of the following memo, which announces a substantial increase in the cost of employee health care benefits, suffers from many problems.

	To: staff
	

	Beginning January I your monthly payment for health care benefits will be increased to $109 up from $42 last year.
	Hits readers with bad news without any preparation. 

	Every year health care costs go up. Although we considered dropping other benefits, Midland decided that the best plan was to keep the present comprehensive package. Unfortunately, we can’t do that unless we pass along some of the extra cost to you. Last year the company was forced to absorb the total increase in health care premium. However, such a plan this year is unadvisable.
	Offers no explanation of why health care costs are rising. Action sounds arbitrary. Fails to take credit for absorbing previous increases.

	We did everything possible to avoid the sharp increase in costs to you this year. A rate schedule describing the increase in payments for your family anal dependents is enclosed.
	Sounds defensive; fails to provide reasons.


The improved version of this bad news letter shown above uses indirect pattern. Notice that it opens with a relevant, upbeat buffer regarding healthy care – but says nothing about increasing costs. For a smooth transition, the second paragraph begins with a key idea from the opening (“Comprehensive package”). The reasons section discusses rising costs with explanations and figures. The bad news (“you will be playing $109 a month”) is clearly presented but embedded within the paragraph. Throughout, the writer strives to show the fairness of the company’s position. The ending, which doesn’t refer to the bad news or apologize, emphasizes how much the company is paying and what a wise investment it is. Notice that the entire memo demonstrates a hinder, gentler approach than that shown in this draft. Of prime importance in breaking bad news to employees is providing clear, convincing reasons that explain the decision.
Saying No to Job Applicants
Being refused a job is one of life's major rejections. The blow is intensified by tactless letters. (Unfortunately, you were not among the candidates selected for...). You can reduce the receiver's disappointment somewhat by using the indirect pattern - with one important variation. In the reasons section it's wise to be vague in explaining why the candidate was not selected. First, giving concrete reasons may be painful to the receiver (Your grade point average of 2.7 was low compared with GPA's of other candidates).
Second, and more important, providing extra information may prove fatal in a lawsuit. Hiring and firing decisions generate considerable litigation today. To avoid charges of discrimination or wrongful actions, legal advisors warn organizations to keep employment rejection letters general, simple, and short.The following job refusal letter is tactful but intentionally vague. It implies that the applicant's qualifications don't match those needed for the position, but the letter doesn't reveal anything specific.
	Dear Mr. Danson:
	

	Thanks for letting us review your resumes submitted for our advertised management trainee opening.
	Shows appreciation. Doesn't indicate good a bad news.

	We received a number of impressive resumes for this opening. Although another candidate was selected, your interest in our organization is appreciated. So that you may continue your search for a position at another organization, we are writing to you immediately.
	To prevent possible lawsuits, gives no explanation. Places bad news in a dependent clause.

	We wish you every success in finding a position that exactly fits your qualifications.
	Ends with best wishes.


	Dear Ms. Brown:

In less than one week, your sporting goods store will have your order ofProTec bicycle helmets for adults. These adult helmets were shipped by UPS on October 12
	Reveals when and how shipment will arrive.


	Because the youth helmets you ordered have become very popular as holiday gift items, we are temporarily out of stock. We expect a shipment by October 17 and will send them to you immediately. You won't be billed, of course, until they are sent.
	Presents bad news in positive manner. Explains why item is delayed. Maintains "you" view.


	As a new customer, you may be interested to know that the ProTec bike helmets you ordered are tops in the field. They received the highest rating by Consumer Reports in tests comparing 15 of the best-known models. Because of their impact protection and the strength of their straps and buck-les, they will provide your customers with what is probably the safest bike helmet made today.
	Builds customer's confidence in product with resale information. Creates bond with reader by offering special data for the new customer.


	It's estimated that fewer than 10 percent of the nation's 85 million bike riders wear helmets. Why such resistance? Some of your customers have probably told you that helmets are uncomfortable and look "nerdy". However, a new generation of helmets has done away with hard-shell designs. Your customers will marvel at the new thin, semi rigid shell helmets made by Race Team. They're light, safe, and incredibly colorful. Enclosed is literature describing the all-new Race Team fashion helmets, now offered at low introductory prices
	Recognized weakness in market and ties it in with promotion of new product. Takes advantage of this customer's already identified interest in bike helmets to cultivate desire for new bike helmet.

	We genuinely appreciate your order for ProTec helmets. To add the customer-pleasing fashion line of Race Team helmets to your inventory or to ask questions about your current order, just call 1-800-310-BIKE
	Closes with thanks and offers of help. Promotes future business.




�Buffer: Includes sincere praise 


� Transition: Uses date to move smoothly from buffer to reason 


� Reasons: Tells why refusal is necessary


� Bad news: Implies refusal


� Closing: Contains realistic alternative, praise, and appreciation


� Combines agreement with resale


� Buffer


� Explains price-matching policy and how reader’s purchase is different from lower-priced model


� Reasons


� Without actually saying no, shows why reader’s claim can’t be honored


� Implied refusal


� Builds reader’s confidence in wisdom of purchase


� Positive closing


� Avoids apologizing; looks forward to future business





