[eNbI0  TOJIyYeHHs  JIOTIOJHHUTENBHBIX NPO(QECCHOHANBHBIX 3HaHUH W
¢dbopmupoBaHUS  TPOGECCHOHAIBHO  3HAYMMBIX  KAa4eCTB  JIMYHOCTH.
WHOCTpaHHBIH S3BIK B JAaHHOM CJy4ae BBICTYNAeT CPEACTBOM MOBBIMICHHS
mpo¢eCCHOHANBHOM  KOMIIETEHTHOCTH W JIMYHOCTHO -TIPO()ECCHOHATILHOTO
pa3BUTHS CTYJGHTOB W SABIMETCS HEOOXOMMMBIM  YCIOBHEM YCIEIIHOM
po¢eCCHOHANBHON JEATENIPHOCTH CIICIMANIMCTA - BBIITYCKHHKA COBPEMEHHOMH
BBICIIEH  IIKOJBI, CHOCOOHOTO  OCYMIECTBIATH  JETOBBIE  KOHTAKTHI €
HHOSI3BIYHBIMU [TAPTHEPAMH.
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TRENDS OF BUSINESS WRITING
U A. Ilonosa popovairina@list.ru
Benopycckuii nayuonanvnulil mexuuyeckuil yHugepcumem

As the twenty-first century rapidly approaches, the muscularity and
quickness of modern word processors, radio communications, TV, motion
pictures, video recorders, cellular phones, and now the World Wide Web, have
upped the stakes for career professionals. The successful ones realize that in the
past few years readers' expectations have fundamentally altered. Business
documents today need to be clear, persuasive, elegant -- and, given the speed
and pressures of modern corporate life.

For the first time in history we're dealing with an entire generation raised on
television, sound bites and the pervasive wiles of the advertising industry.
Among readers there is a heightened impatience with excessive length, poor
organization, lack of expertise in tone, appearance and presentation.

Your document is a product, and like all successful products should have as
its  principal purpose pleasing and gratifying its  customer.
Traditional ways of thinking, seeing and even evaluating knowledge have been
profoundly altered. Business reports, manuals, letters and memos are now
generally expected to be: friendly in approach and manner, yet at the same time

117



entirely professional, error-free and though grammatically correct not pedantic,
relaxed and articulate but not over colloquial, and often required also to be
subtly persuasiwe.

Writing is also among the most expensive business activities. A major
industrial request for proposal (RFP) might, for instance, cost several million
dollars to prepare. Ninety percent of the effort and money goes into the writing,
the equivalent of hundreds and even thousands of hours of valuable non-
manufacturing hours. What's more, if it's poorly done, which is not uncommon,
the entire venture may be wasted. According to one report, government
evaluators who award Federal contracts say that incoming proposals are
routinely rejected as technically non compliant, when the real reason is
unintelligible writing. Clients frequently judge a company's ability by its written
materials. And they notice errors. A misspelled name is bad public relations.
Vague phrases hinder productivity. And a condescending tone can cost you
business.

Document quality has drastically fallen off. The pressures of corporate life
(and the writers' relative lack of skill) are driving managers to get the paper out
the door as quickly as possible, and never mind the grammar. The tension
between speed, cost and quality has never been greater.

Many recent articles describe a relaxation of formality in America's
workplace, in everything from dress to writing styles. These articles urge
professionals and workers to use simple words in company correspondence and
to dispense with formality. While it is true that formality in the workplace has
relaxed somewhat in the past ten years, a word of caution is in order. First,
many of these articles are not written by business professionals. Although some
industries have relaxed formality in dress and in writing styles, many have not --
especially those in the financial, banking and legal worlds.

The best approach is to obtain writing samples written by the top officers of
your company. Are they formal in style? The tone of a company is set by the
person or persons at the top of the company. You should tailor your writing
style to match this style, just as you would tailor your dress to the style of the
company for which you work. Some firms pride themselves on the fact that their
employees do not wear suits - computer companies and companies in the
graphic arts often follow this creed. Others, such as those in the financial
services industry, pride themselves on the fact that they have not relaxed any
formality requirements even though the world around themhas changed.

The best rule is to follow the style of your company's upper-echelon leaders.
If they use a formal style for inter-office memos, you should too. If they
subscribe to the new rules of simple, more direct business writing, then you
should as well. If in doubt, always use the more formal approach in a memo or
letter, especially when writing to your superior officers in a corporation.
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Remember, writing in the workplace is not the same as writing for a scholarly
journal or writing for a newspaper or magazine, although the goal is the same.
The goal is communication, and communication is best achieved by writing in
the preferred style of the recipient of your document -- especially if the recipient
has anything to do with your chances of promotion.

Any business communication should follow some basic principles of
composition, organization, wording, tone, persuasion and basic ones of
punctuation, grammar, abbreviation, capitalization, and spelling.

Now with Emails replacing all paper memos, minutes of meetings and all
other official communication, it is essential that the senders know how to follow
the trends and adhere to principles at the same time. In Email communication
format and content both should be carefully examined before hitting the send
button. Effective business writing can promote positive business results in many
ways, including: creating value for stakeholders, helping to align stakeholders
with company strategies and goals, allowing the writer to engage in continuous
learning.

HUHAUBUAY AJTb HO-TUIIOJOT MY ECKU M MOAXOJ U IIYTU
Er'O PEAJIMBAIIUU B OBPA3OBATEIBHOM IIPOLECCE BY3A.
O.10. ITsmeykasn olgapiatetskaia@yandex.by
Benopycckuii hayuonanvhbiii mexuuueckuil yHugepcumem

Kak wu3BecTHO, BBICHIEH IIEHHOCTHIO OOINECTBA SIBISIETCS  YEJIOBEK.
CyulecTBOBaHHE WHIMBUAyaJbHBIX pA3MUUUil MeXIy JHOOBMH —  (akKT
OYeBHIHbII. BHUMaHuME K BOCHHMTaHMIO WHAMBHIA, 3a00Ta O BCECTOPOHHEM
Pa3BUTHH €ro CHoCOOHOCTEH, COBEPIICHCTBOBAHME JWYHBIX KaYECTB BXOIUT B
KpyT npo6JieM COBpEMEHHOH! CUCTEMBI 00pa30BaHMUsL.

AXTyaJIbHOCTh NPUMEHEHHUSI JAHHOTO MOJXoJa B yueOHOM mpouecce BY3a
00ycInoBieHa, C OJHOW CTOPOHBI, TeM, YTO BOCIPUATHE OYAYyIIEro crenuanicTa
KaK KaKOW-TO YCpEJHEHHOU €AMHUIbI HE MPUHOCHT PE3yJbTaToB, U C APYTOU
CTOpPOHBI, HAIMYMEM MHOXKECTBA HMHIMBHIYJILHBIX OCOOCHHOCTEH, BIMSIOIINX
Ha CTAHOBJICHHE CTYyJICHTA.

Takum  o6pa3oMm, OOHApY>KUBAeTCA HEOOXOJAUMOCTh  MOJCIUPOBAHUS
CUTyallud CTaHOBJICHWS JIMYHOCTHOTO CaMOOTPENEJIEHUSI MOJPACTAIOIIETO
MMOKOJICHHsI B pabOTe Mejarora.

B OCHOBEC WHMBUTY aJIbHO ~THUIIOJIOTHYECKOTO MO AX0Ja JIC)KAT
COOTHECCHHE 00yUYaeMBbIX C OTpeJIeTICHHBIM TUIIOM, T.€. MUNONIO2US
(cuctemaThzamus HCCIIey EMBIX 00BCKTOB C LIEIBIO BBISIBIICHHS
3aKOHOMEPHOCTEH WX ()YHKIHOHHPOBAHUS M MOCICAYIOIIETO MPOTHO3UPOBAHUS
UX pa3BuThs). WTak, WHIMBUIYAHHO-TATIOJOTHYECKUH TIOIX0J — 3TO CHCTeMa
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