
 This newsletter focuses on the different types of writing in the business community.  This 
collaborative report attempts to answer basic questions about the similarities and contrasts of different 
fields.  The reader will have a greater understanding of the central aims and issues of each field 
described.
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 Communication among entities in the 
business environment is extremely important.  In 
the specialized field I am studying, Operations 
Management, it becomes absolutely crucial in 
order to function efficiently.

 Operation Management deals with the 
administration of what is referred to as the 
‘supply chain’.   The supply chain is the series 
of processes from when a product is manufac-
tured to when it reaches its end user, or the con-
sumer.  The key to this system running smoothly 
is the effective transmission and reception of 
data between the links in the supply chain.  This 
can only be achieved through efficient communi-
cation.

 As a result, effective business writing is 
of the utmost importance in my field of study.  
Several forms are used when conveying informa-
tion between business associates.  Among the 
most depended on are memorandums, Power 
Point presentations, and Excel charts. 
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 Memorandums are typically used when 
the need arises for messages to be distributed to 
a large audience.  Topics of such office memos 
are typically news about the company or simple 
changes to company policies or procedures.  The 
use of Excel and Power Point together afford 
a medium for conveying information of a more 
technical nature.  Such a graph is displayed 
below.  It details delivery arrival times against 
their expected arrival 
time.

 Discussions 
about the current sit-
uation and possible 
problem solutions are 
facilitated much more 
easily through the 
implementation of 
such visual aids.  
Important contracts 
and business negotia-
tions also hinge upon the data reflected in this 
type of format.  Without these ways of expressing 
ideas and information, making informed business 
decisions would be nearly impossible.  (Source: 
Interview with Mr. William Fuhrmeister, Logistics 
Team Leader with Johnson & Johnson)

“Effective busi-
ness writing is 
of the utmost 
importance in 
my field of 
study”

-W. Andrew Rupert

Source: William Fuhrmeister

Advertising
Genevieve Keene

 Advertising is a unique form of persuasion 
presented through various mediums such as 
television, radio, Internet, and magazine.   Busi-
ness documents created by an advertising 
agency to inform people of information outside 
of the agency are presented in various forms: 
bulletin boards, classified ads, sales letters, 
post cards, notes, flyers, press release, annual 
reports, newsletters, brochures, and scripts.  
Although, there are many types of documents, 
each of them has a common feature, word 
choice, according to account manager Candice 
Copeland at Just Ask a Woman Advertising 
Agency.

 Words are a crucial aspect of advertising; 
some words have more sales appeal than others.  
Therefore, formal documents are a rare result of 
an advertising campaign.  In advertising, clear 
concise writing documents are favored.   Try 
writing a 500-word description of a product, 
and then attempt to describe that same product 
in only 5 – 10 words.  Selecting the exact 
words with the highest appeal to your audience 
is the greatest challenge in advertising (http:/
/www.womentodaymagazine.com/career/
taglines.html).  The goal of an advertising cam-
paign is to create a tag line that is easy for 
consumers to remember and emphasizes the 
benefits the product has to offer consumers.  A 
tag line ultimately should communicate a good, 
positive sensation associated with the use of the 
product.  If a tag line is effective, then consumers 
will recognize it in various mediums, even when 
the tag line appears separate from the product. 

 Each word chosen is very important to the 
central message; therefore, each word must be 
appropriate and fitting 
(http://www.womentodaymagazine.com/
career/taglines.html).  According to Copeland, 
selective word choice applies to all documents 
constructed for an ad campaign.   Keep 
in mind that the goal of these documents, 
listed previously above, is to attract as many 
interested prospects as possible and attract 
as many interested prospects immediately fol-
lowing the entrance of 
a new product into 
the market, time is 
crucial.  Long formal 
documents are not 
attractive to people 
which means they will 
not read them.

 As you can see, 
word choice is the 
most significant ele-
ment in documents in 
advertising that are 
produced for public 
display.  In order to 
communicate to the 
target audience, people who desire to obtain 
knowledge about a product being offered to 
them, the message is crucial.  The message of 
documents must grab the consumer attention, 
present a need for the product, emphasis ben-
efits as a result of using of the product, and 
persuade the consumer to expect a more pleas-
ant life as a result of using the product.  In order 
to achieve the goals of an advertisement, word 
choice becomes the determinant of the success 
or the failure of a campaign.  Good business 
writing is literally a choice of words.  

“The goal of 
an advertising 
campaign is to 
create a tag 
line that is 
easy for con-
sumers to 
remember”

-G. Keene



 The profession of landscape architecture 
is rooted in the art of communication.  The final 
product of most work is an organic three-dimen-
sional series of spaces.  This kind of space is 
difficult to comprehend without effective commu-
nication.  Visual imagery is the primary method 
of communicating the concept and theme behind 
a design.  This form of communication is unable 
to completely describe all aspects of a design.  
Ideas have to be supplemented with clear, effec-
tive writing geared to a specific audience.

 Business writing in landscape architecture 
can be split into three broad groups: concept-
analysis writing, final product writing, and techini-
cal writing (Foster, p.1).  Concept-analysis writing 
is the written description of preliminary land-
scape designs.  This form of writing is directed 
to landscape architects in the same office.  Final 
product writing is the supporting text used in a 
final presentation, and is directed to the client.  
Technical writing, used in construction documen-
tation, relies on the terminology used in civil 
engineering.  Due to the liability issues of inac-
curate construction documents, this form of writ-
ing is highly standardized.

 Landscape architecture suffers from the 
lack of a standardized glossary of terms that 
define design concepts.  Design terminology can 
often be reduced to jargon that other landscape 
architects will not understand.  Daniel Nadenicek, 
director of the Center for Landscape History at 
the Pennsylvania State University, states that 
design terminology in the profession changes 
significantly every thirty years.  As a result, con-
cept-analysis writing often cannot be understood 
by all landscape architects.  In spite of conflicting 
terminology, writing in the profession is critical 
in communicating design ideas, and there are 
efforts to standardize terminology.

 Other forms of business writing that are 
common to office environments are also appli-
cable to landscape architecture firms.  Proposals 
and memos are used in much the same way as 
other professions.  Award submissions in certain 
firms are also important written documents.

Source: ASLA Award, Dougas Hyler [Online]

Technical writing in landscape architecture uses clear, 
standardized terminology.  Shown above is a construction 
document detail of a street curb.

Source: Author

Final product business writing can range significantly 
between projects.  Shown at top is a historical preservation 
proposal that blurs the line between writing and art.  Shown 
above is a standard proposal that explains key concepts 
and design alterations with a plan view of the site.  Sup-
porting presentation boards with perspectives, sections, 
and photographs also have descriptive text.

Source: Author
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