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Harvard Business Review Guides

Arm yourself with the advice you need to succeed on the
job, from the most trusted brand in business. Packed
with how-to essentials from leading experts, the HBR
Guides provide smart answers to your most pressing
work challenges.

The titles include:

HBR Guide to Better Business Writing

HBR Guide to Finance Basics for Managers
HBR Guide to Getting the Mentoring You Need
HBR Guide to Getting the Right Job

HBR Guide to Getting the Right Work Done
HBR Guide to Giving Effective Feedback

HBR Guide to Making Every Meeting Matter
HBR Guide to Managing Stress at Work

HBR Guide to Managing Up and Across

HBR Guide to Persuasive Presentations

HBR Guide to Project Management
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Other Books Written or Edited
by Bryan A. Garner

Garner's Modern American Usage
Garner’s Dictionary of Legal Usage
Black’s Law Dictionary (all editions since 1996)

Reading Law: The Interpretation of Legal Texts, with
Justice Antonin Scalia

Making Your Case: The Art of Persuading Judges,
with Justice Antonin Scalia

Garner on Language and Writing
The Redbook: A Manual on Legal Style
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The Chicago Manual of Style, Ch. 5, “Grammar and
Usage” (15th & 16th eds.)

The Winning Brief
Legal Writing in Plain English
Ethical Communications for Lawyers
Securities Disclosure in Plain English
Guidelines for Drafting and Editing Court Rules
The Ozford Dictionary of American Usage and Style
A Handbook of Basic Legal Terms
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A Handbook of Criminal Law Terms
A Handbook of Family Law Terms
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What You’ll Learn

Do you freeze up when writing memos to senior execu-
tives? Do your reports meander and raise more questions
than they answer for key stakeholders? Do your e-mails
to colleagues disappear into a void, never to be answered
or acted on? Do your proposals fail to win clients?

You'll lose a lot of time, money, and influence if you
struggle with business writing. And it’s a common prob-
lem. Many of us fumble for the right words and tone in
our documents, even if we're articulate when we speak.
But it doesn’t have to be that way. Writing clearly and
persuasively requires neither magic nor luck. It’s a skill—
and this guide will give you the confidence and the tools
you need to cultivate it.

You'll get better at:

« Pushing past writer’s block.
« Motivating readers to act.
+ Organizing your ideas.

« Expressing your main points clearly.
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Introduction:
Why you need to
write well

You may think you shouldn’t fuss about your writing—
that good enough is good enough. But that mind-set is
costly. Supervisors, colleagues, employees, clients, part-
ners, and anyone else you communicate with will form
an opinion of you from your writing. If it’s artless and
sloppy, they may assume your thinking is the same. And
if you fail to convince them that they should care about
your message, they won' care. They may even decide
you're not worth doing business with. The stakes are that
high.

Some people say it’s not a big deal. They may feel com-
placent. Or they may think it's ideas that matter—not
writing. But good writing gets ideas noticed. It gets them
realized. So don’t be misled: Writing well ¢s a big deal.

Those who write poorly create barriers between them-
selves and their readers; those who write well connect

with readers, open their minds, and achieve goals.



