Consideration
 Consideration means preparing every message with the message receivers in mind; try to put yourself in their place: You are considerate, you do not lose your temper, you do not accuse, and you do not charge them without facts. You are, fore​most, aware of their desires, problems, circumstances, emotions, and probable reactions to your request. Then handle the matter from their point of view. This thoughtful consideration is also called "you-attitude," empathy, the human touch, and understanding of human nature.
In a broad but true sense, consideration underlies the other six Cs of good business communication. You adapt your language and message content to your receivers needs when you make your message complete. Three specific ways to indicate consideration are:
· Focus on "you" instead of "I" and "we."
· Show audience benefit or interest in the receiver.
· Emphasize positive, pleasant facts,
Focus on “You” instead of "I" or "We"

To create considerate, audience-oriented messages, focus on how message re​ceivers will benefit, what they will receive, and what they want or need to know. In some cases, this can be accomplished by emphasis; you might downplay your own feelings and emphasize a point, make an explicit reference, or use a direct quotation in responding to the request of another individual. Creating a you-atti​tude may require avoiding telling others how they feel, assuming you know their needs.
We-Attitude; lam delighted to announce that we will be extending our hours to make shopping more convenient.
You-Attitude:  You will be able to shop evenings with the extended hours-
We-Attitude:  we are sure you must be frustrated by the length of time it has taken to ship your order for Polish gargoyles.
You-Attitude:  The Polish gargoyles you ordered will reach you within a week.

Some more example to go following to better express consideration.
Insensitive:      You   failed   to   enclose   your-   check   in   the  
 

      envelope.
Considerate:      The   check   was   not   enclosed-    [passive voice] 
Considerate:      The   envelope   we   received   did   not   have   a
   Check in    it-   [depersonalized]
Insensitive:        You   are   completely   off   base   in   your   pro​posal.
Considerate:    We   have   differing   interpretations   of   the utility   of   the   proposal,   [sender-oriented with accep​tance    of responsibility]
Show Audience Benefits or Interest in the Receiver

Whenever possible and true, show how your receivers will benefit from what​ever the message asks or announces? Benefits must meet recipients' needs, ad​dress their concerns, or offer them rewards. Most important, they must be per​ceived as benefits by the receivers. This means that you must identify the legitimate benefits of your position, policy, or product and then put yourself in the place of the receivers to assess their perspectives.
Receivers will be more likely to react favorably and do what you suggest if you show that benefits are worth the effort and cost you ask of them, {in situa​tions where actual direct benefit is impossible or irrelevant to the subject matter, the message should at least show interest in and concern for the recipient's needs or viewpoints.
Merely inserting the word "you" does not ensure you-attitude, as shown in this sentence: “You will be glad to know that we now have a walk-up window open 7-9 A.M. and 3 to 8 p.m. every weekday." Some readers wonder, "So what?" The following revised sentence includes reader benefit:
 "You can now take care of your banking needs at our new Walk-Up Window. It is open with a capable teller to serve you 7-9 a.m. and 3-8 p.m. Monday through Friday."

Reader-benefit appeals help collect payments on bills, soften the blow in a turndown, and sell products. Such appeals are desirable also in job applications, favor requests, and announcements to your customers, prospective buyers, stockholders, and employee^. Whether you are writing to one person or to large numbers, try to personalize the reader benefits instead of stating them in a gen​eral way. Benefits that are realistic, inherent, and tailored to individuals help communicators achieve goals in effective, ethical ways. 
Emphasize Positive, Pleasant Facts
A third way to show consideration for your receivers is to accent the positive. This means stressing what can be done instead of what cannot be done, and fo​cusing on words your recipient can consider favorably.
Negative—Unpleasant

Positive;—Pleasant

It is impossible to open an

account for you today.
As soon as your signature card reaches us,
we will gladly open an account.

    Among the positive words to which people react favorably are benefits, cordial, happy, help, generous, loyal, pleasure, thanks, thoughtful. Words with negative connotations that often arouse unfavorable reactions include blame, complaint, failed, fault, negligence, regret, reject, trouble, unfair, and many others. For ex​ample, in the following opening of a letter the negative words (underlined) focus on ideas you'd rather not have the reader think about.
 We regret that, since you closed your account, your name will be missing from our long list of satisfied customers. We sincerely hope that, despite the best efforts of our fine staff, there were no occasions on which you felt we failed to serve you properly.
       Naveed Yousafzai
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