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Few assets are more valuable to career success than the ability to communicate effec-
tively. Technical skills alone aren’t enough for job success: The ability to commu-
nicate clearly and persuasively and to understand others and work with them
smoothly often makes the difference between success and failure, for both individ-
uals and their organizations.

This edition of Communicating at Work is aimed at helping all career-minded
readers. Novices to the business world will be introduced to skills they will need for
on-the-job success. Readers who have ample job experience but recognize that there
is always potential for communicating more effectively will also find useful tips and
tools.

Continuing Features

The eighth edition of Communicating at Work continues the features that have made
it the most widely used text in its market:

e A practical, real-world focus, with every page containing useful advice and
examples about how to communicate effectively.

e A focus on communication technology offers tips on when and how to use
tools like e-mail, instant messaging, videoconferencing, presentation software,
and other technologies.

e Strong coverage of workplace diversity helps readers communicate with oth-
ers from different backgrounds and choose approaches that work for everyone
involved.

® An emphasis on ethical communication discusses how communicators can
achieve their goals in a way that doesn’t compromise moral integrity.

New to This Edition
New Chapter: Types of Business and Professional Presentations

Most business and professional presentations differ significantly from the forms
taught in college public speaking classes. This chapter provides detailed guidelines
for planning and delivering the most important and common types of presenta-
tions, including reports, briefings, orientations, proposals, and training. In addition,
the chapter offers guidelines for speaking on special occasions, including introduc-
ing another speaker, presenting and accepting awards, giving toasts, and welcom-
ing guests.

Streamlined Material

The body of useful information continues to grow, but academic semesters haven'’t
gotten any longer. To keep teaching and learning manageable, the text has been
edited throughout to present ideas more concisely, without sacrificing content. For
example, Chapter 4 has been reorganized to emphasize listening skills in a briefer,
clearer manner. Guidelines for building credibility are presented earlier (in Chap-
ter 10) and more concisely, so speakers can apply them throughout the process of
planning a presentation. All methods for organizing a presentation are now pre-
sented together in Chapter 11 instead of being split between two chapters.
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New and Updated Material

Every chapter contains new material to help readers communicate more effectively
on the job. Topics include the costs of poor communication in the workplace, how
to avoid the pitfalls of using e-mail, how to deal with unpleasant coworkers, tips
for giving feedback constructively, and guidelines for telephone meetings and
videoconferences.

New Career Tip sidebars These boxes offer practical advice on a diverse array
of topics including cubicle etiquette, getting your message across in less than a
minute, when to use logical arguments and when emotional appeals will work
best, using a microphone effectively, and how to request a raise.

New On the Web sidebars These provide quick links to websites that sup-
port and expand ideas from the text. New topics include: personal networking
resources, finding jobs and internships abroad, jargon-detecting software, deal-
ing with sexual harassment, negotiating ethically, virtual meetings, and
resources for conducting training.

New Quick Guide This laminated guide, bundled with every new book, offers
a handy step-by-step guide for planning the most common types of business and
professional communication: meetings, interviews, presentations, and problem-
solving negotiations.

Design and Pedagogy

New design and illustration program presents material in an eye-catching way.
This edition includes dozens of photographs and cartoons that capture the chal-
lenges of communicating at work in a compelling, often humorous manner. For
example, new cartoons poke fun at topics including poor downward communi-
cation, how technology fosters the spread of rumors, differing organizational cul-
tures, the folly of needless win—lose competition, poor answers to interview
questions, and the limitations of PowerPoint software.

Improved pedagogy for better learning Learning Objectives (cognitive and
behavioral) now open each chapter, showing readers exactly what they need to
learn to master the material in each chapter.

Resources for Students and Instructors

Communicating at Work Website, the Online Learning Center at www.mhhe.
com/adler8 offers up-to-date links to the constantly growing number of sites
with useful information and advice for business communicators. Since some
links listed in the “On the Web” sidebars in the text may change, this site will
help readers locate the resources they are seeking. The website provides instruc-
tors with PowerPoint slides and downloadable supplements and provides stu-
dents with learning tools to help them master course concepts. Icons in the text
direct students to relevant resources on this website, which include self-quizzes,
Internet exercises, business document templates, and glossary flash cards.

PowerWeb is a component of the Online Learning Center that brings infor-
mation on the Internet to a course. It features current articles, curriculum-
based material, and research tools. This content, which is password protected,
is offered free with new copies of the text.

vii
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Student CD-ROM The CD that accompanies the text contains learning
tools to help students comprehend and review course concepts. These tools
are fully integrated with the text through the use of CD icons in the text mar-
gins that notify students which CD tool to use. The CD contains self-quizzes,
videos, business document templates, outline tutor, PowerPoint tutor, and
glossary flash cards.

An Instructor’s CD-ROM (compatible with Macintosh and IBM computers)
offers the following resources:

® An updated Instructor’s Manual, Resource Integrator and Test Bank by
Carolyn Clark provides a wealth of teaching strategies, classroom activities,
resources for professors and students, and examination questions. The Chap-
ter Integrator section breaks each chapter down by course objectives and
identifies instructional resources relevant to each objective.

° PowerPoint slides of key information from the book allow instructors to
present lecture material in computer-generated format.

e Computerized testing software makes it easy to create examinations from
the bank of existing questions, as well as allowing instructors to add new
ones of their own.

Communication Concepts video provides scenarios of common types of busi-
ness and professional interaction for analysis. The video is available in VHS

format and on the student CD-ROM.

PageOut: The Course Website Development Center All online content for
this text is supported by WebCT, eCollege.com, Blackboard, and other course
management systems. PageOut was designed for novice instructors who are just
beginning to explore Web options. Even the novice computer user can create
a course website with a template provided by McGraw-Hill. To learn more about
PageOut, ask your McGraw-Hill representative for details, or fill out the form
at www.mhhe.com/pageout.
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New Chapter on Business
- RO —— Presentations
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o e ] Chapter 14, Types of Presentations,
e oo o ol o g ik ; :

promtme el prplo gl B o provides the tools for planning

support or a raise in pay. (Sce the Career Tip on page 445 for advice on

staffing . . .
g ey _ and delivering the most important

Whatever the topic and audience, the most straightforward approach for a
proposal is the problem-solution approach described in Chapeer 11. While the par-

celas il vy achsecion o this v o appeoach i kel 10 inclule - types Of on—the—job presentations

mation listed here:

i e prblom including reports, briefings,
; g::mnlt nature of problem A;ltd:m the audience will undeestand. . A i .
. Highlight cthival Ao o she dnsstion (apsic tation  wiong). orientations, training, and

d Provide causal analysis of the situation (how did this develop?)
1 Provide a solution (with supporting evidence) proposals.

a. Describe the positive consequences of your propasal.

b Show how your proposal will avoid bad consequences.

<. Highlight the ethical reasons for your approach. Show why it's the right
thing to do.

d.  Address the feasibility of your proposal. Shuv chat it can be done: cost,
time, motivation, etc. Include an | timeline to gthen the

proposal.

Here, in outline form, is how the problem—solution plan would look in the body
of a presentation proposing an employee wellness program:

1 Health-related problems are hurting our company [Problem]
A. Health costs are increasing
1. Insurance premiums are increasing
2. Out-of-packet expenses for employees are growing
B. Productivity is declining due to employee health problems
1. Absenteeism is growing
2. Workers who stay on the job arc less productive
3. Some employees are leaving us due to health problerms

. A wellness program could reduce the imgact of these problems [Solusion]
A. Elements of a program

1. Nurition education

2. Exercise education

3. Substance-abuse counseling

Benefits

1. Healthier employees
2. More-productive employees
3. Lower health costs (insurance and out of packet)

B.

New Photos and lllustrations

©0060800000000000000000000000050080se0s0srsoasnscO0sRaRTES

Dozens of photographs and
cartoons capture the challenges of
communicating at work in a
compelling, often humorous
manner.




A Practical, Real-World Focus

Cubicle Etlquette

Aa it sueme chat s Dnlbves b shuous e el ks acne w4 oo
potss i the oshet enad and &

Career Tips

+ ............. seesercsnsasassassne PRI sessessscsnnscnnns

Career Tips give practical advice
on how to be more successful in
work-related situations. New
topics include cubicle etiquette,
when to use logical arguments,
and how to request a raise.

Presentations

...................................... enensecscsseceesonscsessssecssnes

Coverage includes basic steps for
organizing business presentations
and preparing PowerPoint
presentations.

Expanded Coverage

of Buslness Writing

| S———————— 4 i demaemmanes sy YTy R RS ERS ST RN

Includes tips on choosing the best
format for résumés and job
applications, via both traditional
channels and the Internet.
Business document templates on
the student CD-ROM provide
additional tips and templates so
students can create cover letters,
résumés, agendas, and memos.




Technology

Technology In the Workplace

fsoccsccesscscncccans ecescssscscscssscscscsns ©e0cec0ccscscntsassesosssessseccscasesessssesanas

Technology is constantly
changing the business
environment. This text covers the
latest developments and offers
guidelines and advice for using the
new technologies.

Approaches 10 Working in Groups
and Teams

Centralized Leadership

................................................................. ®ee0ce000000000000000s000resrscnses

Tips for using presentation
software.

ArTesmance
20002004

Technology for Virtual Meetings

S0 000000000000000000000000000000000000000s000consassscsssacnnans

On the Web boxes provide links
to websites that support the text
material. New topics include
personal networking resources,
finding jobs and internships
abroad, and dealing with sexual
harassment.
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challenge

Imagine that the following incident happened to you,
or t a female colleague who seeks your advice. Decide
which of the seven alrermatives listed an pages §9-90
is the most eftective and appropriate response

Susan Carter is one of the few female pariners in
a New York consulting firm. During an out-of-town
planning meeting in her hotel room, the client makes
a clumsy pass, knocking her over. He later upologizes,
but Susan is unable ro simply forget the incident

The next day, Susan’s boss, Justin Peale, calls
ask how her meeting went. She knows from the oftee

Responding to Sexual
Harassment

Ethical Considerations

with reluctance, feeling that the clients would feel doscocsosscsncssoscsscnsssoscosscssasssnsosscscnsscsssssnscssscssssscssess

more comtorrable working with a male account repre-
sentative. Susan knows that telling her boss abour the
incident could prejudice him against giving her future
assignments. On the other hand, she knows that keep-
ing quiet compromises her dignity and thar not
reporting the incident may result in the client’s irm
being exposed to future lawsuits. What should she do?

amane detaled account of this incudent and commentary by several
cunes. see ] Margetza, “Will She Fut In** Harvand Business

Throughout the text, and in
“Ethical Challenge” boxes, students
are invited to consider ways of
incorporating ethical

grapevine that Justin only put her on this key account Review, ManhAmil 1997, pp. 18-32

considerations in day-to-day work
contexts. New topics include ethics
involving honesty and facilitating
ethical dilemma decisions.

Communication Often Presents Ethical Challenges One writer observed,
“The trouble with business ethics is that many people think the phrase is an oxy-
moron. They hear it, gigele, and say things like, *You mean like military intelli-
gence, eh?™™ Despite this cynical attitude, there is a growing recognition that
behaving ethically is an essential part of being an effective, promotable employee
Scandalous business practices led to the downfall of major corporations like Enron
and WorldCom, and have cost others millions of dollars. As a result of these ethi-
cal lapses, sensitivity to communicating in a principled way has grown, and several
hundred corporations and organizations now include an ethics officer in their orga-
nizattonal chart who reports directly to the chairman.”’

Doing the ethical thing isn't always casy. On a personal level, you are likely to
face conflicts between what you believe is right and what is practical. For instance,

you might have 1o deal with a customer or colleague whose business or approval
you need, but who is behaving badly—perhaps making sexist or racist remarks. After
a trip together, co-workers timn in inflated expenses and expect you to do the same.
Your team is under pressure to finish a project, but you recognize potential safety
issues being shorrcut. Besides personal challenges, sooner or later you are likely ro
experience situations like these where others in your organization behave in ethi-
cally questionable ways. Do you speak up when a colleague makes promises to clients
that you know the company can't keep! Should you challenge your boss when he
or she treats other employees unfairly or illegally? badly?

A blanket obligation to communicate ethically can be roo vague to be helpful
in specific situations. Some ethicists suggest these questions to help you decide how
to behave in a principled manner:*

Immanuel Kant's Categorical Imperative: Could our society continue to function
if everyone deted in this fashion?

The Utlitarian Rule: Does this action do the most good for the most people over
the greatest period of time?

The Golden Rule Standard: s this the way in which | would want to be treated
by others?

1]

Business and Professional Ethics

Ethies Updates (h /ethics.sandi dufindex.html) honoraria, supplementing income), “What's New in

offers multiple links to ethical theory and applied ethics
information. Click on “Case Studies" to choose from
over 90 case studies and the opportunity to join online
discussions for each

The Institure for Business and Professional Erthics
(www.depaul.edu/ethics) promotes ethical behavior
through teaching, training, and research. lts website
includes links to Business Ethics Magazine, The Online
Joumal of Ethics, a newsleter, and ethics articles.

The U.S. Office of Government Ethics' webstte

(www.usage.gov) includes specific ethies tapics (gifts,

Ethics?, workshops, and training materials.

The Center for the Study of Ethics in the Profes-
sions, CSEP (www.iit.edu/departments/csep), pre-
sents a newsletter, Ethics Across the Curriculum, In-
tercollegiate Ethics Bowl, and Online Ethics Codes
(over 800 codes indexed by over 24 ficlds of study).

The University of British Columbia’s Center for
Applied Ethics (www.ethics.ube.caflinks/index.htm)
offers another variety of ethics resources.




Diversity

FIGURE 2-1
U.S. Multiethnic
Workforce

Persons Entering Workforce, 2000-2010

Aslan/other women
4.2%

Evom Houwm ;. Asian/other men \

Fullerton, Jr., and Mitra 37%

Toossi, “Labor Force :

Projections to 2010: Hispanic .

Steady Growth and
Changing Composi-
tion.” Monthly Labor

White

-~ men
e 30.7%
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Focus on Dlverslty

Working with people from
different backgrounds is more
important and more common
than ever. Communicating at Work
encourages cultural understanding
by exploring issues of diversity
throughout.

Learning about World Cultures

Brigham Young University's Kennedy Center has pro-
duced a series of —brief profiles of key
information for travelers visiung over 100 countries

‘ulturegrams™

ind regions, from Afghanistan to Zimbabwe. Each
pamphlet begins with a simple map and background
on eography. history, climate. and other basic infor

mation. Communication-related information profiles
personal appearance, gestures. greetings, visiting, cat-
ing, and other uscful ropics. For example, in Somalia,
men greet each other by firmly shaking hands three
times before purting that hand to their hearts. More
wformation about Culturegrams is available on the
World Wide Web ar http://www.culturegrams.com.

Finding information about a variety of cultures

within the United States and internationally can be a

challenge. For culture-specific information about

traveling and domng business in other countries you

can use websites of the U.S. State Department
(http://travel.state.gov/links.html), United Nations
(www.un.org), and National Geographic Society
(www.nationalgeographic.com). For informarion on
over 40 countries, see The Embassy Page (www.
embpage.org), International Business Consortium
(http://cobe.boisestate.edw/ib), Virtual Tourist (www.
vtourist.com/webmap), Global Business Basics (www.
getcustoms.com/articles), Planer
(www.executiveplanet.com).

and Exccutive

For an interesting account of 10 faux pas in ineer
cultural communication, go to www.marybosrock.
com/fauxpas.htm. For excellent books on intercultural
business and living in general and in specific countries
Press  (www.interculturalpres.
“Hot Links" for even more informa

visit Intercultural

com). Click on

tve intercultural sires
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Boxes highlight important chapter

concepts.

1. You know that an employee has heen leaving
wark early for the past several months. You hope
he will volunteer this information, without your
having to confront him. During a performance
appraisal, how can you raise the issue wih this
employee!

2. You are conducting a serics of half-hour interviews
with consumers, exploring their attitudes toward a
vaniety of social issues, as part of a market research

New Quick Guide to
Communicating at Work
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Handling Difficult Questions Challenge

This handy reference tool,
bundled with every new book,
offers a step-by-step guide for
planning the most common types
of business and professional
presentations: meetings,
interviews, and problem-solving
negotiations.

How Much Time Does It Take
to Plan a Presentation?

Mark Twain once sad, *It usually takes more than

Experts agree dhut the way vou spend preparation
e s more smportant than the sctoal numbee of hours
vou spend. Most suggest that analyzing your andience s
essential. Even for [-hour speeches he hay delivered
many times hefore, Pike spends ar least 2 w3 houns re

and planning takes time.

every nexperienced speaker undercti-
mates the amount o time necessary tw create an effec
tve presentation. Most experss use the hour-per-minute
rule of thumb: Expect to spend sbout 1 hour of prepa
fation time for every minute you will be speaking
Some professionals suggest s more modest 10-t0-1
o between preparation and speaking time. “If I'm
building # new presentation from seratch, yourre prok.
ably talking about at least 10 hours of rescarch and
develapment for ane hout of delivery time,” says cor-
porate trainer Bob Pike

searchiny the specific audience hie will he aldresing
He often asks kev clients to fill ut questionsuaires that
wentify their specihe interests, level of kinowledge, any
topics, or even specific wonds he should avoid
Speakes are like achleres: Time spent planning
and practicing s an investment that prodces win

g cesults,
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project for your employer. In the first few minutes
of one session, the interviewee makes several
racist comments, How do you respond’

You are interviewing for a job you really want. The
employer asks about your experience with a partic

ular type of database software. You don't know
much about this type of program, but you are con.

fident that you can teach yourself before the job
beyins. How o you reply t the interviewer?

Resources for Demographic Analysis

Resources for demographic analysis are plentiful. The
Pew Research Center (wwwipeople-press.org) con.
ducts independent research on ateinudes toward public
policies and news. You'll find the interactve typology
(httpi//peaple-press.org/fit/) urcful to view character-
intics of various types of voters/audiences and you can
participate in an interactive exercise to “rype” yourself

The NES (National Election Studies) Guide to
Public Opinion and Elecroral Behavior hosts out-

standing graphs and charts on characteristics of the
electorate at www.umich.edu/~new/nesguide/nesguide.
hem. Gallup Polls on « variety of topics are at wws.
gallup.com and the latest U.S. Census Bureau figures
arc at www.census.gov. Additional information from
the National Survey of Family Growth from th Na-
tional Center for Health Staristics 1s at www.cde.
gov/nchs/nsfg.hem.




