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PREFACE 1

The texts in this initial series of books were selected to directly correspond to each of the required

courses in China’ s MBA programs. The books were selected for reprinting by faculty members
at the Ivey Business School, The University of Western Ontario, Canada.

The Richard Ivey School of Business is a professional School within The University of Western
Ontario (UWO), one of Canada’ s oldest universities. Although Ivey is based in London, On-

tario, it also has campuses in Mississauga (Toronto), Ontario and most recently, in Hong Kong.

Historically the School has been a leader in management development. A partial list of achieve-

ments follows.

In 1922, the first undergraduate business department in Canada was established.

In 1932, the school began to publish its own journal. Known as Ivey Business Quarterly ,
it reaches out to both academic and management audiences and enjoys a circulation of
10 000 in 25 countries.

In 1948, Canada’ s first executive development program and first MBA program were es-

tablished.
In 1961, Canada’ s first Ph. D. program in business was introduced.

In 1974, official designation was received by the Federal Government as Canada’ s first
Centre for International Business Studies (CIBS).

In 1975, Ivey opened its own case and publications office. This office now holds an in-
ventory of 2 000 cases. In 1998, Ivey cases were being distributed to over 100 teaching
institutions and 100 corporations in over 20 countries. Ivey is the second largest producer
of management case studies in the world (and the largest producer of Asian cases), with
over 1 000 000 copies studied each year by people outside the university.

In 1978, commencement of its first international student exchange program took place.

Over twenty such exchange programs are now in place.

In 1984, the School took a leading role in establishing the National Centre for Manage-
ment Research and Development in London with support from the Canadian Federal Gov-

ernment.

1984 also marked the beginning of a continuing linkage with Tsinghua University, one




Vi

which has involved visiting scholars, materials development and publication, and various

training initiatives.

In 1992, Ivey was selected to be the editorial home for the 1993-1997 period for the

Journal of International Business Studies, the leading international business journal.

In 1993, Canadian Business magazine’ s survey rated Ivey as the top MBA School in
Canada, according to all groups: CEOs, human resources executives, and placement con-
sultants. This ranking has been re — confirmed every year. In 1994, Asia, Inc. rated
Ivey among the World’ s Top 25 Business Schools for Asians.

In 1997, the Journal of International Management named Ivey the world’ s leading
contributor in the previous decade to the international strategic management literature, a-
head of Harvard & Kellogg. Business Week magazine ranked Ivey as one of the top inter-
national business schools in the world, alongside INSEAD and LBS; and US News and
World Report selected Ivey as one of the top 15 business school in the world for executive

development programs.

As of 1998, the School had 65 full — time faculty who annually taught 600 regular and executive

MBA, 300 undergraduate, and 40 Ph. D. students, plus executives in a wide range of non — de-

gree programs.

The faculty members who selected each book for reprinting all have Ph. D. s from major busi-
ness schools such as Harvard, Wharton, Michigan, M. I. T., and Ivey. Each professor care-

fully reviewed the various books available to ensure the best possible choices of material for the

China market. We are confident you will be pleased with their selection.

Richard Ivey School of Business
The University of Western Ontario
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FACE

'—Ele communication revolution, intercultural communication, ethics, collab-
orative communication, crisis communication, case-based instruction—these
are some of the themes of increasing importance in business communication
classes of the mid-1990s. The sixth edition of Communication for Managers
offers several new chapters in these areas. At the same time, this edition main-
tains its commitment to managerial writing, speaking, and listening, with
revised and updated examples and pedagogy.

The authors of this edition began their revision work by listening to the
calls of instructors, students, practicing managers, and the American Assem-
bly of Collegiate Schools of Business (AACSB) for applied communication stud-
ies as a significant part of business education at both the undergraduate and
MBA levels. The thrust of these recommendations is for instruction that con-
centrates on the how of business communication: how ideas are generated and
organized for writing and speaking, how new communication technologies are
used to best advantage, and how communication styles adapt to audience and
purpose in domestic and international settings. This edition responds to these
needs by presenting a step-by-step guide, with many before-and-after examples,
for achieving communication success.

New readings and cases provide opportunities to extend and apply com-
munication insights. Selected materials from recent issues of the Harvard Busi-
ness Review, Business Week, Supervisory Management, Personnel Journal,
Hispanic Business, and other sources present viewpoints to supplement text
perspectives. Cases focus on both traditional and emerging communication chal-
lenges in such areas as the health-care industry, mergers, multicultural work
environments, and computer security. For some cases, video and film presen-
tations are available.

The authors are especially grateful for the contributions of noted colleagues
to this edition. Carol Shuherk, Academic Director of the MBA Program at the
University of Southern California, wrote the “Cultural Diversity in Communi-
cation” features that appear frequently throughout the text. These penetrating
and interesting essays give the reader a factual, added dimension to the on-going
and important cultural changes in our society today. Tracy Dillon, Director of
Business Writing at Portland State University, provided commentaries in the
margins throughout the text. These not only give the reader quick summaries
of key concepts but also emphasize the important principles discussed in the
text. Dayle M. Smith, Associate Professor of Management at the University of
San Francisco, compiled the Resource Guide. Used by instructors, the Guide
will not only save countless hours of preparation time, but it will also provide
suggestions on innovative and different ways of using the text materials in class,
Ken Mitchell, Southeastern Louisiana State University, has reviewed and added
to the end-of-chapter questions in a meaningful way. ,

Leaders from Johnson & Johnson, TRW, United Way, Methodist Hospital
of Southern California and other major public and private organizations, appear
at the beginning of each Part of the text. These individuals comment on their

IX




PREFACE

own communication experiences as well as the vital role communication plays
in the manager’s daily activities.

In a textbook in which so much is new, one essential design feature remains
constant: the “three-books-in-one” concept that has seen Communication for
Managers successfully into its sixth edition. In one volume, instructors and stu-
dents have a textbook, casebook, and collection of readings.

In short, the sixth edition of Communication for Managers attempts to
answer the call for a complete, progressive business communication textbook
for the 1990s and beyond. In revising virtually every page for this edition, the
authors and editors have been guided by one principle: prepare students for
the future, not the past.

SUPPLEMENTS

The sixth edition is accompanied by a strong ancillary package:

* A Resource Guide with chapter summaries, quizzes, sample syllabi, a
video/film directory, and sections on word-processing, desktop pub-
lishing, and computer graphics.

* A revised Test Bank.

* Computer ancillaries, including a classroom management system and
diagnostic tools. - ' ;

* Lecture transparencies, with examples of business documents as well

as graphic aids.

We are especially indebted to knowledgable and well-recognized individuals
in the field of management and business communications who have carefully
reviewed the text and manuscript. Their suggestions and recommendations
played a key role in the book’s revision and added significantly to the value,
content, and direction of this edition. Among those we wish to thank for their
efforts are:

Jo Allen Robert D. Gieselman
East Carolina University University of Illinois Urbana-
John D. Beard Champaign
Wayne State University Ridley J. Gros
Bernadine P. Branchaw Nicholls State University
Western Michigan University Michael M. Harris
Lillian H. Chaney University of Missouri St. Louis
Memphis State University Janet E. Hildebrand
William B. Chapel Texas Christian University
Michigan Technological University Thomas S. Hilton
Daniel S. Cochran Utah State University
Mississippi State University Geraldine E. Hynes
Marian C. Crawford University of Missouri St. Louis
University of Arkansas Little Rock - Phillip V. Lewis
Karon L. Cunningham Abilene Christian University
Southwest Missouri State Gail Lukasik

University 1111 Pine Tree, Libertyville, IL
Nancy A. Dittman ‘ 60048

Bloomsburg University.
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Donna W. Luse William C. Sharbrough

Northeast Louisiana University The Citadel

James S. O’Rourke IV Warren C. Weber

University of Notre Dame California State Polytechnic

Diana C. Reep University Pomona

‘The University of Akron Marian K. Woodall

Donald P. Rogers Professional Business

Rollins College Communications Lake Oswego,
OR

In addition to the above, we are grateful to the following for helpful ideas

and suggestions: Professors Jim Bennett of California State University at North-

ridge and Lois Bachman, Community College of Philadelphia; Dr. Edward Hes-

terlee, Mallinckrodt Corp.; Dr. Robert Hunter of Merck Human Health Division;

Don Robinson, Executive District Manager of Merck Human Health Division;
Davre Davidson, Chairman Emeritus, ARA Services.

Norm Sigband wants to express special thanks to Dean John A. Biles, Asso-
ciate Deans Phillip R. Oppenheimer and Cynthia White, Faculty Affairs Direc-
tor Patricia R. Brown, Management Development Director Philip J. Rapa, and
Word Processing Specialists Jane Radaza and Elvie De Belen, all of the Uni-
versity of Southern California for their support in the revision, review and
rewriting effort required.

Sincere appreciation is also extended to Elizabeth H. Wood, Head, Refer-
ence Section, Norris Medical Library, University of Southern California, for her
major contributions to the Research Supplement in this book. Art Bell expresses
deep-felt thanks to Dean Gary Williams, Associate Deans Eugene Muscat and
Mary Smith, MBA Director Diane Dimeff, and professors Karl Bodecker, Kath-
leen Kane, and Dayle Smith of the McLaren School of Business, University of
San Francisco, for their encouragement, conversations, and support.

The dedicated work and commitment at South-Western Publishing were,
of course, vital in bringing this book to print. Among the many key people who
were and are involved are Vice-President Jim Sitlington, a trusted mentor
through many revisions of the book, Acquisitions Editor Jeanne R. Busemeyer,
and Developmental Editor Cinci Stowell, who spent countless hours polishing
and revising the author’s effort, and Production Editor Sue Ellen Brown, who
guided the book into print.

'Once again, we want to acknowledge our families, from whom so much
time was taken, for their support, encouragement and good humor.

For Norm Sigband, special thanks and love go to his wife, Joan, as well as
his daughters, Robin Gotz, Shelley Wilkerson and Betsy Seamans; to his son-
in-law, Glenn Gotz, and to two of the world’s outstanding grandchildren, Tami
and Laura.

And for Art Bell, deep-felt thanks go to his wife, Dayle, and children, Art
and Lauren, for their love, support, and patience.

NORMAN B. SIGBAND
ARTHUR H. BELL
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