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September 19, 1994

Dear Professor:

Business and Administrative Communication (BAC) can make your job teaching business commu-
nication just a little bit easier.

You'll find that this edition of BAC is still as flexible, specific, interesting, comprehensive, and
up-to-date as its two predecessors, and the features instructors and students found most useful have
been retained: the anecdotes and examples, the easy-to-follow lists, the integrated coverage of
ethics and international business communication, the analyses of sample problems, the wealth of
in-class exercises and out-of-class assignments. However, considerable improvement has been
made, making this edition of BAC the most effective teaching tool yet.

Market-Driven Changes

As the list of changes shows, this third edition of BAC reflects the input of numerous instructors
and reviewers, many of whom were using other texts. It also incorporates countless comments and
suggestions from students. In response to this feedback, the third edition features a much stronger
emphasis on business. The book has been reorganized, chapters have been combined, the
end-of-chapter exercises improved, and a unique cross-referencing system included. Each chapter
now opens with an interview I conducted with a business professional to provide students with
practical insights into the nature and importance of communication in various types of businesses.

Major Changes in the Third Edition

Four major changes make the text even more useful.

B Company letterheads are used even more effectively to emphasize the workplace setting of
the correspondence.

®  Photos have been selected to show diversity in the workplace.

B A cross-referencing system uses the symbol of a linked chain to refer students to the page
where key guidelines, topics, or concepts were discussed in detail. These in-text cross
references include concepts such as you-attitude, reader benefits, and hidden negatives.

B A quick—check laminated card gives punctuation rules and page numbers for the checklists,
patterns of organization, and guidelines students will use most frequently to complete their
assignments,
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Features Retained

BAC retains the features that made earlier editions so popular:

BAC is flexible. Choose the chapters that best fit your course and your students. Choose
from a variety of in-class exercises, messages to revise, raw data for reports, problems with
hints, and cases presented as they'd arise in the workplace. Many problems offer several
options: small group discussions, individual writing, group writing, or oral presentations.

BAC is specific. BAC provides specific strategies, specific guidelines, specific examples.
BAC takes the mystery out of creating effective messages.

BAC is interesting. Anecdotes from a variety of fields show students principles of business
communication at work. The lively side columns from The Wall Street Journal and a host of
other sources keep students turning pages and provide insights into the workplace that
business students need and demand.

BAC is comprehensive. BAC includes international communication, ethics, collaborative
writing, organizational cultures, graphs, and technology as well as traditional concerns such as
style and organization. Assignments allow students to deal with international audiences or to
cope with ethical dilemmas in informative, negative, and persuasive messages.

BAC is up-to-date. The third edition of BAC incorporates the latest research and practice so
that you and your students stay on the cutting edge.

Sidebars

The side columns offer anecdotes and examples that show the principles in the text at work in a
variety of business and administrative situations. (The notes for the sidebars are collected at the
end of the book, as are the notes for the chapters.) The logos identify the kind of example:

International. These examples show how to apply or modify the
principles to communicate with international audiences.

Ethical and Legal. These examples alert students to ethical decisions
and legal implications of business and administrative communication.

Technology. New in this edition, these examples show how
technology can help create better messages and how technological
changes affect the way people produce, transmit, and interpret business
messages.

S NE i)
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Tips. Students can use these suggestions to create effective messages.
Applications in Business, Government, and Industry. These examples
show the principles in the text at work.
Just for Fun! Students can skip them if they're in a hurry, or read them
just for enjoyment.

Supplements

Developing a stimulating, integrated, and user-friendly supplement package to improve student
understanding and learning has been a major concern as I've revised and updated BAC. The
comprehensive teaching package accompanying BAC is available in an Instructor's Resource Box
with separate file folders for each chapter so that you can add your own notes and handouts. The
Instructor's Resource contains

B Answers to all exercises, an overview and difficulty rating for each problem, and,
for 40 of the problems in the book, a detailed analysis, discussion and quiz
questions, and a good solution. Even if you rarely use an Instructor's Manual, you may
want to check for answers to unusual exercises, such as which reader benefit drew the
biggest response in a series of ads.

®  One hundred transparencies with early and revised drafts for several problems in the
book, examples to critique, and summaries of key points to use in lectures and
discussions.

B An additional one hundred transparency masters with ready-to-duplicate examples
and lecture points to enrich your classes.

B Additional exercises and cases for diagnostic tests on grammar and style, letters,
memos, and reports.

® Lesson plans and class activities for each chapter. You'll find discussion guides for
transparencies, activities to reinforce chapter materials and prepare students for
assignments, and handouts for group work, peer editing, and other activities.
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®  Sample syllabi for courses with different emphases and approaches.

®  The test bank with over 1500 test items with answers and a difficulty rating for each.
The test bank is available in print and on computer disks so that you can generate your
own tests and quizzes.

B Effective writing software—new for this edition. Your students get seven lessons on
building better grammar skills. Lessons cover mood and voice, tense, case, agreement
and reference, modifiers, connectives, and punctuation. The software is available
bundled with BAC.

You can get more information about teaching business communication from the meetings and
publications of The Association for Business Communication (ABC). To learn about ABC
meetings, publications, and membership, write

Professor Robert J. Myers

Association for Business Communication
Baruch College--CUNY

Department of Speech

17 Lexington Avenue

New York, NY 10010

This third edition incorporates the feedback I've received from instructors who used the first
edition. I'd very much like to hear from you. Write to me in care of the publisher:

Professor Kitty O. Locker
c¢/o Richard D. Irwin, Inc.
1333 Burr Ridge Parkway
Burr Ridge, IL 60521

Tell me what works for your students. Suggest examples, anecdotes, or assignments for the next
edition. Send copies of especially good student work. Tell me about your own success stories
teaching Business and Administrative Communication. 1 look forward to hearing from you!
Cordially,

tt: O. SKockrs

Kitty O. Locker
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