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Preface

Students don’t have to be convinced of the need for high-level communica-
tion skills. By the time they enter business communication classes, they
know enough about business to appreciate the critical role communication
plays in the contemporary organization and the role it will play in helping
them get a job and be successful on the job. To sustain this inherent interest,
students need a textbook that is current, fast paced, and interesting—just
like business itself. Thus, the first objective of Contemporary Business Com-
munication (CBC) is to present comprehensive coverage of real-world con-
cepts in an interesting and lively manner.

At the same time, we know that many students have difficulty recog-
nizing how to shape communications to meet the needs of a business situa-
tion. They need to be guided through the process of analyzing the problem
and tailoring the message to their purpose. Thus, the second objective of
CBC is to help students develop the analytical skills they will need on the
job.

The response to the first edition of Contemporary Business Communica-
tion has been gratifying, especially the helpful comments and suggestions
received from users around the country. Based on this feedback, changes in
the discipline, and changes in the business workplace, this edition of CBC
has been extensively revised to provide students with the skills they need
to communicate effectively in the complex and ever-changing contempo-
rary business environment.

FEATURES NEW TO THIS EDITION

Several features have been added to make this edition of CBC more effec-
tive for the student and more convenient for the instructor.

Instructor’s Annotated Edition

Complementing the “easy-to-learn” approach of the first edition is the
“easy-to-teach” approach of the second edition, made possible in large part
by the addition of an Instructor’'s Annotated Edition. The IAE provides spe-
cific teaching aids right at the point where you need them; for example:
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»  Miniature copies of the transparencies and transparency masters are shown
in the chapter margins of the IAE so that you can see immediately what
enrichment materials are available for each section of the text. The 100 color
transparencies and the 50 transparency masters included in the Instructor’s
Resource Manual are all new and all contain original material, such as sum-
maries of key concepts, additional bad/good paired examples, and addi-
tional model documents.

= Marginal notes refer you to appropriate sections in the teaching support
package for suggested solutions to text exercises, additional Microwriting
exercises, additional examples, and the like.

®  Teaching tips and interesting business examples offer resources to enrich
your lectures.

“Say it directly”

Today’s managers are busy and must make every minute count. They pre-
fer—indeed, many even demand—directness in messages from their subor-
dinates. Thus, for the first time, this text teaches a direct organizational
plan (major idea first) for all messages (including persuasive and bad-news
messages) that travel up the organization from subordinate to superior.
Messages from superiors to subordinates continue to follow the familiar
direct organizational plan for good news and routine messages and indi-
rect plan for persuasive and bad-news messages.

Reference Manual

New to this edition is a 63-page built-in Reference Manual that students
will use throughout the course and throughout their professional lives. The
Reference Manual contains the following sections:

®  Rules, examples, and exercises for correct grammar, punctuation, and number
usage;

®  Detailed formatting standards for all aspects of correspondence and reports;

® A spelling list of the 1,000 most commonly misspelled words in typical busi-
ness writing;

®  Appropriate methods for documenting sources (including footnotes, end-
notes, and author/year citations) in both APA and MLA styles

u A list of proofreading symbols and commonly used grading symbols (includ-
ing cross-references to related sections in the text).

Streamlined Content

Students learn to communicate by practicing communicating—not just by
reading about communicating. Thus, the second edition of CBC has been
streamlined in a number of ways to provide more efficient instruction.
Every chapter has been tightened to present the needed information in the
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most useful format. The report unit has been decreased from five to four
chapters by deleting the chapter on specialized reports (proposals, policies,
and procedures have been retained and are now covered in Chapter 10). In
addition, all formatting instructions for letters, memos, and reports have
been moved out of the text chapters and into the new Reference Manual,
where they are available for easy reference.

These changes, combined with the smaller, more convenient physical
size of the text, will help your students learn in a productive environment.

RETAINED FROM THE PREVIOUS EDITION

In addition to these features new to the second edition, many of the fea-
tures introduced in the first edition have been expanded to make them
even more effective.

Microwriting

Microwriting activities—detailed studies of typical communication tasks—
proved to be one of the most popular features of the first edition, and they
have been expanded in the present edition. Beginning with the first writing
chapter (Chapter 5), each chapter contains a three-part Microwriting activ-
ity, which includes the problem (a situation that requires a communication
task), the process (a series of questions with answers that provides step-by-
step guidance for accomplishing the communication task), and the product
(a fully formatted finished document). Microwriting activities require stu-
dents to focus their efforts on developing a strategy for the message before
beginning to compose the message, and they serve as a step-by-step model
for composing the end-of-chapter exercises.

The Microwriting activities in each chapter all contain the answers to
the process questions. New to each chapter in this edition is an end-
of-chapter Microwriting exercise that poses process questions and then re-
quires the student to provide answers, thus more actively engaging the stu-
dent in the problem-solving process. The Instructor’s Resource Manual
contains additional Microwriting exercises

Spotlight on Contemporary Issues

Chapter 2 of the present edition continues the first edition’s introduction of
three contemporary issues that are having an impact on business commu-
nication: the increasing international and intercultural nature of contempo-
rary business, technology in the workplace, and the growing importance of
the legal and ethical dimensions of business.

In addition, throughout the text, boxed features called Spotlights show
how these issues affect the specific topic covered in each chapter. These
Spotlights (entitled Spotlight Across Cultures, Spotlight on Technology, and
Spotlight on Law and Ethics) have been updated and expanded—from 17 in
the first edition to 24 in the present edition.



The Spotlights are specifically designed to reinforce criteria from the
American Assembly of Collegiate Schools of Business (AACSB) for teach-
ing the international, technological, and ethical dimensions of business. As
a matter of fact, the entire text has been designed to meet AACSB Accredi-
tation Standard C.1.2.c, which now states directly that “the business cur-
riculum should include written and oral communication as an important
characteristic” (Standards for Business and Accounting Accreditation, Ameri-
can Assembly of Collegiate Schools of Business, St. Louis, MO, 1991).

Urban Systems: An Ongoing Case Study

As in the first edition, every chapter in the present edition ends with a case
study involving Urban Systems (US), a small entrepreneurial company
whose primary product is Ultra Light, a new paper-thin light source that
promises to revolutionize the illumination industry. A company profile
(complete with a photograph of each major player) is contained in the Ap-
pendix to Chapter 1, and each chapter presents a communication problem
faced by one of these managers. As students systematically solve these 17
case studies, they face communication problems similar to those typically
found in the workplace.

The continuing nature of the case study provides these positive learn-
ing experiences:

®  Students are able to use richer contextual clues to solve communication
problems than are possible in the shorter end-of-chapter exercises.

B Students become intimately familiar with the managers and the company
and must select what is relevant from a mass of data, thereby learning to
deal with information overload.

®  Because the same situations frequently carry over into subsequent chapters,
students must face the consequences of their earlier decisions.

® Many cases require students to solve the same communication problem
from two different perspectives.

®  The cases provide excellent opportunities for practicing collaborative com-
munication.

New to this edition is the addition of a Critical Thinking section to each
case, which requires higher-order reasoning skills to analyze the situation
before beginning to communicate.

Continuing Examples and Exercises

Continuing examples are often used throughout the chapter (or even car-
ried forward to the next chapter) in both the text and in the end-of-chapter
exercises. For example, in Chapter 6, students first assume the role of buyer
and write a claim letter and later assume the role of seller and answer the
same claim letter by writing an adjustment letter.

These continuing examples and exercises show that communication
problems are not solved in a vacuum. They're more realistic because they
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give a sense of following a problem through to completion; they’re more
interesting because they provide a continuing thread to the chapter; and
they reinforce the concept of audience analysis because students must first
assume the role of sender and later the role of receiver for the same com-
munication task.

Full-Page Annotated Models

Even more full-page models of each major writing task appear in this edi-
tion (now more than 60 in all, including 17 models in the Reference Man-
ual). Each model is shown in complete, ready-to-send format so that stu-
dents become familiar with the appropriate format for each kind of writing
assignment. A variety of correct styles are illustrated and annotated, and
each model provides step-by-step composing notes in the side margin.
Unique to this text are the grammar and mechanics notes in the bottom
margin, which call attention to specific illustrations of the grammar and
mechanics rules presented in the Reference Manual.

Efficient Organizational Plan

The present edition follows the same logical organizational plan intro-
duced in the previous edition:

& Part [—Communicating in Business (Chapters 1-2) presents basic commu-
nication theory in a nontechnical manner and introduces three contempo-
rary issues that affect business communication.

®  Part lI—Developing Your Writing Skills (Chapters 3-5) introduces and illus-
trates basic writing principles, with one complete chapter devoted to the
writing process.

8 Part Ill—Basic Correspondence (Chapters 6-9) provides instruction and
many annotated, fully formatted models of routine, persuasive, bad-news,
and special messages. Audience analysis and legal/ethical implications are
discussed throughout.

®  Part IV—Report Writing (Chapters 10-13) includes separate chapters on
data collection and on data analysis. The implications of technology are cov-
ered at each stage of the reporting process, including computerized data
searches, computerized data analysis, and document design (desktop pub-
lishing).

®  Part V—Oral Communication (Chapters 14-15) takes students completely
through planning and giving a business presentation. Also covered are
business meetings (including parliamentary procedure), listening skills,
telephone communication (including voice mail), dictation, and business
etiquette.

®  Part VI—Employment Communication (Chapters 16-17) covers every part
of the job-search process, including the legal and ethical dimensions of the
job campaign.
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Other Student Aids

CBC contains the following additional features to help students master the
concepts presented:

®  The end-of-chapter exercises have been updated and substantially expand-
ed, with 50% more exercises than in the first edition. They deal with such
current real-world problems as environmental concerns, smokers’ versus
nonsmokers’ rights, NAFTA, Carpal Tunnel Syndrome, and AIDS in the
workplace.

»  Chapter-opening vignettes illustrate the communication tasks of actual
managers at real corporations. New to this edition is an end-of-chapter exer-
cise that relates specifically to the corporation introduced in the opening
vignette.

= Nineteen checklists provide brief, step-by-step outlines for completing spe-
cific types of communication tasks.

s Five self-instructional LABS (Language Arts Basics) in the Reference Manual
cover standard English usage in short, easy-to-manage installments. Each
LAB presents the most important rules for that topic, plenty of illustrations
of each rule, and exercises to test student mastery.

®  Each chapter is packed with practical, easy-to-understand illustrations of
each concept introduced.

®  Marginal notes summarize the important points in the chapter, and a list of
key terms at the end of each chapter defines all technical vocabulary intro-
duced in the chapter.

® The revision stage of the writing process receives full attention, beginning
with detailed instructions in Chapter 5 and reinforced in the report chapters
and in every Microwriting activity.

= Alively and crisp writing style speaks directly to the student.

COMPLETE PACKAGE OF SUPPORT MATERIALS

In addition to the Instructor’s Annotated Edition, the teaching and learning
package for Contemporary Business Communication, Second Edition, in-
cludes:

®  Instructor’s Resource Manual with 50 transparency masters

® 100 acetate transparencies

& Study Guide with The Job Seeker’s Handbook

®  Test Bank with approximately 1,200 questions

®  Computerized Test Bank

= Video case studies for Contemporary Business Communication

8 CBC Grammar Review Software
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Instructor’s Resource Manual

The Instructor’s Resource Manual presents useful guidelines and addi-
tional teaching materials, including chapter overviews, answers to review
and discussion questions, suggestions for and sample solutions to chapter
exercises, fully formatted solutions to all letter-writing exercises, solutions
to Urban Systems cases, sample reports, additional Microwriting samples,
and answers to all exercises in the Reference Manual. Over 50 transparency
masters include solutions to selected in-text exercises.

Acetate Transparencies

100 acetate transparencies include summaries of key concepts, good/bad
paired examples, text figures, and additional model documents.

Study Guide with The Job Seeker’s Handbook

This specially priced student resource reinforces the principles of success-
ful business communication, and provides valuable career-planning guid-
ance. To extend students” understanding of every chapter, The Study Guide
offers objective, short-answer, and revision exercises. Additional drills
strengthen grammar, mechanics, and spelling skills. The Study Guide con-
tains diverse samples of real-world correspondence.

The Job Seeker's Handbook included in the Study Guide provides to-the-
point coverage of important job-hunting techniques, useful tips on self-as-
sessment, and a wide variety of practical exercises. It includes special sec-
tions on developing a powerful résumé, writing persuasive cover letters,
successful interviewing, follow-up tactics, and results-oriented career
strategies.

Test Bank

The all-new Test Bank contains approximately 1,200 test questions for 17
chapters, including multiple-choice and true/false items, short-answer
questions, revision exercises, and writing cases.

Computerized Test Bank

This microcomputer program aids instructors in preparing examinations
consisting of any quantity and combination of questions. With the pro-
gram, the instructor selects questions from the Test Bank and produces a
test master—and alternate versions, if desired—for easy duplication.

Video Case Studies

Five video case studies reinforce business communication concepts, cover-
ing such topics as oral communication, new communication technologies,
business writing, and intercultural issues. The case studies introduce stu-



dents to the changing communication environment at companies such as
Au Bon Pain, Ronald McDonald Children’s Charities, and Chemical Bank.
For each video, discussion questions and suggested writing assignments
are provided.

CBC Grammar Review Software

The concise explanations, clear examples, and nearly 300 interactive ex-
ercises in this review program supplement the grammar and mechanics
coverage in the text. This software is available for IBM and Macintosh
computers.

American Heritage Dictionary

The American Heritage Dictionary is an invaluable resource for college and
career success. The best-selling third edition is the most complete, up-to-
date, and heavily illustrated dictionary available. Instructors may order the
hardcover, thumb-indexed American Heritage College Dictionary, Third Edi-
tion in a shrink-wrapped package with Contemporary Business Communica-
tion. Also available is a brief hardcover version, The American Heritage Con-
cise Dictionary, Third Edition, which also may be shrink-wrapped with
Contemporary Business Communication.
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