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Pretface

Because the previous editions were so well received, this Fifth Edition
of Business Communication: Theory and Application remains substantially
in its original mold. As you would expect, however, I made some content
changes. Some of these changes were dictated by movements in the field.
Some were mere matters of updating. And some were other changes that
I felt would improve the book.

Following the practice set in earlier revisions, I worked again to expand
the applications of communication theory to everyday business communica-
tion situations. I updated the book throughout, especially by bringing in
such topics as computers, word processing, and international communication.
Because the area of job applications is undergoing change, I revised this
part by including current approaches and style preferences.

As in earlier editions, I prepared new problems throughout—both for
letters and reports. They remain the realistic and challenging business cases
which I feel are best for applying and emphasizing the textbook principles.
Also, 1 added more examples—especially in the chapters on letters.

The basic plan of the book remains unchanged. It is first to summarize
communication theory and then to relate theory to applications in business.
This approach is defensible. In fact, research conducted by Maxine Hart
of Baylor University supports it.! Also, this approach answers much of the
criticism the business communication field has received over the years.

The coverage of communication theory is selective. It must be so for
reasons of space economy. I have chosen those topics which seem to me
most helpful to the student in developing an understanding of organizational
communication. As you will see, I have relied heavily on the contributions
of general semantics. Very clearly, this subject matter provides a base for
understanding the problems and principles of communicating in business.

Perhaps some will feel that I have oversimplified the theory material.

! Maxine Hart, “An Experimental Study in Teaching Business Communication Using
Two Different Approaches: Theory and Application vs. Writing Approach,” The Journal of
Business Communication 17, no. 1 (Fall 1979), pp. 13-25.
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Preface

Certainly it could have been covered in greater depth and with much greater
sophistication. My goal, however, was to overcome the communication barri-
ers which a discussion of “theory” typically raises in the student’s mind.
Such barriers can be overcome only by clear, simplified explanation. 1 am
confident that I have succeeded in this endeavor.

My coverage of the traditional business communication areas of corre-
spondence, report writing, and oral communication builds from the theory
presented. At the appropriate places, the theory is related to application.
Because the theory applies to almast every instruction given, the more obvious
relations are left to the student. To do otherwise would have a cluttering
eftect and would be highly repetitious. It was my hope to cover the application
areas with sufficient thoroughness to permit the option of building a course
primarily around this material and of using the theory parts as supplementary
reading.

As in all such works as this, I am indebted to many people for their
assistance. Foremost, I am indebted to those scholars who have contributed
over the years to the general knowledge in the fields from which I have
drawn my information. | must especially acknowledge the contributions of
my dear friend and former teacher and colleague, William P. Boyd, now
Professor Emeritus at The University of Texas at Austin. The effects of
his teachings are liberally scattered throughout this book. Those others from
whom [ have borrowed directly are acknowledged at specific spots of reference
in the book.

As this edition retains inputs made by others in past editions, the contri-
butors from the past continue to deserve recognition. Standing out among
these people are Jim Stull, San Jose State University; Berle Haggleblade,
California State University; James L. Godell, Northern Michigan University;
and John D. Pettit, North Texas State University. I would also like to thank
all those who contributed through suggestions made informally at conference
meetings. In addition, a very special acknowledgment goes to Douglas She-
pard, State University of New York, for his excellent assistance as editor-
proofreader. All credit for the improved accuracy of this edition goes to
him.

Finally, and most importantly, I acknowledge the contributions of my
dear wife. Her patience, love, and understanding through countless hours
of my work on writing projects deserve very special recognition.

RAYMOND V. LESIKAR
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T'he role of

communication 1n the
business organization

F YOU ARE like most of us, you spend more time communicating than

doing anything else. Probably you spend a large part of each day talking
and listening. And when you are not talking or listening you are likely to
be communicating in other ways—reading, writing, gesturing, drawing. Or
perhaps you are just taking in information by seeing, or feeling, or smelling.
All of these activities are forms of communication; and certainly you do
them throughout most of your conscious moments.

Something we do so much must be important. Probably it is the most
important of all our activities. It is easy to see that communication is the
activity which has enabled us to develop the civilized society we know today.
It is one activity which we human beings clearly do better than the other
forms of life on earth; and largely it explains our dominant role. It is the
activity which has enabled us to organize—to work in groups. And through
organization we have been able to overcome barriers to our existence which
individually we would not have been able to overcome. But there is no
need to discuss further how communication contributed to the development
of us human beings. Its role is obvious to us all. We need only to conclude
that communication is extremely vital to our success and well-being in civilized
society.

An essential to organized activity

Just as communication is vital to our existence in civilized society, it is
vital to the functioning of the organizations! which our society has produced.
In fact, we could go so far as to say that organizations exist through communi-
cation; without communication, there would be no organizations. As Herbert

! Throughout this work the term organization is used to refer to any goal-oriented group
of people, such as businesses, churches, labor unions, and government agencies. Because business
organizations are of primary concern to us, however, most of the illustrative material used
pertains to them. ‘
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Communication
Theory

Simon expressed it, “. . . without communication there can be no organiza-
tion, for there is no possibility then of the group influencing the behavior
of the individual.”2

If you need proof of the importance of communication to organized
activity, you need only apply your good logic to any real-life example. Take,
for example, a very simple organization. It is made up of just you and one
other person. Assume that this organization has an objective—one that is
unfamiliar to each of you. You may even assume that both of you know
what this objective is. Now, assume that both of you no longer can communi-
cate. You cannot read; you cannot speak; you cannot write; you cannot
gesture; you cannot draw. If the two of you make any progress at all, it is
likely to be by individual effort. Strain your imagination as you will, there
is simply no likelihood of coordinated effort resulting without communication.

Without question, communication is the ingredient which makes organi-
zation possible. It is the vehicle through which the basic management func-
tions are carried out. Managers direct through communication; they coordi-
nate through communication; and they staff, plan, and control through
communication. Hardly an action is taken in any organization without com-
munication leading to it.

The high frequency of communication

Just how much communicating a business organization needs depends on
a number of factors. The nature of the business certainly is one. Some
(such as insurance companies) have much greater need to communicate
than do others (such as janitorial services). The organization plan of the
company also affects the volume of communication, for much of the informa-
tion flow is provided by the structure. Also, the people who make up the
organization affect the volume of communication. As we shall point out
later, every human being is different. Each has different communication
needs and abilities. Thus, varying combinations of people will produce varying
needs for communication.

Although the communication needs vary by company, people in organiza-
tions communicate more than most of us suspect. According to one generally
accepted estimate, between 40 and 60 percent of the work time spent in a
typical manufacturing plant involves some phase of communication. Of
course, these percentages are only averages. Some employees spend much
more of their time communicating. In fact, the higher up the organization
structure the employee is, the more communicating he or she is likely to
do. Typically, top executives spend from 75 to 95 percent of their time
communicating. Unskilled laborers, on the other hand, need to communicate
little to do their work.

Without question, communication is important to the business organiza-
tion. Because it is important, it stands to reason that business wants its
communication to be well done. But all too rarely is business satisfied with
what it gets. Unfortunately, to use the often quoted words of an authority

? Herbert Simon, Administrative Behavior, 3d ed., Free Press, New York, 1976, p. 154.



in the field, “Of all the things business executives do, they are worst at
communicating.”

Communication illustrated: Dan’s half hour

The role of communication in organized activities is perhaps best explained
by illustration of a real sitdation. By design, our illustration is both detailed
and scant. It is detailed because it is made up of illustrations of the minute
and specific communication events which occur in business. It is scant because
at best it covers only a samiple of the almost infinite number of events.

For this review we could select any organization, as communication is
vital to every conceivable type. Our choice is the Typical Company, manufac-
turer of a line of quality whatsits. The Typical Company is moderately large,
with scores of departments and hundreds of workers doing a thousand and
one tasks. It employs crews of salespeople who sell the manufactured whatsits
to wholesalers all over the country. Like most companies in its field, Typical
works to help move its products from wholesaler to retailer and from retailer
to the final consumer. And it works to keep the consumer happy with the
purchase. The Typical Company is indeed typical.

Our review begins with the workday of Dan D. Worker, a clerk in
Typical’s order department. (We could, of course, have selected any of Typi-
cal's employees.) Dan’s communication activities begin each day the moment
he awakens. But for our purposes we shall pick up Dan’s activities as he
rides to work in a car pool with three of his co-workers. Of course, Dan
and the members of his car pool communicate as they travel. Obviously,

communication has a social use, and riding to work is a form of social occasion -

for Dan and his friends.

Most of their talk is about trivial matters. They talk primarily to entertain
and to while away the time. There is a joke or two, some comments about
politics, a few words about a coming football game, and some raves about
the new woman at the company switchboard. Such talk, of course, is of
little direct concern to Typical except perhaps as the talk affects the general
happiness and welfare of the company’s workers.

In time, the conversation drifts to subjects more pertinent to Typical
and its operations. Someone mentions a rumor about a proposed change in
promotion policy. Then Dan and the others bring in their own collection
of rumors, facts, and opinions on the subject. And in the process they form
opinions and work up emotions concerning the Company and its policies.
This communication activity has little to to with manufacturing whatsits,
nor is it related to Dan’s duties at Typical. But it has affected Dan’s outlook,
and he just might not put out very much work for Typical today or any
other day. He might not trust Typical quite so much the next time the
union contract problem comes up.

When the four reach the plant, the gate guard receives the message
communicated by the green sticker on the windshield and waves the car
through. They drive past the most convenient parking spaces, for they receive
clearly the message on signs at these sites: “Reserved for the President,”
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