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Preface to the Fifth Edition

The roots of this textbook extend back to 1984, when John Wiley and Sons pub-
lished Managerial Communication: A Strategic Approach, by Larry Smeltzer and John
Waltman. Their practical, results-oriented examination of managerial communica-
tion was groundbreaking at the time. In the Preface, they stated the book’s objective:
“to develop managers who communicate in a creative manner by understanding
and strategically applying appropriate concepts.” That objective is still valid.

A second edition added Don Leonard as third author in 1991. I adopted the
1994 edition, authored by Larry Smeltzer and Don Leonard, by then titled
Managerial Communication: Strategies and Applications. 1 had been looking for a
graduate-level text that presented a balanced approach to workplace communi-
cation and that was written for managers and executives.

The strengths that drew me to that early edition were:

¢ A strategic approach

* A solid research base

¢ Comprehensive coverage of contemporary issues

e An even-handed examination of oral and written communication channels
* A focus on managerial rather than entry-level competencies

I came onboard as third author with Smeltzer and Leonard for the 2002 edi-
tion, and was sole author for the 2008 edition. As I revise yet again, my goal is to
ensure that the qualities that made the original book unique and successful are
still present in this fifth edition. Truth is truth. It doesn’t change with the times.
So the task is to bring timeless communication principles into the contemporary
workplace. To meet the needs of today’s busy manager/student, I updated the
chapters, describing current business practices, summarizing relevant research,
and providing guidelines for strategic managerial communication.

The reality is that an effective contemporary manager must possess a wide
range of skills. While being accountable to an executive board and a customer
base, a manager must be able to motivate subordinates and cross-functional teams
with diverse backgrounds, interpret complicated rules, foster process improve-
ment, and meet sometimes-unclear organizational expectations. Furthermore,
today’s manager often must use new technology to accomplish these tasks. Since
these advanced abilities don’t necessarily come from prior work experience, com-
munication education is a vital component in managerial development.

Working on the fifth edition of this textbook has been both enjoyable and chal-
lenging. It has forced me to evaluate the content of the managerial communica-
tion course I teach in our MBA program, to sort out what is important and what
is no longer important for my students to know and be able to do. I hope that
the results of these efforts satisfy other students’ professional communication
needs as well. After all, we know for sure that effective communication leads to
managerial and organizational success. The value of the course is not controver-

sial; the key is to keep the course content fresh.
iii



WHAT’S NEW IN THIS EDITION

Many adopters of the fourth edition of Managerial Communication: Strategies and
Applications indicated that they especially liked the end-of-chapter cases, the bal-
anced approach to managerial writing and oral communication, and the supplemen-
tal materials. Because of their usefulness to instructors and students, these materials
have been revised and retained for the fifth edition. Chapters 1, 2, 7, and 8 proved to
be very popular with reviewers of the fourth edition, so these chapters were refreshed
and updated to address contemporary managerial communication situations. Many
additional important changes were made to the remaining chapters to make the fifth
edition an even greater resource in the field of managerial communication:

* Chapter 3 (“Technologically Mediated Communication”) includes business
professionals’ uses of the latest technologies, such as corporate blogs and
tweets. Emphasis is on the principles and best practices that apply to both
emerging technologies and older technologies.

* Chapter 4 (“Contemporary Managerial Writing”) introduces the Plain Language
movement and provides examples of conversational style in business and gov-
ernment documents.

* Chapter 5 (“Routine Messages”) offers guidelines for formatting letters and memos.

¢ Chapter 6 (“Management Reports and Proposals”) takes an in-depth look at
special business reports, including proposals and analytical reports.

* Chapter 9 (“Intercultural Managerial Communication”) explores cultural dif-
ferences in meanings of colors, paralanguage, and time, with cases and exam-
ples drawn from today’s global marketplace.

¢ Chapter 10 (“Conflict Management”) has new material on the impact of power
on conflict.

* Chapter 11 (“Managerial Negotiation”) includes a major section that describes
how networking can increase influence.

¢ Chapter 12 (“Conducting Interviews”) presents guidelines for networking as
an employment search tool. It also has a new section explaining legal issues
for performance reviews.

¢ Chapter 13 (“Managing Meetings and Teams”) has expanded sections on
group members’ roles and on project team leadership.

* Chapter 14 (“Making Formal Presentations”) explores controversies about
PowerPoint as a tool for both oral and written communication in the work-
place. In addition, new sections on crisis communication and communicating

with the media have been added.

Another major new feature of this edition is the Appendix. In this section, you
will find 10 articles composed by graduate business students at Sam Houston
State University under the supervision of the author. The articles summarize the
latest research on emerging technologies. Each article describes a different tech-
nology and how it is applied in U.S. business today. The authors also look to the
future and track trends in technologically mediated business communication.
Guidelines for best practices relevant to each technology are presented. A list of
references and topics for class discussion appears at the end of each article.
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