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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 (UWOQO), 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
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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 [.BS; 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 féculty 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. 1. 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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PREFACE

To the Student

This book covers the range of communication issues a manager will face in the
coming decade. It addresses enduring issues—how to write well, how to speak
well, how to devise a successful communication strategy—as well as evolving is-
sues, such as how to make the best use of telecommunications technology.

We have subtitled the book Principles and Practice for two reasons. Most of the
principles of effective communication have been well researched and documented
in work going back to the ancient Greeks. These include defining a clear goal, ana-
lyzing the context in which you’re operating, understanding the needs and interests
of your audience, defining an appropriate message, choosing the right media, and
providing ample opportunity for feedback. The practice in the text consists of a
collection of classic and contemporary cases which address a representative range
of. organizational communication challenges. These invite you to move from the
abstract to the concrete: Given my analysis of this real situation, what should I do,
write, or say? '

Communication is a tricky subject both to teach and to learn. In one way or an-
other, all of us have been communicating for our whole lives. While the principles
of effective communication have been well established and documented, the prac-
tice is the hard part. Every student has his or her own background, personality, val-
ues, strengths, weaknesses, and personal goals. Consequently, when reading each
chapter or preparing each case, you must constantly weigh two factors: What do I
believe in, and what can I learn from how my audiences react to me?

This text offers a wide variety of opportunities to look at yourself as a credible
source, a writer, a speaker, a meeting participant, a strategist—in short, a manager.
Leamn from the principles we teach, but learn more from the reactions you get—
from your teacher, your classmates, and yourself. A course in management om-

XV
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munication may be the last opportunity you have to get unbiased feedback in a sup-
portive learning environment. Being praised is easy. Taking constructive criticism
is hard, but you’ll learn more if you let yourself hear it.

No book can include everything every manager should know about communica-
tion; consequently, we regularly refer the reader to additional resources on writing,
speaking, the use of graphics, how to work in meetings or groups, managing crisis
communication, bringing about change, and how to communicate well both inter-
nally and externally. We do not pretend to tell you all you should know about inter-
personal relationships, organizational behavior, marketing, or public relations, al-
though each of these issues comes into play in the following pages.

Some would argue that good writing and good speaking are out of date on the
information highway. Nothing could be further from the truth. The same principles
that applied to delivering a good speech in the Roman Senate apply to sending an
effective E-mail message. People must trust you, you must get their attention, you
need to be in command of your material, and you must have a clear road map to get
where you’re going. You also need to demonstrate that your idea is superior to the
alternatives in the marketplace. This text will help you master the full range of
skills required by a successful manager.

To the Instructor

This text, aimed at advanced undergraduates and MBA candidates, is evenly di-
vided between principles (how to communicate based on best current research) and
practice (cases that put students in the roles of decision makers and communicators
in real business situations). We also include guides on writing and speaking, which
students can refer to both during the course and for the rest of their careers.

Management communication courses (by whateve ' name) range from electives
on writing and speaking to required courses covering ai} aspects of communication
strategy. Often, the courses face constraints of time, sci. " -2, and resources. We
have tried to provide a flexible package, adaptable to these varying circumstances.
The Teacher’s Manual, written by the authors, includes scheduling advice, an
overview of best-practice case teaching, suggested assignments, and detailed teach-
ing notes on each case.

Pieces of these materials are available elsewhere; many instructors, for example,
use a good style guide, articles on particular types of communication such as
speaking and graphics, and cases ordered from Harvard Business School Press or
elsewhere. Here, we pull all these materials together. We also address a number of
current (and future) issues hardly touched on by other pedagogical materials, such
as personal and organizational ethics, multicultural and electronic communication,
and managing diversity.

Some schools offer only limited communication training because they don’t be-
lieve that the field has been sufficiently defined or that good teaching materials are
available. This text aims to fill that gap. In considering whether to adopt Manage-
ment Communication, we suggest that the instructor alternate reading the text chap-
ter and case and the matching chapter in the Teacher’s Manual, This will suggest
how theory, experience, and practice can be joined in each class or module.
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