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preface

tudents don’t have to be convinced of the need for competent communication
Sskills. By the time they enter the business communication class, they know
enough about the business environment to appreciate the critical role commu-
nication plays in the contemporary organization. They’re also aware of the role
communication will play in helping them secure an internship or get a job and be

successful at work.
To sustain this inherent interest, students need a textbook that is current, fast-

paced, and interesting—just like business itself. Thus, a major objective of Funda-
mentals of Contemporary Business Communication is to present comprehensive cov-

Scot Ober erage of real-world concepts in an interesting, lively, and concise manner.

This edition of Fundamentals has been considerably revised to provide students with the skills they need
to communicate effectively in the complex and ever-changing contemporary work environment. The revi-
sion was based on helpful feedback received from current users around the country (and, indeed, around the
English-speaking world), changes in the discipline, and changes in the workplace itself.

The following discussion highlights the features of this complete teaching and learning system:

m Objective-Based Organization

m Business Communication—In Context

m The 3Ps—Think First; Write Later

m Streamlined Coverage of Essential Topics

m Basic Skills Emphasis

m Student Portfolios—For Proof of Competence
m Self-Checks—For Feedback and Reinforcement

Objective-Based Organization

To a greater extent than is true for most other business courses, the content and organization of the basic
business communication course differs markedly, depending upon the institution at which it is taught, the
department that teaches the course, the level of the student, and the like. For example, some institutions place
major emphasis on business report writing, while others may give the topic scant coverage. The same is true,
of course, for other topics, such as oral communication, basic English skills, and employment communica-
tions. Even more important, there are topics within chapters that, because of time constraints or coverage in
other courses, some instructors choose not to cover. Thus, every chapter communication objective (CO) may
not be relevant for every business communication class.

The second edition of Fundamentals makes it convenient for instructors to easily customize their course
to meet their particular needs. Each communication objective that is presented at the beginning of each
chapter has been defined to cover an important element of that chapter’s content. Each chapter is then orga-
nized around these objectives, and the particular objective being covered is identified in the margin. All con-
tent relating to that one objective is presented before moving on to the next communication objective, and a
Self-Check immediately assesses student knowledge of that objective. Further, the chapter summary is orga-
nized around each objective, as are the end-of-chapter exercises and test-bank items.

vii
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This means that instructors can easily assign an entire chapter, or only components of the chapter, based
upon the communication objectives, and then easily identify the related end-of-chapter exercises and test-

bank items.
In addition, all business English coverage has been organized into modules at the back of the text, along

with an extensive array of exercises, to provide greater flexibility—and a one-stop reference for students.
Finally, in addition to increased emphasis on ethics, e-mail, and audience analysis throughout the text,
each of the following topics has been expanded upon and is now placed in a separate chapter:

m Interpersonal Communication Skills

m The Writing Process

m Revising Your Writing

m Persuasive Letters, Memos, and E-Mail Messages
m Employment Interviewing and Follow-Up

Business Communication — In Context

Business communication problems in the real world do not occur in a vacuum. Events have happened before
the problem and will happen after the problem that affect its resolution. Thus, in addition to typical end-of-
chapter exercises, other learning tools in this text provide more complete long-term situations and provide a
“slice-of-life” reality students will actually face at work.

On the Job. Each chapter begins with an on-the-job interview with managers from multinational compa-
nies, small entrepreneurial companies, and nonprofit organizations. New to this edition are interviews with
personnel from World Wrestling Entertainment, the Rock and Roll Hall of Fame and Museum, Monster.com,
and PriceWaterhouseCoopers, among others. These insider perspectives set the stage for the particular con-
cepts presented in that chapter.

Continuing Text Examples and End-of-Chapter Exercises. Continuing examples are often used throughout
the chapter in both the text and end-of-chapter exercises. For example, in Chapter 5, students first assume
the role of buyer and write a claim letter. Later in the chapter, they assume the role of seller and answer the
same claim letter by writing an adjustment letter. In Chapter 6, students write a persuasive request from a
subordinate; in Chapter 7, they assume the role of superior and turn down this wellwritten persuasive re-

quest.
Such situations are realistic because they give a sense of following a problem through to completion. They

are interesting because they provide a continuing thread to the chapters. They also reinforce the concept of
audience analysis because students must first assume the role of sender and later the role of receiver for the

same communication task.

Real Company Letterheads. Full-page models of each major writing task appear in this text on real com-
pany letterheads, shown in complete, ready-to-send format, so that students become familiar with the ap-
propriate format for every major type of writing assignment. Each model provides marginal step-by-step
composing notes as well as grammar and mechanics notes that point out specific illustrations of the gram-

mar and mechanics instruction.

Technology-Centered. Every aspect of contemporary business communication—from determining what
information to communicate to processing the information and sharing it with others—depends on tech-
nology. In Fundamentals students learn to:

m Compose, format, and manage e-mail and conduct productive instant-messaging sessions.

m Access the Internet and World Wide Web and evaluate the quality of the information they receive.

m Format electronic and HTML résumés and search online for a job.
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m Prepare and deliver electronic presentations.
m Cite electronic sources such as Web pages, online journals and directories, e-mail, and other Internet
sources in business, APA, and MLA formats.

The 3Ps — Think First; Write Later

Probably the most important thing
I have learned in my many years of
teaching business communication is

1 J P

Problam, Process, Product

! BART THRER coRRRSPONBENCE

the importance of guiding the stu e R i TR
o o et s o e e

dent’s practice. And the reason is e o ke SRS
this: As soon as most students are :..f:@ i e e L i
given a writing assignment, they e o i & p—
quickly scan the problem and then i . . -
immediately begin composing what oot | process | | e
they think is the final draft—with- | PRSI f e
out first planning the best strategy - e e
to use. i e "

The result, naturally enough, is oo s T T e
the need for extensive revision— ——— | EemEEeaen
based upon instructor feedback, e )
which of course requires extensive oot ik g b | e
grading time. The 3Ps exercises o . -

(Problem, Process, and Product)
found in every chapter of Funda-
mentals force students to spend adequate time planning their strategy before they start to write.

For most business writing tasks, there are only two or three parts that cause students any real problems.
Therefore, students should spend most of their time carefully planning these critical elements. If they do,
then the other parts will almost write themselves.

Each 3Ps activity begins with a problem—a typical business situation that requires some sort of commu-
nication task. The process questions force students to concentrate on the critical elements of the situation;
that is, they must delay their impulse to begin writing until after they’ve thought through (and solved) these
important issues. Better writing skills and less grading time will result. The activity ends with the product—
the final, ready-to-submit formatted document.

Streamlined Coverage of Essential Topics

As the body of knowledge comprising the theory, research, and practice of business communication has
grown, textbooks have expanded to include the new coverage. They have become longer and longer, often
making it difficult to cover all the material in a typical course.

Students learn to communicate by communicating—not by just reading about communicating. They need
a text that presents comprehensive coverage in a concise format—so that they then have sufficient time to
practice and refine their craft after each chapter.

Fundamentals is true to its name: it presents the fundamental traditional and emerging topics in business
communication in less than 300 pages. This means students will have more time (both in and out of class) to
plan, draft, and revise their documents.

In short, Fundamentals provides unmatched flexibility in presenting job-essential coverage of business
communication. It is clear and concise—just like effective business writing itself.
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Basic Skills Emphasis

No one can communicate effectively if he or she cannot communicate correctly. It is an unfortunate fact of
life that many contemporary students today have not had the advantage of the nuts-and-bolts grammar and
mechanics instruction that their instructors took for granted in their own prior education. Students must
learn these basic skills at some point, and the collegiate business communication course is probably their last

opportunity.

Student Portfolios — For Proof of Competence

“When you are in an actual job interview, you do not want to just claim you have a skill. You want to prove

you have the skill you are claiming.”
—Richard Nelson Bolles, author of What Color Is Your Parachute?

Practical Guide for Job-Hunters and Career Changers

Students can talk about their competent communication
skills all they want, but nothing is as effective as showing
the prospective employer actual examples of their work.
Unique to Fundamentals is a planned progression of eight
portfolio projects designed to demonstrate students’
communication skills. The eight projects are these:

LT
o A

1. Routine informational message

2. Routine adjustment letter

e b s o0 pope

3. Persuasive request

cERTIRCATON
For AL oo aovgrnd o odd by e o iy e s
4 B e g gy

o == 4. Bad-news message
e 5. Situational business report
e 6. Videotape of an oral business presentation

7. Résumé and cover letter

8. Videotape of a practice interview

Instructors are encouraged to provide opportunities for revision of each project so that the student’s final
effort reflects successful attainment of the particular communication skill. To help employers more accu-
rately evaluate the quality of the student’s output, the first page of each portfolio project provides the prob-
lem (the situation that requires a response), and a process section in which the student describes the strategic
thinking that went into the final product, which is then presented in final, ready-to-submit format.

The student portfolio projects, along with the comprehensive instruction on employment communica-
tions included in Chapters 10 and 11, will go a long way toward ensuring that students will be successful in
getting a job.

Self-Checks — for Feedback and Reinforcement

Many students need an opportunity to test their comprehension immediately, rather than waiting for the
end-of-chapter problems. Fundamentals features frequent Self-Checks throughout the chapter that provide

immediate feedback and reinforcement of the principles in-
SS‘ELFcheck troduced in the previous few pages. Space is provided directly

RECALL Write a capital T for true or F for false before each statement.

4. Conclusions reavays based o the findings of ¢ repo on the page for student responses. These Self-Checks are or-
. The more headings a report contains, the easier it is for the reader to follow. . . . . .

5. Tie okl o e e A A S OS5 ganized according to increasing levels of difficulty.
e There is typically one Self-Check for each communication

depending on the situation.
5. Formal reports should use talking headings.

objective; each is organized as follows:
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m Recall: Five true/false test items that test the student’s retention of the material just presented.

m Vocabulary: Students are asked to define the key terms in their own words and to provide an original
example.

m Comprehension: Students are asked to apply their new knowledge in short, focused exercises.

m Critical Thinking: This question (for which there is generally no one correct answer) provides students
with both an opportunity to think analytically and to compose a short paragraph.
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communication
OBJECTIVES

After you have finished
this chapter, you should
be able to:

1. Describe the
components
of communication.

2. Identify the common
forms of verbal
communication.

3. Identify the major
barriers to verbal
communication.

Understanding Business
Communication

teering communication upward, downward, horizontally, and across busi-
ness and borders—at full throttle—is part of a race that never ends for Debra
Sanchez Fair. As vice president of corporate communications for Nissan

North America, Inc., she and her 43-person staff drive all communications for
the automaker’s operations in the United States, Mexico, and Canada.

Fair uées various media to share information within the organization, ranging from
e-mail, videoconferencing, and satellite television to more traditional newsletters,
meetings, and memos. Before selecting any medium, however, she carefully plans
what she wants to achieve. “First, you have to think about your objective, the audi-
ence you are targeting, and your communication strategy,” Fair says. “Then you think
about the tactics. Every situation or initiative may require a different approach.”

To find out whether audiences understand Nissan’s messages, at least once a year
Fair surveys employees, business leaders, and media representatives. Monitoring this
feedback helps Fair and her team analyze audience response and keep Nissan’s com-
munication on track in the race that never ends.

l Communicating in Organizations

As Debra Sanchez Fair of Nissan North America knows firsthand, effective com-
munication drives successful businesses. Walk through the hallways of any con-
temporary organization—no matter whether it’s a small start-up entrepreneurial
firm, a Fortune 500 global giant, a state government office, or a not-for-profit or-
ganization. What do you see? You see employees:

® Reading documents
® Drafting messages

® Attending meetings

® Conducting interviews

® Talking on the telephone
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Conferring with others

Reading mail

Typing on the computer

Making presentations

In short, you see people communicating. An organization is a group of people Communication is
working together to achieve a common goal. Communication, of course, is a vital  fevessaly ifan )
part of that process. Indeed, communication must have occurred before a common organization is to achieve
goal could even be established because communication is the means by which in- ' 5 gonis.
formation is shared, activities are coordinated, and
decisions are made. . .

Understanding how communication works in communication sna ps h ot1l
business and how employees communicate compe-

S————

tently within an organization will help you partici- Dissatisfied employers
pate more effectively in every aspect of business. .
Good communication skills are crucial to your suc- Petcentage of emplovers By miinfiel Wity
. S Yo competencies of their employees
cess in the organization. Competent writing and
speaking skills will help you get hired, perform well, Written
and earn promotions. If you decide to go into busi- Communication
ness for yourself, excellent writing and speaking Critical
skills will help you obtain start-up funds, promote Thinking
your product, and manage your employees. The
same skills will also help you achieve your personal Planning
and social goals. Ol
It is no wonder then that, according to Mark H. Coniminication
McCormack, chairperson of International Manage- ,
ment Group and bestselling author of What They Markest;nlgs/,
Don’t Teach You at Harvard Business School, “Peo-
ple’s written communications are probably more Public Relations
revealing than any other single item in the work- | [

o 10 20 30 40 B0

place”! Communication Snapshot 1 shows that the
Percent

lack of competent written communication skills is
the number one source of dissatisfaction that em-
ployers have about their employees.

B The Components of Communication

Because communication is such a vital part of the organizational structure, our ¢o1. Describe the
study of communication begins with an analysis of its components. Communica-  components of
tion is the process of sending and receiving messages—sometimes through spoken  communication.
or written words and sometimes through nonverbal means such as facial expres-

sions, gestures, and voice qualities. communication: The %

Thus, if someone communicates the following message to you and you receive process of sending and g
it, communication will have taken place. The communication will be successful,  receiving verbal and @
however, only if you understand Chinese.* ﬁ: HL nonverbal messages i

*Illustrated here is the Chinese word for crisis, which is composed of the words danger and opportunity, perhaps an inspi-
rational reminder to always remain hopeful.



