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Preface

This book has been used successfully in college classrooms since 1976. It explains
basic business communication principles and then gives students practice in applying
them. Students are shown how to organize and express ideas in preparing letters, memo-
randums, reports, proposals and oral communications.

Features of the Fourth Edition:

» New developments in word processing, computers and other electronic media such as
fax machines, electronic mail, desktop publishing

* Student guidelines for writing specific types of communications, which become instruc-
tor guidelines for grading

* Simple patterns for communications that might be prepared in early years of employment

* Written in readable, understandable and entertaining style with humor and lively anec-
dotes used when appropriate for illustrating ideas

* Chapter review questions carefully correlated with text

* Valuable tips on finding, keeping and leaving a job; employment resumes, application
letters, other employment letters and employment interviews

* More examples of specific types of communication

* More workbook Writing Improvement Exercises which give students immediate oppor-
tunity to review and apply what they have learned

» Assignments matching experience level of early college students
* Strong visual impact with more than letters, forms, pictures, drawings, diagrams

* Quick references: “80 Questions Frequently Asked in Employment Interviews,” con-
densed punctuation rules, commonly misspelled words, encouragement in mastering a
word processor, desktop publishing vocabulary and an extensive index

* Planned for teaching and self-study
Organization of the Book

Chapter 1 explains the theory of communication and the advantages of studying
business communication. Chapters 2, 3 and 4 discuss the three basic qualities used in
preparing effective communications: attractive appearance, good will tone and clear and
complete message. Then in an easy-to-follow format, the balance of the book applies
these three qualities to preparing specific types of communications.
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CHAPTER 1

You and Business Communications:
The Communication Theory

Why Study Business Communications?

Basically, there are two reasons for learning to prepare good business communica-
tions: (1) to benefit you, the student, and (2) to benefit business and industry.

Benefit to Student

In a Harvard Business Review article that has become a classic, Peter Drucker, highly
respected business management consultant and educator, asks what is taught in college to
help a person in future employment and then gives this answer:

...they teach the one thing that is perhaps the most valuable for the future employee to know.
But very few students bother to learn it.

This one basic skill is the ability to organize and express ideas in writing and in speak-
ing. ... The letter, the report or memorandum, the ten-minute “presentation” to a committee
are basic tools of the employee.

Two thousand business executives from all levels of management supported this
statement when asked which factors lead to promotion of employees. These people listed
ability to communicate as the most important factor, above such other qualities as ambi-
tion, drive, education, experience, self-confidence, and good appearance.

Information from many other sources also supports this attitude. For example,
a survey of former university business students asked if they had observed people hav-
ing problems in written communication in their work. The response: 77 percent, “yes”;
14 percent, “no.”

Of those answering yes, the following are some of the troubles that were reported:

Given that the individual knows his business, the difference between a shot at the top job
and being buried someplace lower is the ability to communicate that knowledge.

I feel that not enough emphasis is being placed on written communication in our colleges.
Although most individuals are able to compose a letter of sorts, they are totally lost, particu-
larly in ability to organize anything of substantial length.
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I would never wish to sell drive, ambition, and technical expertise short. But, in order to
succeed, the ability to communicate properly is more important.

The largest portion [of CPA work] is for record purposes only and is not reviewed or ed-
ited for construction, grammar, etc., but only for content.... A prerequisite for advancement
to higher levels is ability to write properly. Poor writing catches up with one eventually.

My business communication course was one of the most useful of my undergraduate
courses.'

Benefit to Business

Many industry leaders believe so strongly in the importance of business communica-
tion training that their firms offer their own courses or pay employees’ tuition for private
college classes in the subject. Among such firms are the American Institute of Banking,
the American Savings and Loan Institute, Bell & Howell, Control Data Corporation, New
York Life Insurance Company, Sears, and General Electric. When such emphasis is given,
a student who has already studied college level courses in business communication will
have a potential employment advantage over those who have not, and eventually should
have a better chance of promotion.

Whenever representatives of business and industry meet with college educators to de-
termine what courses are most needed by students entering the job market, these business
leaders overwhelmingly put “need for communication skills” at the top or near the top of
their lists of priorities. ) <

Studies show that those at management or executive level spend at least 25 percent of
their time on the job writing or dictating and about the same amount of time speaking. It
must be acknowledged that the volume of writing must be kept in check so that the paper
work does not bury business. Yet at the same time, we must understand why it is often
necessary to write letters and other business messages.

A century ago, communication in business was simple because much work was done
by hand, and customers were usually personal acquaintances of the craftsman or business
person who was selling a product or performing a service. Also, people performed most of

_their own work and often prepared in their own homes many materials that are commonly
bought today. When society and business became more complex, face to face contact be-
tween customers and suppliers became more difficult and time consuming. Writing busi-
ness letters, reports, and memorandums was a natural development. And communicating
by telephone eventually became routine in business.

Industrial Age — Information Age

Today’s world has developed rapidly from an Industrial Age to an Information Age. In
and out of business, computers obviously help lead this enriching—but jarring—revolution.
Not long ago the multimillion dollar Media Center at Massachusetts Institute of Technology
was founded on the concept that all communication methods will eventually combine into
one extensive field of interrelated computerized media. This shows the trend of the future.

Business letters, memorandums, and reports will join books, newspapers, movies,
television, music, telephones and so forth, forming small or giant networks. Networks can
connect and interact locally or internationally on signal.

'Homer Cox, “The Voices of Experience: The Business Communication Alumnus Reports,” The Journal
of Business Communication, Summer 1976, p. 35ff.
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Communication networks focus beyond the individual’s desktop. Given the neces-
sary electronic equipment and networking capabilities, workers can send computer data,
hold video conferences at their desks, send copies of charts, graphs and pictures, and even
transfer funds. Further technological advances are coming.

The vice president of Information Systems of a major corporation recently said that
people in the computer industry are convinced the automobile industry has not concen-
trated on the working efficiency of their machines the way the computer industry has.
According to this charge, if those automotive giants had made the same improvements as
the computer industry in the last 20 years, we would all be driving cars that cost less than
$1000 and getting more than 200 miles per gallon.

What Next?

A major Washington newsletter reports that fiber optic telephone lines with high clar-
ity and reliability are replacing copper wire for sending information all over the world.
Satellites will fill in where fiber optics will not go.

More and more, compatibility standards are making it possible for computers to talk
to each other. Pocket-size computers with the power of current desktop personal comput-
ers will be hooked up to phones, bringing your office with you anywhere you go. Voice
activated computers should once again free both hands for driving while still making it
possible to communicate from your car. Laptop computers that cost $3000 in 1990 will
cost about $600 by the mid-90s.

Business Communication Classes = Prestige Courses

In a business communication journal, Joel Bowman of Western Michigan University
stated, “Good language skills are no longer sufficient for success in communica-
tion . . .graduating seniors need to know how to use computers to solve communication
problems. ™

As employers continue to demand that employees write better, business communica-
tion classes have become prestige courses on the job market. Completion of college busi-
ness communication classes is a plus on any employment resumé, If you can write clearly
in an organized manner, your work will stand out because of the obvious general lack of
such talent. To people upstairs, organized writing means organized thinking. With today’s
information boom, there is always room at the top for people who can write.

Because of the new easy operation and efficiency of desktop computers and word
processors, increasing numbers of people at management and other executive levels are
writing, composing, and creating sophisticated communications at their own desktop
computers. They made diagrams, charts and electronic spreadsheets—much more than
writing simple memos.

Communication Channels

To learn to communicate effectively, it is helpful to understand something about the
various communication methods or channels, and also the ideas behind the communica-

ZJoel Bowman, “And Not a Shot Was Fired. .. »” Bulletin of the Association for Business Communication,
December 1987, p. 33.
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tion theory. The following channels will be studied: nonverbal, oral, written, combining
oral and written, and newer communication methods.

Nonverbal Communication

Nonverbal communication—that is, communication without words—is frequently
more effective than any spoken or written message. (The word verb originally meant word;
therefore, nonverbal means without words.) Nonverbal forms of sending messages include
such things as red and green traffic lights, road pictographs directing traffic around the
world, police and fire sirens, the telephone ring, and the telephone busy signal. Although
no words are used, each provides a clear message.

Another extremely effective means of nonverbal communication is the use of body
language, which was originally given the scientific name kinesics. Body language is used
in many forms, such as nodding or shaking the head, raising eyebrows, pointing thumbs
down, pointing a finger, raising a fist, winking, smiling, frowning, glaring, kissing, clap-
ping, or shaking hands. In fact, body language can often transmit a stronger message than
verbal language. For example, if a man is asked if he likes another man, he might say, “Of
course I like him.” But if he should at the same time use a “thumbs down” gesture, or make
a motion with his forefinger as if to slit his own throat, this would totally contradict the
spoken verbal message.

Sign language such as that used for communicating with the deaf is considered a
means of verbal communication because, although signs are used, communication is tak-
ing place by means of words.

Oral Communication

The chief advantage of oral (spoken) communication is that it furnishes an opportu-
nity for a speedy and complete exchange of ideas—in other words, immediate feedback.
This gives an opportunity to clarify any matters that may be questionable.

The first and highest level communication channel is speaking in person, face to
face. This channel rates high because, besides exchanging words, we can see all signs of
body language. Also, when we hear another person speak, we can get additional informa-
tion from noticing vocal cues of tone, loudness, pronunciation, emphasis, grammar usage,
and so forth.

Telephoning, the second level communication channel, is not always as completely
effective as face to face because of the absence of body language. But the telephone does
furnish vocal cues and an opportunity for immediate feedback. Use of the telephone for
business communication continues to grow because of the telephone’s convenience and its
real or imagined economy.

Written Communications

Written or printed communication such as letters, memorandums and reports, are gen-
erally considered the third level communication channel. Some of these communications
are prepared on paper (hard copy), and others are stored on computer disks or displayed
on computer terminals. Although these visual communications lack some advantages of
personal oral messages, written ones are frequently preferred.

A business communication is often too important not to be put in writing. Correspon-
dence within a company, contacts between customers and clients, monthly statements,



