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PREFACE

This revision of Ray Lesikar’s classic textbook takes the
solid foundational principles of the previous 11 editions
and applies them to business contexts in the 21st century.
While continuing to focus on careful problem analy-
sis, adaptation of the message to the audience, and the
development of positive human relations, this edition
discusses current challenges for business communica-
tors and gives students practice meeting those chal-
lenges. Toward this end, the book maintains the realism,
technological currency, and pedagogical effectiveness
for which it has become well known and respected.

REALISTIC

The authors are an interdisciplinary team with diverse
training and experience who have worked to bring
you the subject matter authoritatively from a thor-
ough review of the field. In addition to being teachers,
scholars, and leaders themselves, they have integrated
their ideas with information from other researchers
and practitioners in the mainstream of business
communication, providing the enhanced value of
multiple perspectives.

Throughout the text are realistic examples of cur-
rent business problems and practices. You will find that
business information is integrated into examples, mes-
sage models, reports, text boxes, and end-of-chapter
questions, problems, and cases. The extensive range
of cases covers both internal and external communi-
cation as well as a wide variety of business environ-
ments. Furthermore, the cases cover a broad spectrum
of challenges that students are likely to find in the
workplace—from routine, everyday cases to complex
scenarios requiring research and extensive analysis.

TECHNOLOGICALLY CURRENT

The Internet and other communication technologies
continue to change the way business does business.
From email and text messages to social networking and
online collaboration, students need to know their op-
tions for communicating, whether across the office or
around the globe. The text discusses all these forms and
more. In addition, boxed material introduces students
to a wide range of helpful electronic tools, from auto-
matic table-of-contents generators to online translation
programs and search engines. Additionally, communi-
cation technologies appear in both the textbook cases
and the Web cases. We believe these efforts will enable
students to get up to speed more quickly and communi-
cate more effectively once they’re on the job.

THOROUGH

This textbook is the result of extensive consultation
with business communication teachers, dialog with
business professionals, and research. It includes sound
advice on both writing and speaking, covering the
main forms of business communication that students
are likely to encounter. It also includes special chap-
ters on cross-cultural communication, correctness,
communication-related technologies, and research
methods. There is an extensive chapter on using graph-
ics to communicate, and other visual components are
discussed throughout the book. Whatever level of
students you teach or whatever topics you wish to
emphasize, you will find reliable advice, illustrations,
and exercises here.

LEARNABLE

As in earlier editions, we worked hard to make the
book serve the student in every practical way. Our goal
was to make the learning experience easy and interest-
ing. The book’s structured problem-solving approach
guides students through the analytical process for vari-
ous kinds of business messages, blending concrete ad-
vice with a focus on critical thinking, judgment, and
creativity. To support this approach we include the fol-
lowing features, all of which have proved to be highly
successful in preceding editions:

Readable writing. The writing is in plain, everyday
English—the kind the book instructs the students
to use.

Learning objectives. Placed at the beginning of
all chapters, clearly worded objectives emphasize
the learning goals and are tied in to the chapter
summaries and exercises.

Introductory situations. A realistic description of

a business scenario introduces the student to each
type of business communication, providing context
for discussion and examples.

Outlines of messages. To summarize and clarify the
instructions for writing the basic message types, an
outline of each type follows the discussion.

Margin notes. Summaries of content appear in the
margins to help students identify the main points
and review text highlights.

Full document illustrations. Well-written models
with detailed margin comments are provided for all
kinds of documents—text messages, emails, letters,
memos, proposals, and short and long reports.



But we have developed the following additional mate-

Expert advice and commentary. Communication .
rials to help both new and experienced teachers make

Matters boxes containing anecdotal and

authoritative communication messages add interest the most of this book:

and make points throughout the book.

Abundant real business illustrations. Both good
and bad examples with explanatory criticisms
show the student how to apply the text instructions.

Cartoons. Carefully selected cartoons emphasize
key points and add interest.

Photographs. Full-color photographs throughout
the text emphasize key points and add interest to
content. Teaching captions enhance the textual
material.

Computer and Web-based applications.
Computer and Web-based applications have
been integrated throughout the book wherever
appropriate—into such topics as the writing
process, collaboration, use of graphics, and
research methods.

Computer use suggestions. For students who want
to know more about how useful computers can be
in business communication, pertinent suggestions
appear in Technology in Brief boxes and on the
text website.

Chapter summaries by learning objectives. Ending
summaries in fast reading outline form and by
learning objectives enable students to recall text
highlights.

Critical thinking questions. End-of-chapter
questions emphasize text concepts and provide
material for classroom discussion.

Critical thinking exercises. Challenging exercises
test the student’s understanding of text content.

Problem-solving cases. Over 130 contemporary,
in-depth business cases, for all message and report
types, teach students about business contexts and
provide a wide range of practice opportunities.

Specialized report topics. A list of research
topics by major business discipline is available
for teachers who prefer to assign reports in the
students’ areas of specialization.

Student Resource portion of the Online Learning
Center <www.mhhe.com/lesikar12e>. Additional
resources are provided on a comprehensive,
up-to-date website. Included are online quizzes,
PowerPoint slides, Web cases, video cases, an
extensive collection of annotated links to relevant
websites organized by topic, and more.

TEACHABLE

Perhaps more valuable than anything we can do to help
the teacher teach is to help the student learn. The fea-
tures designed to provide such help are listed above.

ii Preface

Instructor’s Resource Manual. The following
support material is available for easy use with each
lecture:

Sample syllabi and grading systems (rubrics).
Summary teaching notes.

Teaching suggestions with notes for each kind
of message.

Discussion guides for the slides.

Answers to end-of-chapter critical thinking
questions.

Answers to end-of-chapter critical thinking
exercises.

Sample solutions to selected problem-solving
cases.

PowerPoint slides. Complete full-chapter slide
shows are available for the entire text. These
colorful slides provide summaries of key points,
additional examples, and examples to critique.

Online videos to accompany Business
Communication. These video cases are presented
by real businesspeople, focusing on the
importance of communication in the workplace.
Each segment presents a real business problem for
student interpretation and classroom discussions.
In addition to being motivational and informative,
these video cases give the students practice
developing their listening skills. (Contact your
McGraw-Hill/Irwin representative for more
information.)

Test bank. This comprehensive collection of
objective questions covers all chapters.

Computerized testing software. This advanced
test generator enables the teacher to build and
restructure tests to meet specific preferences.

Instructor resources portion of the Online
Learning Center <www.mhhe.com/lesikar12e>.
An up-to-date website fully supports the text.

It includes a database of cases, cases that entail
using Web resources to write solutions, an author-
selected collection of annotated links to relevant
websites organized by topic, enhanced links for
the technology chapter, and other active learning
material.

NEW CourseSmart ebook. With CourseSmart,
your students can have instant online access to this
text as a digital eTextbook. In addition to saving
money, they can use online tools like search,
highlighting, and note taking. You can use these
features as well to emphasize key material and
enhance student learning.



Tools and Teaching Tips Blog. This blog,
accessible on the instructor’s website, will include
up-to-date material for lectures and assignments as
well as a place to communicate with the authors.

ORGANIZATION OF THE BOOK

Because the reviewers and adopters generally approve
of the organization of the book, the structure that has
characterized this book through 11 successful editions
remains as follows:

Part I is an introduction to business communication.
It describes the role of communication in the
organization, current challenges for business
communicators, and the business communication
process.

Part II provides a review of the basic techniques
of writing, an analysis of the writing process,

and an introduction to business messages. Here
the emphasis is on clear writing, the effect of
words, and special considerations for each written
medium in business communication.

Part III covers the patterns of common message
types—positive or neutral, negative, and
persuasive—and direct versus indirect structure.

Part IV concentrates on report writing. Although
the emphasis is on the shorter reports, the long,
analytical report also receives complete coverage.

Part V reviews the other forms of business
communication. Included here are not only

oral communication activities such as giving
presentations as well as participating in meetings,
telephoning, dictating, and listening, but also an
important communication topic—cross-cultural
communication.

* Ethical issues are integrated throughout, with par-
ticular focus on ethical treatment of the reader and
on ethical persuasion.

SPECIAL FEATURES OF
THE 12TH EDITION

As with previous editions, we have thoroughly up-
dated this edition for currency and greater usefulness.
We expanded coverage wherever we and our reviewers

thought it would improve content, and we have also
made a few organizational changes. Here are the most
significant enhancements:

* Chapter 1 now contextualizes business com-
munication by discussing the main challenges
facing business people in the 21st century:
explosive growth of communication technolo-
gies, increasing globalization, growing diversity
in the workplace, and an increased focus on
social responsibility.

» In Chapter 2, an audience-analysis checklist has
been added to a more detailed discussion of the writ-
ing process, and social computing has been added to
the discussion of the main forms of business writing.

* In Chapter 4, the section on order acknowledg-
ments now covers other thank-you messages as
well, complete with sample messages to illustrate
and new problem-solving cases for practice.

* Proposals have been moved to the discussion of
persuasive messages and claims have been moved
to the discussion of negative messages, making a
more logical organization.

* Discussion of short and long reports has been
streamlined, now covering the topic in two rather
than three chapters. In Chapter 8, the discussion of
collaborative report writing has been expanded. In
Chapter 9, the sample short report and long report
have been replaced with more current real-world
illustrations.

* The chapter on formal oral communications now
foregrounds oral reports rather than speeches and
includes an expanded discussion of PowerPoint
slide design and use.

* The cross-cultural communication chapter has
been revised to include analytical frameworks
from cross-cultural experts, more examples and
resources, and more thorough, up-to-date advice.

* Appendix B has been thoroughly updated in
accordance with the latest edition of the MLLA
Handbook. It also includes a flowchart to help
students identify what kind of source they’re
trying to cite and what format to use.

Finally, the website has updated online quizzes and
new Web-based and video cases.

Preface iii
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THE ROLE OF COMMUNICATION IN BUSINESS

Your work in business will involve communication—a lot of it—because communica-
tion is a major and essential part of the work of business.

The Importance of Communication Skills to You

Because communication is so important in business, businesses want and need people
with good communication skills. Evidence of the importance of communication in
business is found in numerous surveys of executives, recruiters, and academicians.
Without exception, these surveys have found that communication (especially written
communication) ranks at or near the top of the business skills needed for success.

For example, NFI Research, a private organization that regularly surveys over
2,000 executives and senior managers, recently found that 94 percent of the mem-
bers “rank ‘communicating well’ as the most important skill for them to succeed
today and tomorrow.”" A study of skills and competencies needed by accountants
strongly supports the value of writing, speaking, and listening,” and Deloitte &
Touche, rated by BusinessWeek in 2007 as the best place to launch a career, cited
communication skills as the “most desirable trait” in a job candidate.* Employers
surveyed for the National Association of Colleges and Employers’ Job Outlook
2009 also cited “communication skills” and the related traits of “a strong work
" ethic, ability to work in a team, and initiative” as highly prized qualities in job
applicants.* Recruiters who participated in The Wall Street Journal’s latest ranking
of MBA programs agreed. They rated “interpersonal and communication skills, a
teamwork orientation, personal ethics and integrity, analytical and problem solving
abilities, and a strong work ethic” as most important.’

Unfortunately, business’s need for employees with good communication skills is all
too often not fulfilled. Most employees, even the college trained, do not communicate
well. In fact, surveys show that, in the opinion of their employees, even managers
and executives who think they communicate well actually fall short.® Effective com-
municators are, therefore, in high demand. Not surprisingly, there is a high correla-
tion between communication skills and income. Even among college graduates, those
with higher scores in literacy (use of printed and written information) earn signifi-
cantly more than lower scoring graduates earn.” A study by Office Team revealed that
technology magnifies the exposure of one’s communications skills, forcing workers to
communicate more effectively and articulately because these skills will be showcased
more. Email often results in a sender’s language skills being placed in front of different
people simultaneously, while audio and video will reveal the caliber of one’s verbal
and diplomacy strengths as well.?

The communication shortcomings of employees and the importance of communica-
tion in business explain why you should work to improve your communication skills.
Whatever position you have in business, your performance will be judged largely by
your ability to communicate. If you perform and communicate well, you are likely to
be rewarded with advancement. And the higher you advance, the more you will need
your communication ability. The evidence is clear: Improving your communication
skills improves your chances for success in business.
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CHAPTER 1 Communication in the Workplace

@ Communication is
important to business.

e Business needs good
communicators,

#% but most people do not
communicate well.

@ By improving your
communication ability,
you improve your
chances for success.



Communication is vital to
every part of business.

Why Business Depends upon Communication

Every business, even a one-person business, is actually an economic and social system.
To produce and sell goods and services, any business must coordinate the activities of
many groups of people: employees, suppliers, customers, legal advisors, community
representatives, government agencies that might be involved, and others. These con-
nections are achieved through communication.

Consider, for example, the communications of a pharmaceutical manufacturer.
Throughout the company, employees send and receive information about all aspects of
the company’s business, from sales to business strategy to manufacturing. They process
information with computers, write messages, complete forms, give and receive orders,
talk over the phone, and meet face to face.

Salespeople receive instructions and information from the home office and submit
orders and regular reports of their contact with customers. Executives use written and oral
messages to conduct business with customers and other companies, manage company
operations, and perform strategic planning. Production supervisors receive work orders,
issue instructions, receive status reports, and submit production summaries. Shop floor
supervisors deliver orders to the employees on the production line, communicate and en-
force guidelines for safety and efficiency, troubleshoot problems that arise, and bring any
concerns or suggestions to management. Marketing professionals gather market informa-
tion, propose new directions for company production and sales efforts, coordinate with
the research and development staff, and receive direction from the company’s executives.
Research specialists receive or propose problems to investigate, make detailed records of
their research, monitor lab operations for compliance with government regulations, and
communicate their findings to management. Public relations professionals use various
media to maintain the public’s trust. Numerous communication-related activities occur
in every other niche of the company as well: finance and accounting, human resources,
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