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PREFACE

Teaching people the concepts and skills they need
to communicate effectively in business is not easy.
Business communication requires judgment and
flexibility; because of the human element, it is more
an art than a science. Yet most textbooks have
taken a dry, academic approach to the subject.

Three years ago, when the first edition of
Business Communication Today was published, we
hoped to avoid that mistake by emphasizing real-
life business situations and employing a lively,
conversational writing style. Apparently we had the
right idea: Business Communication Today is the most
successful business communication textbook pub-
lished in the past 35 years.

Business Communication Today, Second Edition,
is another step forward in the evolution of business
communication textbooks. Of course, this new edi-
tion covers all the basic principles and presents
them in a traditional sequence. But it also provides
expanded coverage of important issues and up-to-
date discussions of the latest developments. Even
more than before, an involving writing style and
eye-opening graphics bring the subject to life. And
this second edition contains an increased number
of examples and applications revolving around
actual companies. All told, we believe Business
Communication Today, Second Edition, captures the
dynamics of business communication like no other
textbook.

The textbook itself is the centerpiece of a com-
prehensive teaching and learning package that
targets a single goal: to successfully demonstrate
how business communication works in the real
world, thus helping students to understand the
concepts behind effective communication and to
develop and refine their own skills.

Features that link concepts
to the real world

Busimess Communication Today, Second Edition, paints
a vivid picture of the world of business communi-
cation. It offers an overview of the wide range of
communication skills used by businesspeople to
present ideas clearly and persuasively. It gives a
close-up look at communication techniques that
have led to sound decision making and effective
teamwork. Its insights into the way organizations
operate help clarify students’ career interests and

identify the skills they need for a lifetime of career
success.

Because it encourages students to view them-
selves as part of an actual organization when com-
pleting assignments, Business Communication Today
is the next best thing to on-the-job training. It
shows how standard approaches to routine assign-
ments can help them complete work quickly and
efficiently. But it also stresses that every situation
is different and advises students to think for them-
selves.

Examples from Actual Companies The oppor-
tunity to learn from other people’s successes and
failures is what sets this textbook apart from others.
To understand our commitment to that concept,
glance at the table of contents. You'll see that this
textbook was written with the cooperation of many
small and large businesses, among them such well-
respected giants as Xerox, General Mills, Apple
Computer, and AT&T.

Each chapter begins with an instructive Com-
munication Close-Up featuring a communication
expert who, in his or her own words, applies the
chapter’s concepts to common business situations.
That expert reappears from time to time through-
out the chapter to dramatize the connection be-
tween the chapter’s contents and life on the job.
This on-the-scene, internal company information
was gathered through personal interviews with our
business associates, friends, and contacts and is
exclusive to Business Communication Today.

A significant new feature in this edition is
chapter-ending projects called Communication
Challenges, which are related to the situations
described in the Communication Close-Ups. Each
chapter has one individual challenge (to give students
“on-the-job” practice in applying principles they've

Just learned) and one team challenge (to give students

an opportunity to experience collaborative writing,
the team approach prevalent in business). This
feature provides a dimension of reality unmatched
by any other textbook in the field.

37 Special Features  Boxed and strategically placed
within each chapter, Special Features are extensions
of the chapter material. Ever since the first edition
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of Business Communication Today was published, we
have been searching business publications and in-
terviewing respected authorities to provide you
with insights into the business world that are not
found in other textbooks.

The Special Features center on five well-inte-
grated themes:

® SHARPEN YOUR SKILLS. Practical pointers and
confidence-building guidelines for improving
writing and speaking skills.

® BUSINESS COMMUNICATION TODAY. Contem-
porary issues of vital importance and practical
solutions to common communication problems.

® LEGAL ALERT. Instructions on how to identify
areas of legal vulnerability, how to steer clear
of legal perils, and when to seek legal advice.

® INTERNATIONAL OUTLOOK. Tested techniques
for communicating successfully in the critical
global arena.

® TEST YOURSELF. Self-scoring tests to help stu-
dents identify their strengths and weaknesses
in skills integral to successful communication
in business.

The Special Features in the first four categories
each include a discussion question and an appli-
cation exercise—all new in this edition.

Example After Example of Letters, Memos, and
Reports Throughout Business Communication To-
day, Second Edition, you’ll find numerous up-to-
date sample documents, many collected in our
consulting work. These superb business examples
provide students with benchmarks for achievement.

The chapters on letters and memos contain
outstanding examples from many different types
of organizations and from people working in a
variety of functional areas. Many of these docu-
ments are fully formatted, and some are presented
on the letterhead of such well-known companies
as TWA, JC Penney, Kentucky Fried Chicken, and
Mattel Toys. Accompanying sentence-by-sentence
analyses help students see precisely how to apply
the principles discussed in the text. Poor and
improved examples illustrate common errors and
effective techniques for correcting them.

The report-writing chapters give examples too.
For instance, one chapter presents six case histories
of reports (one a proposal), from inception through
completion. And the last chapter of the unit illus-

trates the step-by-step development of a long re-
port, which appears in its entirety to show how all
the parts fit together.

Excellent Coverage of Today’s Most Important
Topics According to several surveys, recent grad-
uates are not prepared to handle the full range of
communication assignments that come across their
desks. Business Communication Today, Second Edi-
tion, addresses that problem in two ways: (1) by
emphasizing basic principles that can be applied to
many different situations and (2) by including
coverage of such important topics as organizational
communication, the writing process, ethics, listen-
ing, nonverbal communication, and intercultural
business communication.

The boundaries of business communication are
always expanding. So in addition to covering all
the traditional subjects, Business Communication To-
day, Second Edition, examines many new topics.
For example, because technology is so advanced
and so important in today’s business world, we
have carefully updated the chapter on office tech-
nology. The book also contains an unparalleled
discussion of employment-related topics, including
indispensable techniques for getting a job in our
service-oriented economy.

Tools that help develop skills
and enhance comprehension

Having an accurate picture of how businesspeople
communicate is important, but students need more
if they are to develop usable skills. That’s why, in
Business Communication Today, Second Edition, we've
included a number of helpful learning tools.

Checklists To help students organize their think-
ing when they begin a communication project,
make decisions as they write, and check their own
work, we've included numerous checklists through-
out the book. The checklists appear as close as
possible to the related discussions. The checklists
are reminders, however—not “recipes.” They pro-
vide useful guidelines for writing, without limiting
creativity. Students will find them handy when
they’re on the job and need to refresh their memory
about effective communication techniques.

In this edition we have
expanded the selection of documents that students
can critique and revise to 30 documents in 11

Documents for Analysis
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different chapters. Documents include letters and
memos, a letter of application and a resume, and
visual aids. This hands-on experience in analyzing
and improving documents will help students revise
their own.

Exercises and Cases A wealth of new exercises
and cases, many of them memo-writing tasks, pro-
vide assignments like those that students will most
often face at work. The exercises and cases deal
with all types and sizes of organizations, domestic
and international. And we have written them for
a variety of majors: management, marketing, ac-
counting, finance, information systems, office
administration, and many others. With such variety
to choose from, students will have ample oppor-
tunities to test their problem-solving skills.
Business Communication Today, Second Edition,
is the first business communication textbook to
include numerous cases featuring real companies:
Kodak, Nike, Merrill Lynch, Ford Motor Company,
United Airlines, and dozens of others. These cases

are yet another tool for demonstrating the role of

communication in the real business world.

Component Chapters For maximum flexibility in
designing a course tailored to students’ needs, this
textbook contains five Component Chapters. Placed
near the end of the book, they are (A) Intercultural
Business Communication, (B) Business Commu-
nication Technology, (C) Fundamentals of Gram-
mar and Usage, (D) Format and Layout of Business
Documents, and (E) Documentation of Report
Sources. Students will find them informative and
useful, even those not assigned.

Lively, Conversational Writing Style Read a few

pages of this textbook, then read a few pages of

another textbook. We think you’ll immediately
notice the difference.

The lucid writing style in Business Communication
Today, Second Edition, makes the material pleasing
to read and easy to comprehend. It stimulates
interest and promotes learning. The writing style
also exemplifies the principles presented in this
book.

We have also carefully monitored the reading
level of Business Communication Today to make sure
it’s neither too simple nor too difficult.

Learning Objectives Each chapter begins with a
concise list of goals that students are expected to

achieve by reading the chapter and completing the
exercises and cases. These objectives are meant to
guide the learning process, motivate students to
master the material, and aid them in measuring
their success.

Margin Notes Short summary statements that
highlight key points and reinforce learning appear
in the margins of Business Communication Today,
Second Edition. They are no substitute for reading
the chapters but are useful for quickly getting the
gist of a section, rapidly reviewing a chapter, and
locating areas of greatest concern.

Chapter Summaries FEach chapter ends with a
concise overview. We have included the summaries
to help students understand and remember the
relationships among key concepts.

End-of-Chapter  Discussion Questions The
Questions for Discussion are designed to get stu-
dents thinking about the concepts introduced in
each chapter. They may also prompt students to
stretch their learning beyond the chapter content.
Not only will students find them useful in studying
for examinations, but the instructor may also draw
on them to promote classroom discussion of issues
that have no easy answers.

Appendixes Business Communication Today, Sec-
ond Edition, contains two appendixes:

B BUSINESS COMMUNICATOR’S RESOURCE DIREC-
TORY. New in this edition, this appendix provides
a quick reference guide to the best books on
language and writing, the most frequently used
handbooks and manuals, key periodicals and news-
letters, the professional associations most important
to business communicators, and useful computer
data bases and software. It also lists the current
five best-selling books on the subject of careers and

job-hunting, the five best-selling wor(l—pr()cessing

programs, and the most frequently used software
for feedback on spelling, grammar, and punctua-
tion. Students will find themselves referring to this
appendix again and again as they begin their
careers.

® CORRECTION SYMBOLS. This appendix shows
some common codes to use in proofreading and
revising. The instructor can use them to grade
assignments, and students can use the appendix to
interpret the instructor’s corrections.
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Color Art and Strong Visual Program Full-color
illustrations enliven the beginning of the book and
the first-of-its-kind insert in Chapter 14, Report
Writer’s Portfolio: Creating Colorful Visual Aids
with Computers. We hope you'll agree that the
book has been attractively printed and that the
dramatic use of a second color throughout gives it
exceptional visual appeal. In addition, students will
learn from carefully crafted illustrations of impor-
tant concepts in each chapter: graphs, charts, tables,
and photographs.

Book Design The state-of-the-art design, based
on extensive research, invites students to delve into
the content. It also makes reading easier, reinforces
learning, and increases comprehension. The Spe-
cial Features do not interfere with the flow of text
material, a vital factor in maintaining attention and
concentration. The design of this book, like much
communication, has the simple objective of gaining
interest and making a point.

Revision with a purpose

In preparing the second edition of Business Com-
munication Today, we dedicated ourselves to a thor-
ough revision. Virtually every sentence has been
critically evaluated. We have made literally hundreds
of refinements. Members of the academic and
business communities have carefully reviewed it,
and we have tested it in the classroom. Instructors,
businesspeople, and students have all praised its
competent coverage of subject matter, its up-to-
date examples, its flexible organization, and its
authentic portrayal of business.

Here is an overview of the major content changes
in the second edition:

® CHAPTER 1: COMMUNICATING SUCCESSFULLY
IN AN ORGANIZATION. Now covers communication
climate, communication management, and ethics,
in addition to organizational communication.

8 CHAPTER 2: UNDERSTANDING BUSINESS COM-
MUNICATION. Integrates a more detailed and aca-
demic discussion of nonverbal communication into
the original discussion of communication theory.

B CHAPTER 3: PLANNING BUSINESS MESSAGES.
Introduces the writing process by showing how to
analyze a message’s purpose and audience and how
to decide on a main idea.

® CHAPTER 4: ORGANIZING AND COMPOSING
BUSINESS MESSAGES. Shows more clearly than before

how choosing an organizational plan and a writing
style fits into the writing process.

B CHAPTER 5: REVISING BUSINESS MESSAGES. By
discussing revision and word skills at the end of
the unit instead of the beginning, reinforces the
book’s new emphasis on the writing process.

® CHAPTER 6: WRITING DIRECT REQUESTS. Now
presents the different types of direct requests in a
more logical order and puts more emphasis on
memos.

® CHAPTER 7: WRITING ROUTINE, GOOD-NEWS,
AND GOODWILL MESSAGES. Condenses material that
was covered in two chapters in the first edition,
with a greater emphasis on internal communica-
tion, and adds material on writing directives, in-
structions, and press releases.

® CHAPTER 8: WRITING BAD-NEWS MESSAGES.
Discusses more thoroughly how to decide between
the direct plan and the indirect plan, and provides
more examples of buffers.

® CHAPTER 9: WRITING PERSUASIVE MESSAGES.
Reduces the first edition’s emphasis on sales letters
and collection letters by first discussing the uses of
persuasion in messages to both co-workers and
outsiders.

® CHAPTER 10: WRITING RESUMES AND APPLI-
CATION LETTERS. Introduces three distinct varieties
of resume, acknowledging the diverse job histories
and goals of today’s students.

® CHAPTER 11: INTERVIEWING FOR EMPLOY-
MENT AND FOLLOWING UP. Adds a discussion about
the stages of an interview, and provides pointers
on negotiation during the interview process.

® CHAPTER 12: USING REPORTS AND PROPOSALS
AS BUSINESS TOOLS. More clearly defines what re-
ports and proposals are and how they may be
classified.

® CHAPTER 13: GATHERING AND INTERPRETING
INFORMATION. Takes more of a process approach
by focusing on the planning and research phase,
and provides a clearer, more detailed discussion of
data analysis.

® CHAPTER 14: DEVELOPING VISUAL AIDS.
Strengthens the original chapter’s “how-to” em-
phasis, and provides more examples of well-de-
signed visual aids.

® CHAPTER 15: WRITING REPORTS AND PRO-
POSALS. Explains more carefully the complex or-
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ganization of long messages and the factors that
affect the choice of organizational plan.

m CHAPTER 16: COMPLETING FORMAL REPORTS
AND PROPOSALS. Elaborates on the teamwork nec-
essary to produce a formal report, and incorporates
a new section describing the elements of a formal
proposal.

® CHAPTER 17: LISTENING, INTERVIEWING, AND
CONDUCTING MEETINGS. Amplifies the discussion
of oral communication (both speaking and listen-
ing), adds information on negotiating, and provides
a better overview of group dynamics.

® CHAPTER 18: GIVING SPEECHES AND ORAL PRES-
ENTATIONS. Now shows how analysis of purpose
and audience, development of a main idea, and
development of an outline apply to speech making
as well as writing, and provides more practical
information on designing and presenting visual
aids.

= COMPONENT CHAPTER A: INTERCULTURAL
BUSINESS COMMUNICATION. Discusses subcultures
as well as foreign cultures, and provides more
practical tips.

¥ COMPONENT CHAPTER B: BUSINESS COMMU-
NICATION TECHNOLOGY. Now appears as a com-
ponent chapter instead of a regular chapter, with
updates reflecting current developments.

m COMPONENT CHAPTER C: FUNDAMENTALS OF
GRAMMAR AND USAGE. Refines the discussion from
the first edition, on the basis of feedback from
instructors, and adds some exercises.

= COMPONENT CHAPTER D: FORMAT AND LAY-
OUT OF BUSINESS DOCUMENTS. Combines infor-
mation about report formatting (which was previ-
ously in the report unit) with information about
formatting other types of documents.

® COMPONENT CHAPTER E: DOCUMENTATION OF
REPORT SOURCES. Adds information about doing
secondary research (taken from the report unit),
and expands discussion of reference citations.

® APPENDIX I: BUSINESS COMMUNICATOR’S RE-
SOURCE DIRECTORY. Provides a new classified listing
of print materials, computer resources, and orga-
nizations useful to business communicators.

® APPENDIX II: CORRECTION SYMBOLS. Divides
the first edition’s list into two parts (content and
style; grammar, usage, and mechanics), and adds
examples of how proofreading marks are applied.

A teaching/learning package

that meets real needs

The instructional package for this textbook is spe-
cially designed to simplify the task of teaching and
learning. The instructor may choose to use the
following supplements.

Study Guide This paperback book contains a
wealth of material reinforcing the information
presented in the textbook. Students who are inter-
ested in maximizing their learning will appreciate
its fill-in-the-blank chapter outlines, self-scoring
quizzes on chapter contents, skill-building exercises,
supplementary readings, and vocabulary and spell-
ing exercises. In addition, to help students brush
up on their English skills, the study guide includes
an extensive review of grammar, punctuation, and
mechanics interspersed with reinforcement exer-
cises.

Computer Software for Students The instructor
may also choose to use our interactive software,
Activities in Business Communication, which has been
revised for this edition. Three modules—dealing
with job-search strategies, vocabulary development,
and writing style—contain innovative learning ac-
tivities specifically designed to accompany the text-
book. All the modules are interactive learning tools,
so students are continually reinforced by word and
sound.

Instructor’s Resource Manual This comprehen-
sive paperback book is an instructor’s toolkit. Among
the many things it provides are a wealth of sup-
plementary tidbits of information for enriching
lectures (new to this edition), a section about col-
laborative writing (also new), suggested solutions
to exercises, suggested solutions and fully formatted
letters for every case in the letter-writing chapters,
and a grammar pretest and posttest.

An audiovisual guide is also included in the
manual. It lists over 200 videotapes, films, and
audio cassettes that can be used to supplement the
course. Fach entry is fully described and keyed to
the textbook.

The Instructor’s Resource Manual includes an
extensive bank of test questions for each chapter
(ready for duplication), carefully written to provide
a fair, structured program of evaluation.

An answer key to selected exercises in the Study
Guide is also in the Instructor’s Resource Manual.
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Acetate Transparency Program A set of 100 large-
type transparency acetates, available to instructors
on request, helps bring concepts alive in the class-
room and provides a starting point for discussion
of communication techniques. All are keyed to the
Instructor’s Resource Manual. Many contrast poor
and improved solutions to featured cases from the
textbook.

Testing Services
able:

® COMPUTERIZED TEST BANK FOR BUSINESS
COMMUNICATION TODAY. RHTest is a powerful
microcomputer program that allows the instructor
to create customized tests using the questions from
the test bank in the Instructor’s Resource Manual,
self-prepared items, or a combination. This versa-

Two major programs are avail-

tile program incorporates a broad range of test-
making capabilities, including editing and scram-
bling of questions to create different versions of a
test. This program is available for both Apple and
IBM computers.

® CUSTOMIZED TEST SERVICE. The Customized Test
Service will supply adopters of Business Communication
Today with custom-made tests consisting of items selected
from the test bank in the Instructor’s Resource Manual.
The test questions can be renumbered in any order. In-
structors will receive an original test, ready for reproduc-
tion, and a separate answer key. Tests can be ordered by
mail or by phone, using a toll-free number.

Additional Ancillary Items For information concern-
ing free videos, the Random House/Penn State University
Media Resource Library, the Random House Business
Library, the Random House Audio Library, and Report
Card (classroom management program), please contact
your local McGraw-Hill sales representative.
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