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Preface

When confronted with taking a business communication course, students may
not realize the immense value of possessing communication competencies.
They may ask such questions as these: Isn’t knowing the theories and con-
cepts of the field of business all | need to succeed in the corporate setting? Is
communication really important for a career in business?

Knowing the theories and concepts of the field of commerce is important,
but communication skills will probably be the basis for a businessperson’s
success or failure. A recent study, for example, indicates that the two most im-
portant factors in current business hiring decisions are attitude and communi-
cation skills." Other investigations suggest that specific skills needed to be
successful in the corporate world include an understanding of and skills in de-
cision making, intrapersonal communication, listening, interpersonal commu-
nication, interviewing, group communication, public speaking, and business
writing.?

The topics in Business Communication in a Changing World have been
arranged so that students first learn about the field of communication and the
role of communication in business settings. The foundational understandings
are further examined by investigating ethical communication, listening, and
verbal and nonverbal signal systems. The learner as a personal and other-
centered communicator in interactions, interviews, and meetings is then ex-
plored. Investigating the communicator as a public speaker and a writer com-
pletes the study. During this analysis such factors as the roles of culture,
gender, and the changing nature of today’s business organization are central
to the discussion.

Business Communication in a Changing World is intended for use in busi-
ness communication courses. The approach, the language, the examples, the
format, and the emphasis on oral communication with the inclusion of written
communication attempt to address what it takes to become a successful busi-
ness communicator. Each area is grounded in the research base of the field.
Because chapters are not interlinking, they can be used in an order that paral-
lels the philosophy of the instructor.

We have tried to portray the most accurate and meaningful picture of the
world of work by making the coverage practical. Features have been incorpo-
rated that should make learning both interesting and relevant. We have in-
cluded an abundance of real business examples and references, factual sce-
narios from the world of work, interviews with professionals on a range of
job-related topics, actual world simulations to be used to apply the strategies
presented, and experiential activities to allow for practice of the skills and
knowledge being acquired.
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Preface

The world of business is ever changing. The altering demographics of the
United States, the extension of business into a global market, the shift of the
Northern American business from manufacturing to service . .. all of these
factors have been confronted. Attention is given to such diverse topics as cul-
ture, harassment, conflict resolution, dealing with difficult people, the role
of self concept, gender communication, and dealing with communication
anxiety.

We hope that Business Communication in a Changing World assists the
reader in becoming a successful businessperson—successful because she or
he is an effective communicator.

We appreciate the valuable comments and suggestions of the following
people, who kindly reviewed this manuscript: Joan W. Aitken, University of
Missouri at Kansas City; Ellen Bonaguro, Ithaca College; Virginia W. Cooper,
Old Dominion University; Jody Culp, MBR Consulting; Marianne Dainton,
Lasalle University; Lynn Harter, University of Nebraska at Lincoln; Lawrence
W. Hugenberg, Youngstown State University; Paula Krivonos, California State
University; Melanie S. Mason, University of Nebraska at Kearney; Marian
McLeod, Trenton State University; Frank Joseph Routman, Case Western Re-
serve University; Kristi Schaller, Georgia State University; Stuart M. Schrader,
Indiana University/Purdue University at Indianapolis; Rebecca Soper, North
Carolina State University; Margaret Underwood, Western Kentucky Univer-
sity; and Paula Yerty, Des Moines Area Community College.

Roy Berko
Andrew Wolvin
Rebecca Ray
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The Business of
Communication

EXPECTED OUTCOMES

After completing this chapter, you should be able to:

Understand that communication in an organization is highly complex.
Recognize how the changing nature of organizations impacts their commu-
nications.

Be familiar with current initiatives of quality and re-engineering as they in-
fluence organizational communication.

Be able to identify the linear, interactive, and transactional processes of
communication.

Know that an organization’s communication is modified by its culture, cli-
mate, communication channels, and communicators—at the executive,
managerial, supervisory, and employee levels.

en my lawyer called to say that the final approval had come
through on my purchase of an existing fast food franchise, | was ex-
cited and nervous. | always wanted to run my own business. | soon
realized, however, that with opportunities come challenges. The
staff had been very comfortable with the previous owner, so they
weren't particularly open to change. They tested my authority. The
counter help started to wander in late. The assistant managers didn’t
seem to have much enthusiasm. Customers complained of waiting
in long lines. | was overwhelmed. Ironically, while all this was
going on, | received a questionnaire from my college’s business
school askmg me to evaluate my educauon ! wrote only one com-

egrée program? All my probfems rrght now are commu-
nication problems, and I’'m not equipped to handle them!”



