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Do not abbreviate this word. (page 597)

Verify the accuracy of this statement or
figure. (pages 133-134, 347-349)

Prefer active voice. (pages 132, 147-148,
172-173, 183)

Make sure subjects, verbs, and pronouns agree;
use plural verbs and pronouns with plural sub-
jects and singular verbs and pronouns with sin-
gular subjects. (pages 352, 357, 592-594)

Do not apologize in this instance. (pages
241-244)

Make sure that the appearance of your docu-
ment does not detract from its effectiveness.
(pages 182, 208-209)

Make sure the content and tone of your mes-
sage are appropriate for your specific audience.
(pages 196-203, 363, 471-473)

Be more concise; use fewer words to express
this idea. (pages 140-141)

Use a more confident style of writing; avoid
doubtful expressions. (pages 168-170)

Be consistent; do not contradict yourself.

Avoid dangling expressions; place modifiers
close to the words they modify. (page 135)

Avoid discriminatory language. (pages
173-177)

Emphasize this point. (pages 173-177)

Make the ending of your message more effec-

tive—more interesting, more positive, or more

original. (pages 232, 234, 240, 244-245, 286,
315-316, 480, 551)

Give more evidence to support this point.
(pages 271-272, 283-286)

Use expletive beginnings (such as there are or it
is) sparingly. (page 142)
Use correct format. (pages 611-624)

Avoid sentence fragments. Each sentence must
contain a complete thought. (page 591)

Use report headings effectively—descriptive,
concise, parallel, and not too many or too few.
(pages 430-433, 616)
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Use all the relevant information in the problem;
make only reasonable assumptions.

Interpret this point. Don’t simply state facts or
repeat data from tables and figures; give more
information so that the reader understands the
importance and implications. (pages 406-408)

Consider putting these ideas in a numbered
(sequence important) or bulleted (sequence not
so important) list. (pages 180, 611-624)

Reword to make your meaning clearer or to be
more precise. (pages 133-135)

Use modifiers (adjectives and adverbs) cor-
rectly. (page 592)

Express numbers correctly (either in words or in
figures). (pages 598-599) ;

Avoid obvious statements. (page 171)

Use a direct organizational pattern here—main
idea before the supporting data. (pages 228,
269-271, 307-310)

Use an indirect organizational pattern here—
supporting data before the main idea. (pages
228-229, 269-271, 310-312)

Use more original wording; avoid clichés and
avoid copying the wording from the problem or
text examples. (pages 138-140)

Use parallel structure; express similar ideas in
similar grammatical form. (pages 166-167,
431-433)

Do not make paragraphs so long that they
appear uninviting to read. (pages 167-168)

Do not confuse plurals and possessives. (pages
586-587)

Use positive language to express this idea.
(pages 142-144)

Use pronouns and antecedents correctly. (pag
592) :

Use appropriate punctuation to help your reader
understand your message. (pages 576-592)

Use direct quotations sparingly; paraphrasing is
usually more effective. (page 443)
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Put the reader in the action; state this idea in
terms of reader response or reader benefits; use
the “you” attitude. (pages 177-178)

What is the relevance of this point?

Avoid redundancy and needless repetition.
(pages 140-141)

Avoid run-on sentences. Use a semicolon to join
two independent clauses or make two separate
sentences. (page 592)

Be more specific; avoid generalities. (page 137)
Use correct spelling. (pages 599-600)

Subordinate this point. (pages 172-173,
441-442)
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Use proper verb tense—past, present, or future.
(page 441)

Express titles correctly—italicize (or underline)
titles of complete works; enclose titles of parts
of works in quotations. (pages 588-589)

Avoid a tone of insincerity, anger, flattery, con-
descension, preachiness, bragging, accusation,
or exaggeration. (pages 167, 171)

Use transition to make sentences flow smoothly
and to connect one topic with the next. (pages
164-166, 442-443)

Choose your words carefully; do not confuse
similar-sounding words. (pages 603-608)
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skills. By the time they enter the business communication class, they already

know enough about the business environment to appreciate the critical role
communication plays in the contemporary organization. They’re also aware of the
role that 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 the sixth
edition of Contemporary Business Communication is to present comprehensive cov-
erage of real-world concepts in an interesting and lively manner.

This edition of Contemporary Business Communication 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 revision was
based on helpful feedback received from current users around the country (and, in-
deed, around the English-speaking world), changes in the discipline, and changes
in the workplace itself. As illustrated later, specific numerous refinements have been
made to various features of this edition. Two important and global changes, how-
ever, are the move to an objective-based organization and the complete revision
and updating of the end-of-chapter exercises.

S tudents don’t have to be convinced of the need for competent communication

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

The sixth edition of Contemporary Business Communication lets instructors eas-
ily customize their course to meet their particular needs. Each communication ob-
jective 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 organized
around these objectives, and the particular objective being covered is identified in
the margins. All content relating to one objective is presented before moving on to
the next consecutive objective. Further, the chapter summary is organized around
each objective, as are the end-of-chapter exercises.

This means that instructors can easily assign an entire chapter or only compo-
nents of the chapter, based on the communication objectives, and then easily iden-
tify the related end-of-chapter exercises and test-bank items.
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New Student Exercises  No matter how effective a student exercise is, it begins to
lose its effectiveness over time. Long-time users of Contemporary Business Commu-
nication will be pleased to learn that all application and assessment exercises have
been revised for this edition, including the following:

® More than 100 totally new end-of-chapter exercises and minicases have been
added to this text. The ones that have been retained have been revised and
updated.

m All of the exercises for the LAB (Language Arts Basics) modules at the end of
the book are new. The old exercises have been placed on the BusCom Online
Teaching Center (http://college.hmco.com/business) for instructors to download
and use for additional practice materials for students.

® Test items in the printed test bank and computerized test bank have been
completely updated—with hundreds of completely new items; others have
been extensively revised. The test items are now organized according to the
communication objectives they cover.

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

® Business communication—in context

® Work-team communication

® Focus on contemporary issues

® The 3Ps (Problem, Process, and Product) Model
® Annotated models and checklists

Basic skills first

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, af-
fecting its resolution. Thus, in addition to typical end-of-chapter exercises, three
learning tools in this text provide more complete long-term situations that provide
a “slice-of-life” reality students will actually face on the job.

An Insider’s Perspective  Each chapter begins with an on-the job interview with
a manager from a multinational company (such as 3M), a small entrepreneurial
company (such as Hilliard-Jones Marketing Group), or a nonprofit organization
(such as the Wilderness Society). All opening vignettes continue at the end of each
chapter with a 3Ps (Problem, Process, and Product) activity.

New to this edition are chapter-opening interviews (and new end-of-chapter ex-
ercises) with the following business managers:

® Gilbert C. Morrell Jr., President and CEO, The Nucon Group
® Scott Roller, Internet Marketing Director, Texas Instruments

® Gary Davis, Vice President, Corporate Communications, World Wrestling
Entertainment, Inc.

® Bobbie Kroman, General Manager, Barnes & Noble, College Division
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Noel McCarthy, Editor-in-chief, Executive Perspectives, PriceWaterhouseCoopers
Patrick Vijiarungam, Sales Representative, Wurzburg, Inc.
Anne K. Cobuzzi, Senior Brand Planning Manager, CV, AstraZeneca

Todd Mesek, Director of Marketing and Communications, Rock and Roll Hall
of Fame and Museum

Sara Gonzilez, President and CEO, Georgia Hispanic Chamber of Commerce

® Jeff Taylor, Founder and Chief Monster, Monster.com

Continuing Text Examples and End-of-Chapter Exercises Continuing exam-
ples are often used throughout the chapter (and sometimes carried forward to the
next chapter) in both the text and end-of-chapter exercises. For example, in Chap-
ter 7, students first assume the role of buyer and write a claim letter. Later, they as-
sume the role of seller and answer the same claim letter by writing an adjustment
letter. In Chapter 8, students write a persuasive request from a subordinate; and in
Chapter 9 (about bad-news messages), they assume the role of superior and turn
down the well-written persuasive request.

Such situations are realistic because they provide 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.

Urban Systems: An Ongoing Case Study Every chapter ends with a case study
involving Urban Systems (US), a small entrepreneurial start-up company whose pri-
mary product is Ultra Light, a new paper-thin light source that promises to revolu-
tionize the illumination industry. A company profile is contained in the Appendix to
Chapter 1, and each chapter presents a typical communication problem faced by
one of the employees. As students systematically solve these 15 case studies, they face
communication problems similar to those typically found in the workplace. The
continuing nature of the case studies provides these positive learning experiences:

® Students are able to use richer contextual clues to solve communication prob-
lems than is possible in the shorter end-of-chapter exercises.

® Students become intimately familiar with the managers and the company and
must select what is relevant from a mass of data, thereby learning to handle
information overload. For added realism, each case includes an action
photograph illustrating that particular communication situation.

® Because the same situations frequently carry over into subsequent chapters,
students must face the consequences of their earlier decisions.

B Many cases require students to solve the same communication problem from
two different perspectives—thereby enhancing the concept of audience analysis.

® The cases provide realistic opportunities for practicing work-team
communication and critical-thinking skills.

Work-Team Communication

Fed by global competition and global opportunities, contemporary organizations
are making extensive use of project management, continuous process improvement,



PREF ACE

and work teams to encourage their employees to work and communicate collabo-
ratively to solve complex workplace problems. Thus, competent communicators
need to develop high-level interpersonal skills for working in small groups as well
as for writing and presenting collaboratively.

Because many instructors assign group projects right from the beginning of the
term, work-team communication competence is one of those “up-front” skills stu-
dents must have to benefit completely from the discussion of other business com-
munication topics. Unfortunately, however, instructors often erroneously assume
students already know how to work together effectively.

Chapter 2, “Work-Team Communication,” introduces these topics:

® The role of conflict, conformity, and consensus in work teams.

® Proven methods for giving constructive feedback, including commenting on
peer writing.

® Work-team intercultural diversity that stresses diversity within the United
States—for example, ethnicity, gender, age, and physical abilities.

Numerous end-of-chapter exercises provide students the opportunity to work
together in teams to solve typical business communication problems.

Focus on Contemporary Issues

Throughout the text, boxed features called Spotlights illustrate how business com-
munication is affected by three contemporary issues: the increasing international
and intercultural nature of today’s business world (with an emphasis on demo-
graphic diversity within the U.S. work environment), technology in the workplace,
and the growing importance of the ethical dimensions of communicating.

Spotlights are specifically designed to reinforce criteria from AACSB (Associa-
tion to Advance Collegiate Schools of Business) for teaching the international,
technological, ethical, and demographically diverse dimensions of business.
Because these are contemporary issues, all Spotlights have been updated.

New to this edition are “Communication Snapshots”—colorful graphics that
present up-to-date factoids about issues directly relating to contemporary business
communication.

Today, if there is one business buzzword, it has to be “technology”—and with good
reason. Every aspect of contemporary business communication—f{rom determining
what information to communicate to processing the information and sharing it—
depends on technology. In Contemporary Business Communication students learn to:

® Compose, format, and manage e-mail.

Evaluate the quality of the information accessed from the Internet.

® Format electronic and HTML résumés and search online for jobs.

B Give electronic presentations, including preparing effective audience handouts.
® Cite electronic sources such as Web pages, online journals and directories,
e-mail, and other Internet sources in business, APA, and MLA formats.

Throughout, the text places major emphasis on newer technologies (such as
teleconferencing, videoconferencing, and video and electronic presentations). In
addition, numerous end-of-chapter exercises provide experience in obtaining, eval-
uating, and using Internet data sources.
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The 3Ps (Problem, Process, and Product) Model

The 3Ps (Problem, Process, and Product) models and activities, with their step-by-
step analyses of typical communication tasks, have been one of the most popular
features of previous editions. These models comprise the problem (the situation
that requires a communication task), the process (step-by-step guidance for accom-
plishing that task), and the product (a fully formatted finished document).

The 3Ps activities require students to focus their efforts on developing a strategy
for any message (including e-mail messages) before beginning to compose it, and they
serve as a step-by-step model for students when they compose their own messages.

The 3Ps activities within each chapter all contain the solutions to the process ques-
tions. The 3Ps exercises at the end of the chapter (plus additional ones in the Instruc-
tor’s Resource Manual, on the instructor’s website, and in Eduspace in the BusCom
Writer tutorials) pose process questions and then require the students themselves to
provide the solutions, thereby more actively engaging the student in the problem-
solving process.

Annotated Models and Checklists

Full-page models of each major writing task appear in this edition, shown in com-
plete ready-to-send format, so that students become familiar with the appropriate
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 grammar and mechanics rules presented in the Ref-
erence Manual.

The 19 Checklists recap the essential points for composing each major type
of communication and serve as a blueprint when students compose their own
documents.

Basic Skills First

Language Arts Basics (LABs) No one can communicate effectively if he or she
cannot communicate correctly. It is an unfortunate fact of life that many contem-
porary 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 edu-
cation. Students must learn these basic skills at some point, and the collegiate busi-
ness communication course is probably their last opportunity.

The six LAB exercises in the appendix of Contemporary Business Communica-
tion systematically teach and test the most frequently occurring and most frequently
misused rules of English grammar and mechanics:

1. Parts of Speech

2. Punctuation—Commas

3. Punctuation—Other Marks
4. Grammar

5. Mechanics

6. Word Usage

Each chapter in the text ends with a LAB test that systematically reinforces the
language arts rules presented in the appendix. Instructors can use the LAB exercises
and LAB tests as needed to ensure that their students have an opportunity to
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demonstrate their strategic business communication skills without allowing gram-
mar and mechanics deficiencies to interfere with their communication goals.

SCANS Competencies In its report Learning a Living, the U.S. Department of
Labor Secretary’s Commission of Achieving Necessary Skills (SCANS) defined the
skills U.S. workers need for workplace success. Clearly identified in this report were
needed workplace competencies in using resources, acquiring and processing infor-
mation, developing interpersonal skills, understanding and working with systems,
and using technology. Since then, numerous state higher education commissions
have required that postsecondary textbooks indicate the extent to which they teach
and apply these competencies. The Instructor’s Resource Manual identifies every
SCANS competency taught and applied in Contemporary Business Communication.

Revising—The Real Communication Skill Students learn at least as much from
revising as from drafting their documents. The Instructor’s Resource Manual provides
handout masters for “Help Wanted” exercises for Chapters 7 through 15. These exer-
cises present a sample student-written draft, marked up with typical instructor or
supervisor comments, which students then revise and resubmit as homework.

The purpose of these exercises is to provide students with guided editing prac-
tice. The content is a complete business document (instead of isolated sentences),
and guidance is provided regarding the writing weaknesses to look for (instead of
just providing a complete “bad” document and asking students to revise it). Both
rhetorical and stylistic weaknesses are identified for students to correct.

In addition, annotated first-draft/second-draft models in the correspondence
chapters show how a document evolves through rewriting and refining.

Unprecedented Instructor Support

The sixth edition of Contemporary Business Communication provides unprece-
dented instructor support.

Ask Ober  Contemporary Business Communication takes the concept of commu-
nication to a new level. The “Ask Ober” feature (e-mail: askober@ober.net) permits
and encourages direct dialog between you or your students and the textbook author.
Whenever you or your students have a question or comment about this text or about
the business communication curriculum, ask Ober. Add this e-mail address to your
own contacts list and include it in your course syllabus. (Please ask students to copy
you on any e-mail so that both you and your students receive a personal response
from the author.) You and your students have never been so connected.

New to this edition is an “Ask Ober” column in each chapter. This column con-
tains actual questions received from the hundreds of instructors and students who
have made use of this unique form of communication—along with the author’s
responses.

Instructor’s Annofafed Edition In the typical collegiate business communica-
tion department, a large number of faculty are adjunct instructors—often with
extensive work experience but with less experience actually teaching business com-
munication. The Instructor’s Annotated Edition provides specific, accessible teach-
ing aids, such as these:
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® Miniature copies of the PowerPoint slides and handout masters shown in
the text margins of the IAE so that instructors can see immediately what
enrichment materials are available for each section of the text.

® Marginal notes that reference related sections in the teaching support package
for suggested solutions to text exercises and additional exercises.

® Teaching tips and interesting business examples that offer resources to enrich
lectures.

Instructor Website The BusCom Online Teaching Center (http://college.hmco
.com/business) can be accessed via a free password provided to instructors using this
text. The site contains detailed lecture and supplemental discussion notes for each
chapter, additional application exercises and cases, PowerPoint slides and handout
masters to preview and download, and a forum in which to exchange ideas with the
author, publisher, and other instructors around the country teaching this course.

PowerPoint Slides  The PowerPoint program consists of more than 300 author-
prepared slides, including summaries of key concepts, paired good/bad examples,
and supplementary information such as answers to selected exercises. For added in-
terest, the examples used in the slides are all different from those used in the text.

Instructor Newsletter ~ An online monthly newsletter features additional teaching
tips and hot-off-the-press current event items that illustrate business communication
concepts. Through a new listserv provided by Houghton Mifflin Company, instruc-
tors may now also request that the newsletter be sent to them regularly via e-mail.

Eduspace® Powered by Blackboard™ Houghton Mifflin’s online learning tool
is a customizable, powerful, and interactive platform that provides instructors with
text-specific online courses and content in multiple disciplines. Eduspace gives an
instructor the ability to create all or part of their course online using the widely rec-
ognized tools of Blackboard and quality text-specific content. Content includes Lab
Manual diagnostic tests, auto-graded quizzes based on BusCom Writer Tutorials,
and supplemental study materials. Instructors can modify that content or even add
their own.

BusCom Writer Tutorials are a special component of the Eduspace program ac-
companying Contemporary Business Communication. Each of these self-paced tuto-
rials, based on the textbook’s 3Ps (Problem, Process, and Product) model, presents
students with a unique business situation and guides them through preparing a fin-
ished product.

Blackboard and WebCT Support Houghton Mifflin provides specific assistance
for instructors who want to create and customize online course materials for use in
distance learning or as a supplement to traditional classes. This service helps in-
structors create and manage their own websites to bring learning materials, class
discussions, and tests online. Houghton Mifflin provides all the necessary content
for an introductory course in business communication using Contemporary Business
Communication.
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Instructor’s Resource Manual The Instructor’s Resource Manual includes sam-
ple syllabi, correlation of SCANS competencies to text material, grading rubrics (ob-
jective forms to help instructors evaluate student work), and suggestions for guiding
students in developing a writing portfolio. In addition, the manual provides chapter
overviews, lecture and discussion notes, supplemental lecture notes, suggested an-
swers to and/or teaching tips for all writing exercises and case problems, additional
3Ps (Problem, Process, and Product) exercises with formulated solutions, an answer
key to grammar and mechanics exercises, fully formatted solutions to all correspon-
dence assignments, and a sample long report and memo report.

Also included are 70 handout masters, which include in-class worksheets, check-
lists that can be used as evaluation forms (grading rubrics) for student writing,
model assignments, and “Help Wanted” editing exercises.

Test Bank and HMClassPrep with HMTesting HMClassPrep with HMTesting
contains all instructor resources including the complete IRM, the PowerPoint
slides, the Test Bank, and HMTesting. The Test Bank and HMTesting contain ap-
proximately 1,200 test items, including multiple-choice, true/false, and short-an-
swer items, most of which are new or extensively revised. HMTesting is software
that allows instructors to prepare examinations of any quantity and combination of
questions from the Test Bank. The instructor can produce a test master with alter-
native versions for easy duplication.

Overhead Transparencies Nearly one hundred color transparencies are avail-
able on the instructor website, including summaries of key concepts, writing exam-
ples, text figures, and answers to selected exercises.

Video Program Video case studies of well-known companies reinforce text con-
cepts by directly relating them to the footage being shown. In addition, discussion
questions and suggested writing assignments are provided for each video.

Innovative Student Support Materials
A wealth of additional learning materials completes the sixth-edition package.

® Student Website. The BusCom Online Learning Center provides students
with a one-stop guide to the world of online business communication. Here
they can learn more about the Internet, locate business information, get addi-
tional help with writing problems, complete ACE quizzes designed to assess
students’ understanding of chapter and Lab Manual content, test vocabulary
knowledge with flash cards, take practice chapter tests, and get information
about employment communication, available jobs, and employers.

® Urban Systems Case Study CD-ROM. This innovative case study simulation
provides a total immersion experience for students. Based on the Urban Systems
end-of-chapter continuing case, the CD-ROM brings business communication
challenges to life by allowing students to virtually experience the situation and ac-
tively solve the problem. Within each of the 15 modules, students take on the role
of an employee at Urban Systems who needs to solve a basic communication
problem. In keeping with the text’s overall emphasis on technology and real-
world experience, each scenario involves a series of daily communication tasks
encountered in any modern office—reading e-mail, listening to voice mail mes-
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sages, and sorting through a variety of in-box materials. The CD program pro-
vides immediate feedback for all exercises, as well as additional guidance when
students work independently to address the communication challenge at hand.
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