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Dear Colleague:

In teaching business
communication for more
than twenty years, I’ve
learned that students
appreciate a textbook that
L pyrioN : fully prepares them for the
' ~ real world of business.
That is why | have designed
~ atext that provides students with a solid, practical
guide to business communication and an accessible,
- engaging look into the real business world.
. I've often said, “Students leamn to communicate
by communicating—not by just reading about com-
_ municating.” The Fourth Edition of Contemporary
- Business Communication stands true to this princi-
ple. Although this text is packed with information
and examples from the real world of business, it still
,'givesstuden'ts ample opportunities to apply what
-~ they have learned, reinforce basic skills, and' analyze
.+ Obel  business problems and propose creative solutions.
=5 On the following pages, you will find an introduc-
 tion to the key features of the student text and
_Instructor's Annotated Edition, as well as a descrip-
~ tion of the support items available with the text for
‘both you and your students.
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Cordially,
- SCot'Ober
Ball State University




Opening profiles are based on actual
interviews and provide insight and
advice about business communicatio

on the job.

PART ONE

Internationally Yours

Most of the comespondence between American or
Canadian firms and foreign firms takes place in English; in
other cases, the services of 2 qualified interpreter (for oral
communication) or transtator (for written communication)
may be avallable. Even when the language is the same,
‘however, different meanings can result.

Losing Something in the Translation

Consider, for example, the miscommunication that
occurred when these phrases were translated from
English into the local language:

CORE CONCEPTS

ACROSS CULTURES 3

1086. Dot-style telephone numbers seem to be gaining
Ppopularity in the United States, where they are sometimes
viewed as classier and more elegant.

Spelling and Word Choice The British (and current and
former British colonies, such as Canada) use these

dictionary, it will probably reject those spellings. The
British also use holiday instead of vacation; lift instead of
elevator; and underground instead of subway.

Punctustion Americans put periods inside closing quota-

Spotlights on technology, diversity,
and ethics enhance student awareness of
key issues in business communica-

When communicating with intemational business col-
leagues, customers, venture capitalists, and other impor-
tant audiences, you will often find not only language
differences but also other differences.

Phone Numbers Continental (European) style calls for the
use of periods rather than hyphens or parentheses to sep-
arate parts of a phone number for example,
317.555.1086 rather than 317-555-1086 or (317) 555-

day last (1999-06-15). Because so many companies seek
1SO approval to simplify intemational trade, this y.lr
month-day style (already used b

will likely become more

Uses o subject line that s too
generol to be helpful. (it is
ot even cleor to the reader
whether you're providing or
requesting product
Information.)

PART THREE

First draft/second draft examples show
how a document evolves through rewrit-
ing and refining. Final draft annotated
models help students develop basic

writing skills.

perspective

BASIC CORNESPOND

PART THEEE BASIC CORRESPONDENCE
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Problem, Process,

b b

A BAD-NEWS MESSAGE

Product
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Faciities Manager

The 3Ps (Problem, Process, and Product)
model helps students analyze a business
situation (the Problem), determine the
specific communication strategies required
(the Process), and prepare the most effective
business communication format (the
Product) to address the situation.

checkhstz
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~ any advertisinf

Is the point of

clear manner,

Criterion &: Cug,
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page was written, first placed on the Web, and last
revised?

VA Are there any other indications that the mater!al is
kept current?

Vi matedal is presented in’
- lyst !

Checklists recap essential points for
student review.

Source: This material was compiled from a set of five checklists |
created by Jan Alexander and Marsha Tate, Teaching Critical Eval-
uation Skills for World Wide Web Resources, October 26, 1996.
http://www.widener.edu/libraries.html. (Select link “Evaluating
wgbnsmm“} wmmm 1999.




End-of-chapter exercises
reinforce a variety of communica-
tion skills: critical thinking, audi-
ence analysis, drafting, and
revising. In addition, at least one
team exercise and one Internet
exercise are provided for each
chapter. Help Wanted exercises
provide guided editing practice
to develop and reinforce revision
skills, while LAB test exercises,
which are new to this edition,
reinforce grammar skills.
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URBAN
SYSTEMS

The continuing case on Urban
Systems allows students to
experience the unique and com-
plex communication challenges
posed by workplace policies
and organizational dynamics.

It also ties to an interactive
CD-ROM simulation.

il @ Work-Team
i the five-yeay

The Company

RBAN SYSTEMS, INC. (US) IS A SMALL “START-UP™

LABtest

Retype the following news item, correcting any grammar errors according to the

rules introduced in LAB 3 on page 535.
With 14,000 i i Lightfair i has won its 1
Exercises bet that Las Vegas would be a good location for its trade show for architec- 2
tural lighting. Not only is Vegas one of the top trade show cities in the 3
0 Communication Applicg ‘world. But its streets simply shimmer with billions of bright lights. This 4
the Chapter'ORﬁnir{g P show is the biggest of the two international lighting shows planned this 5
;;; ‘;’:Z;i}f;i‘g'i::;i g year. In fact, if it wasn't for the competing smaller regional shows, this 6
Imagine that you ar| ‘would be the largest lighting show ever held. 7
meeting for February 2 The conference program at this and similar shows offer light designers 8
tising campaign for a and architects a chance to earn continuing education credits. None of the s
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WHOSE PRIMARY PRODUCT IS ULTRA

W, PAPER-THIN LIGHT SOURCE THAT
ionize the illumination industry. The
178 people at its corporate headquar-
Michigan, and in a completely auto-
Ing plant in Charlotte, North Carolina. It
Her the laws of the state of Michigan,
btely held by the founders and their

has annual sales in the $30 million
jrofit last year of $1.4 million. It is con-
ive company by the investment com-
Kl management and good earnings
‘community considers US to be a good
is a nonpolluting firm, and its officers
kal chamber of commerce and in com-

help wanted

P

October 5, 19—
Dear Shop-at-Home Customer:
‘How would you like to save big bucks on the purchase of
'your next refrigerator?
Solve your frozen-food problems by buying a new Penguin
refrigerator. The advanced technology built into the Penguin
guarantees automatic temperature control so that you don't
have to check or reset the thermostat. And the penguin is
worry-free, thanks to a ten-year warranty on parts and labor.
In addition, the Penguin comes with these features:
= 10 cubic feet of food storage
m a door rack that stores 12 bottles in an upright position
= five attractive colors

‘This roomy, efficient refrigerator safely stores your frozen
foods for only pennies per day. And by ordering before
September 1, you can save even more because we've slashed
our everyday low price by 20%
Stop the waste that comes from throwing away spoiled
frozen foods and start saving money today. Call us toll-free at
- 800-555-8755, to order your new Penguin.

Sincerely,

sus.goy/population/www/index.html). Click o
then go to the link titled Languages Spoken at Home by Persons 5 Years and Over,

treated material laminated between thin layers of clear
plastic. In effect, it is a credit-card-thin light fixture that is
bendable and that can be produced in a variety of shapes
and sizes. Operated by either battery or wall current, it
generates bright white or colored light.

Ultra Light is cost-competitive with other, more con-
ventional lighting, and its life expectancy is measured in
years. All of this, combined with the appeal of its very thin
profile, battery operation (“use it anywhere"), the evenly
distributed light it produces, and the way it can conform
to 3 variety of physical shapes, makes Ultra Light a new
product with a lot of potential.

Company History

US was founded in 1995 by two brothers, David and Marc
Kaplan. David was a chemical engineer at Industrial
Chemical, Inc., when he developed the concept of Ultra
Light while working on another project.

Paine Webber, where the pace never slows, Gwen
Salley and other investment executives have to consider
each family’s or company’s financial situation and pro-
vide factual information while at the same time building




Instructor’s Resource Manual The Instructor’s Resource Manual provides
additional teaching materials including chapter overviews; lecture and discussion
notes; supplemental lecture notes; suggested answers to and/or teaching tips for
all review and discussion questions, writing exercises, and case problems; addi-
tional 3P (Problem, Process, and Product) exercises with formulated solutions; an
answer key to grammar and mechanics exercises; fully formatted solutions to all
letter writing assignments; sample long report and memo report; and over 50
transparency masters.

PowerPoint Slides Over 150 PowerPoint slides include summaries of key con-
cepts, good/bad paired examples, and supplementary information, including
answers to selected exercises.

Acetate Transparencies Nearly 100 acetate transparencies are also available,
including summaries of key concepts, writing examples, text figures, and answers
to selected exercises.

Instructor Web Site The BusCom Online Teaching Center can be accessed via a
free password provided to instructors using this text. The site provides a monthly
newsletter with additional teaching tips and hot-off-the-press current event items
that illustrate business communication concepts, detailed lecture and supple-
mental discussion notes for each chapter, additional application exercises and
cases, the PowerPoint slides for previewing and downloading, and a forum for
exchanging ideas with the author, publisher, and other instructors around the
country teaching this course.

Test Bank and Computerized Test Bank The Test Bank and Computerized Test
Bank contain approximately 1,200 test items including multiple-choice, short
answer, true-false, revisions, and writing items.

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

NEW! Blackboard and WebCT Houghton Mifflin presents a new option for
instructors who want to create and customize online course materials for use in
distance learning, distributed learning, or as a supplement to traditional classes.
This service helps you create and manage your own web site to bring learning
materials, class discussions, and tests online. Houghton Mifflin provides all of the
necessary content for an introductory course in business communication using
Ober’s Contemporary Business Communication.




Case Study 1.

W For more on ethics and
communication, see Video

Cross-references to other

INVASION OF PRIVA(

Any unreasonable intrus
person’s right to be left 4
someone’s name or photd
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PART ONE CORE CONCEPTS IN BUSINESS COMMUNICATION

deliberately conceals some information that he or she is required to reveal (passive
fraud).

To be frag
arguments or|
stitute fraud
American-maj
ment of fact,
the most lux)
agree with th

You shoul
lent, might st
luxurious car!
cal if, in fact,

Misrepresf
deceive the of

your lectures.

Teaching tips and interesting
business examples offer addi-
tional resources for enriching

may be
and the offended party may collm monetary compensation.

Competent communicators are aware of the relevant laws and ensure that their
oral and written messages are accurate, in terms of what is communicated and what

teaching materials, such as
the Instructor’s Resource
Manual and Video Case
Studies, provide additional
support.

Cartoons in every chapter
provide humorous exam-
ples of business communi-
cation problems and oppor-
tunities to enhance the
classroom experience.

LABtest__

very freely.

ate and fed

is left uncommunicated.

CHAPTER & UNDERSTANDING BUSINESS COMMUNICATION

HAVE YOU TAKEN THE
FANDATORY TRAINING
FOR DUSINESS ETMICST

NO. BUT TF You
SAY T wxu THEN
YOULL SAVE SOME
MONEY ON TRAINING
WHICH YOU CAN_ SPEND
TO DECORATE YOUR
OFFICE
J

Competent communicators make the effort to write and speak clearly and con-
sistently and try to avoid or minimize any verbal or nonverbal barriers that might
cause misunderstandings.

Ethics and Communication

Each of us has a personal code of ethics, or rules of conduct, that might go beyond
legal rules to tell us how to act when the law is silent. When composing a business
proposal, drafting a sales letter, writing a human resources policy, or recruiting a
candidate for a job, we make conscious decisions regarding what information to
include and what information to exclude from our messages. For the information
that is included, we make conscious decisions about how to phrase the language,
how much to emphasize each point, and how o organize the message. Such deci-
sions have legal and cthical dimensions—both for you as the writer and for the
organization.

DEFAMATION

Any false and malicious statement that is communicated to others and that injures
2 person's good name or reputation may constitute defamation. Defamation in a
temporary form such as in oral is called slander; ina
t form such as in writing or videotape is called libel. The three major con-

ditions for defamation are that the statement be false, be communicated to others,
and be harmful to a person’s good name or reputation. Thus, telling Joe Smith to
his face tha he s iar and a crook does not constitte defamation (slander) unless
sh ro L lly an acceptable

rifiable information
ying, “Mr. Baker is a
ys late in making his

‘With 14,000

Retype the following news item, correcting any grammar errors according to the
rules introduced in LAB 3 on page 535.
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communication to achieve

Author-created PowerPoint
slides are reproduced in the
margins of the IAE, for easy
review and selection.
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Answers to LAB exercises
appear only in the IAE.
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s for Student Success
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NEW! Interactive Case Study CD-ROM A CD-ROM packaged with each text brings the world of
Urban Systems to life. Each case scenario is simulated so that students can virtually experience
the situation and actively solve the problem. Immediate feedback is provided by the program.
Additional scenarios allow students to work independently, while still receiving guidance when
needed.

Student Web Site 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 help with writing problems, complete enrichment
exercises designed to help them get more from the course, and get information about employ-
ment communication, available jobs, and employers.

BusCom Writer CD-ROM This CD-ROM provides a set of interactive computer modules that
guide students through the development of 10 basic business documents. Based on the text-
book’s 3Ps (Problem, Process, and Product) model, each module (1) presents students with a
unique business situation; (2) guides them through the process of analyzing the situation,
developing communication goals, and preparing the document; and (3) prompts students to
proofread and revise the finished product to meet proper writing guidelines.

NEW! Language Arts CD-ROM This CD-ROM, by Professors Johnson, Miller, and Padgett of the
State University of West Georgia, supplements the grammar and mechanics coverage in the
text through interactive review and reinforcement exercises. The six modules include Using
Commas, Spelling Exercises, Grammar Applications, Word Usage Exercises, Punctuation
Exercises |, and Punctuation Exercises Il.

NEW! CommonSpace CommonSpace is collaborative writing software developed for students
and instructors who participate in the creation and revision of a document. CommonSpace
makes the inherent complexities of multiple inputs on multiple drafts easy to organize and track.
Linked annotations in side-by-side columns offer the electronic equivalent of writing in the mar-
gins, without cluttering up original writing with invasive editing marks. Cross-platform capability
makes collaborating on a document easy, regardless of whether writers are working on
Macintosh or Windows computers.

The Business Communicator’s Guide to the Internet Provides students with a detailed intro-
duction to the Internet, specifically the use of key Internet tools and features: email, discussion
lists, newsgroups, and the World Wide Web. The text is specifically designed to help busmess
communicators conduct research and locate jobs.

The Business Communicator’s Guide to PowerPoint Provides readers with a detailed introduc-
tion to this powerful slide-creation tool and emphasizes tools and techniques for creating
effective business presentations.

The American Heritage Dictionary, Third Edition, at a special low price This acclaimed diction-
ary is an invaluable aid to student writing. It is available at a special low net price to the book-
store when ordered together with Contemporary Business Communication, Fourth Edition, or
any Houghton Mifflin College text.



able of Contents

CORE CONCEPTS

CHAPTER 1 UNDERSTANDING BUSINESS COMMUNICATION
Communicating in Organizations
The Components of Communication
Verbal Communication
Directions of Communication
Barriers to Communication
Ethics and Communication
Introducing the 3Ps (Problem, Process, and Product) Activities
Appendix: Urban Systems, Inc.

CHAPTER 2 WORK-TEAM COMMUNICATION
Communicating in Work Teams
Nonverbal Communication
Communicating in a Diverse Environment
Listening
Business Meetings
Business Etiquette

CHAPTER 3 COMMUNICATION TECHNOLOGY
Our Need to Know—Now!
Accessing Electronic Information
The Internet
Sharing Electronic Information

V403 DEVELOPING YOUR BUSINESS WRITING SKILLS

CHAPTER 4 WRITING WITH STYLE: INDIVIDUAL ELEMENTS
What Do We Mean by Style?
Choosing the Right Words
Writing Effective Sentences
Developing Logical Paragraphs

CHAPTER 5 WRITING WITH STYLE: OVERALL TONE AND
READABILITY

What Do We Mean by Tone?

Effective Business Writing

CHAPTER 6 THE PROCESS OF WRITiN»G
An Overview of the Writing Process
Planning
Drafting
Revising
Formatting
Proofreading_

VIE] BASIC CORRESPONDENCE

CHAPTER 7 ROUTINE MESSAGES
Planning the Routine Message
Routine Requests
Routine Replies
Routine Claim Letters
Routine Adjustment Letters
Goodwill Messages

CHAPTER 8 PERSUASIVE MESSAGES
Planning the Persuasive Message
Organizing a Persuasive Request
Common Types of Persuasive Requests
Writing a Sales Letter

CHAPTER 9 BAD-
NEWS MESSAGES
Planning the Bad-
News Message
Bad-News Replies
Bad-News
Announcements

REPORT WRITING

CHAPTER 10 PLANNING THE REPORT
Who Reads and Writes Reports?
Characteristics of Business Reports
Common Types of Reports
Purposes of Reports
Audience Analysis
What Data Is Already Available?
Managing Reports

CHAPTER 11 COLLECTING AND ANALYZING DATA
Collecting Data Through Questionnaires
Collecting Data Through Interviews
Constructing Tables
Preparing Charts
Interpreting Data

CHAPTER 12 WRITING THE REPORT
Planning
Drafting
Revising
Formatting
Proofreading

VAN ORAL AND EMPLOYMENT COMMUNICATION

CHAPTER 13 PLANNING THE BUSINESS PRESENTATION
The Role of Business Presentations
Planning the Formal Business Presentation
Organizing the Presentation
Work-Team Presentations
Other Business Presentations

CHAPTER 14 ILLUSTRATING AND DELIVERING THE
BUSINESS PRESENTATION
Developing Appropriate Visual Aids
Developing Appropriate Audience Handouts
Practicing the Presentation
Delivering the Presentation
Post-Presentation Activities

CHAPTER 15 EMPLOYMENT COMMUNICATION
Preparing Your Résumé
Writing Job Application Letters
Preparing for a Job interview
Communicating After the Interview

REFERENCE MANUAL

A. LANGUAGE ARTS BASICS
B. FORMATTING BUSINESS DOCUMENTS
C. GLOSSARY




To my mother-in-law, Helen Lalin, with great affection.



Preface

xiv

tudents don’t have to be convinced of the need for competent communica-

tion skills. By the time they enter the business communication class, students

know enough about the business environment to appreciate the critical role

communication plays in the contemporary organization. They’re also aware
of the role 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 text-
book that is current, fast-paced, and interesting—just like business itself. Thus, a
major objective of the fourth edition of Contemporary Business Communication is
to present comprehensive coverage of real-world concepts in an interesting and
lively manner.

This edition of Contemporary Business Communication has been extensively
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,
indeed, around the English-speaking world), changes in the discipline, and, espe-
cially, changes in the workplace itself. The following discussion highlights the fea-
tures of this complete teaching and learning system:

® Business communication—in context
Technology-centered

Work-team communication

Spotlights on contemporary issues

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

Basic skills first

Unprecedented instructor support

Additional student support materials

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,
affecting its resolution. Thus, in addition to typical end-of-chapter exercises, three
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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
managers from multinational companies (such as 3M), small entrepreneurial
companies (such as Hilliard-Jones Marketing Group), and nonprofit organizations
(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 with
m Steve Messinetti at Habitat for Humanity International
® John Grossman at CDNOW, a leading online music retailer
® Nancy Evans at iVillage, the leading women’s online network

®m Ann Withey at Annie’s Homegrown, a start-up retailer of all-natural food
products

® Steve Jarman, vice president of communications for Snapple and Mistic
Beverages

Continuing Text Examples and End-of-Chapter Exercises. Continuing ex-
amples 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
Chapter 7, students first assume the role of buyer and write a claim letter. Later, they
assume 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 a well-written persuasive request.

Such situations are realistic because they give 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
primary product is Ultra Light, a new paper-thin light source that promises to rev-
olutionize the illumination industry. A company profile is contained in the Appen-
dix 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 work-
place. The continuing nature of the case studies provides these positive learning
experiences:

@ Students are able to use richer contextual clues to solve communication
problems 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.
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® Because the same situations frequently carry over into subsequent chapters,
students must face the consequences of their earlier decisions.

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

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

m New to this edition is the inclusion of action photographs illustrating each
case—for added realism. Also new to this edition is an interactive CD-ROM
that brings each case to life by allowing students to virtually experience the
situation and actively solve the problem. The program provides immediate
feedback, and additional scenarios allow students to work independently, while
still receiving guidance when needed.

Technology-Centered

If in the 1967 movie The Graduate, the buzzword was “plastics,” today it has to be
“technology.” And with good reason. Every aspect of contemporary business com-
munication—from 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 email (with increased emphasis on the
importance of a descriptive subject line in all communications).

® Access the Internet and World Wide Web and evaluate the quality of the
information they receive.

= Format an electronic résumé and search online for a job.
= Give an electronic presentation.

® Cite electronic sources such as web pages, online journals and directories,
email, and other Internet sources in business, APA, and MLA formats.

New to this edition are six new Spotlights on Technology. There is less emphasis
on traditional technology (such as word processing), and greater emphasis on
newer technologies (such as teleconferencing, videoconferencing, and video and
electronic presentations). In addition, every chapter now includes at least one Inter-
net exercise.

Work-Team Communication

Fed by global competition and global opportunities, contemporary organizations
are making extensive use of project management, continuous process improvement,
and work teams to encourage their employees to work and communicate collabo-
ratively to solve complex workplace problems. Thus, competent communicators
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need to develop high-level interpersonal skills for working in small groups as well
as for writing and presenting collaboratively.

Work-team communication competence is another one of those “up-front”
skills students must have to benefit completely from the discussion of other busi-
ness communication topics. Many instructors assign group projects right from the
beginning of the term. Unfortunately, instructors often erroneously assume stu-
dents 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.

®m Proven methods for giving constructive feedback, including a new checklist for
commenting on peer writing.

® Work-team intercultural diversity that stresses diversity within the United
States—for example, ethnicity, gender, age, and physical abilities (new to this
edition).

Also new to this edition is at least one exercise at the end of each chapter that
provides students the opportunity to work together in teams to solve typical busi-
ness communication problems.

Spotlights 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 domestic work environment), technology in the work-
place, and the growing importance of the ethical dimensions of communicating.

Spotlights are specifically designed to reinforce criteria from AACSB (the Inter-
national Association for Management Education) for teaching the international,
technological, ethical, and demographically diverse dimensions of business. As a
matter of fact, the entire text has been designed to meet AACSB Accreditation Stan-
dard C.1.2.c, which states directly that “the business curriculum should include
written and oral communication as an important characteristic.”*

Because these are contemporary issues, all Spotlights have been updated. In addi-
tion, new to this edition are these Spotlights:

® On Ethics: Whose Idea Was This?
® Across Cultures: Race Manners (by Bruce A. Jacobs)

® On Technology: The Paperless Office? Not Yet—and Maybe Never
Browsing and Searching the Web
Using Microsoft Word to Edit a Team Document
Use You're Grammar Check Her—Four What Its Worth
Finding Printed Sources on the Internet
Converting Presentation Slides into an Audience Handout

*“Business Accreditation Standards,” AACSB Home Page, April 1999, http://www.aacsb.edu/stand5.html
(April 2, 2000).
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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 a problem (a situation that
requires a communication task), process (step-by-step guidance for accomplishing
the communication task), and product (a fully formatted finished document).

The 3Ps activities require students to focus their efforts on developing a strategy
for any message (including email messages) before beginning to compose it, and
they serve as a step-by-step model for composing the end-of-chapter exercises.

The 3Ps activities within each chapter all contain the solutions to the process
questions. The 3Ps exercises at the end of the chapter (plus additional ones in the
Instructor’s Resource Manual) pose process questions and then require the student
to provide the solutions. This format more actively engages the student in the
problem-solving process.

New to this edition are five new 3Ps activities:

® Writing an Ethical Statement

® Planning a Business Meeting

® Evaluating the Quality of Internet Data
® Writing a Concise Memo

® Writing an Unbiased Message

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.

New to this edition are annotated first-draft/second-draft models in the corre-
spondence chapters that show how a document evolves through rewriting and
refining. There are also new annotated models of the minutes of a business meet-
ing, a transmittal memo for a business report, and a research proposal, as well as a
new checklist for commenting on peer writing.

Basic Skills First

Language Arts Basics (LABs). No one can communicate effectively if he or she
communicates incorrectly. It is an unfortunate fact of life that contemporary stu-
dents today have not had the advantage of the nuts-and-bolts grammar and
mechanics instruction that their instructors took for granted in their own prior



