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The Visual Sampler

n successful business com-

s

munication, process and product PROCESS

are closely related. The second
edition of Business Communication:

Process and Product continues its
emphasis on a consistent, logical
process approach that you can apply

to solve communication problems

and create successful communication

USINESS

amnenecalion.
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:"{ “
1 .

Product represents the wide
PRODUCT range of communication skills and
applications today’s successful
business people must have at their
command. Both process and
product are presented visually for

quick comprehension and lasting

retention.
Chances to learn from the best—

products—both written and oral.
And the manner of presentation continues to be inno-
vative. Author Mary Ellen Guffey introduces unique
visualization techniques that involve you actively in
learning communication skills and applying them effec-
tively. In addition to state-of-the-art graphics, you'll
find model documents and inside tips from some of the
country’s best-run and most-respected organizations.
Process is a strategy developed early and applied
consistently throughout ;he book. Easy-to-follow
models translate theory into concrete visuals so
that you can see the process in action and apply it
yourself. You'll learn to analyze a problem, organize
your ideas logically, and express your ideas correctly
and persuasively.

in the form of excellent model
documents—appear in every chapter. Among them are
résumés for job hunters, memos that monitor opera-
tions and gain support, business letters that satisfy cus-
tomers and deliver information, and reports that ana-
lyze problems and offer solutions.

In the Visual Sampler that follows, you'll see the
process, products, and features of Business Com-
munication: Process and Product. You'll also see
current coverage of topics essential to contemporary
business communicators, including critical thinking,
the Internet, World Wide Web, E-mail, and other
technological tools. These features will introduce you
to the process of successful business communication
and show you how to convert that process into effective

products.



ritten and oral communication, is developed fully and

e you, you'll understand and remember this multi-stage
izing-composing, and revising-proofreading-evaluating.
pters 3, 4, and 5), the 3-X-3 process is then applied to
ow. Process visualizers are colorful graphics that summa-
specific problems. By consistent repetition and applica-
roblem-solving strategy you can take with you and use

ss easy to understand and easy to remember.

Figure 9.3 Persuasive Favor Request

Research: Study the receiver's inter-
ests and find ways to relate this re-
quest to the reader's interests.
Organize: Gain attention by opening
with praise or a stimulating remark.
Build interest with explanations and
facts. Show how compliance benefits
the reader and others. Reduce resis-
tance by providing ideas for the dinner
talk.

Prepare first draft on a
computer.

. Dallas-Fort Worth Chapter
American Marketing Association
P.O. Box 3598
Dallas, TX 74209

January 28, 1997

Mr. Elliott P. Tarkanian
ummm Western Division
‘Toys “R” Us, Inc.

Dallas, TX 76232

Dear Mr. Tarkanian:

One company is for products in Japan.
Mompw.wm.mm-‘x'm mmmpndmmm

in Amimachi, Jmmnmw-mmm u'lm
story has also raised mm W.mmm*a'u-
circumvent, local trade restrictions? How solve the

system? mmmmwmmmmdamhw

The members of the Dallas-Fort Worth chapter of the American Marketing
Association asked me to invite you to speak at our March 19 dinner meeting on «— -
Notes indirect o Door to Trade.” Br i

American 1 mn-.

Piques reader’s

owmmm
of ,mmmmdnmmd
to hear your war story.

by making the talk “bmmmnuﬂmmm'm Most
minutes long.

to organize Can we count on you to join us u@mnvpm.mmnmm’n
Inn in Grand Prairie? Just call me at (214) 860-4320 by




Career Track Profiles, in-depth interviews with
successful business communicators, open each
chapter. Since many of those profiled are front-line
employees in entry-level or mid-career positions,
you can relate to their “in-the-trenches” experiences

easily. These interviewees discuss their careers and

employers, offering practical advice that directly

relates to the material covered in the chapter.

As you discover how strong communication skills

helped these communicators move into rewarding

and often unexpected new careers, you can look to

the profiles to inspire you and serve as role models

for your own career track ascent.

412 PART FOUR Repors and Proposals

Spotlight on
Communicators

Start at the library, ad
vises Ruth Owades
who has founded two
successful companies
Gardener’s Eden and
Calyx and Corolla.
Whether you're consid:
ering the feasibility of
an action or an entirely
new business, you
need facts. Extensive
research in the card
catalog helped her
learn about flowers,
florists, marketing, and
advertising. She also
used books to lear
how to write a conci
business plan that
helped finance her $10
million mail-ordor
flower business with
headquarters in San
Francisco

Justification/recommenda-
tion reports follow the direct
or the indirect pattern de-
pending on the audience and
the topic.

[7] Determine degree of formaliey. Use an informal, conversationsl witing stle
unless the audience expects a more formal tone.

[7] Enhance readabilicy with graphic highlighing. Make lieral use of bulets,
numbered and lettered lists, headings, underlined items, and white space.

Summary/Conclusion
[7] When necessay, summarize the report. Brifly revies che main points and dis-
cuss what action will follow.

[7] Offer a concluding thoughe. I relevant,express appreciacion or descibe your
willingness to provide further information.

Analytical reports differ significandy from infe ional reports. Although
(hw:kmool.lccundpmldandndy analytical reports also analyze the data
and ry'pla.“y ty © p:mud: rudu 1o accept the conclusions and act on the
| reports h facts; analyrical reports em-

phasize reasoning and conclusions.
For some readers analyuml feports may be organized directly with the conclu-
sions and near the irectness is iate when

the reader has confidence in the writer, based on cither experience or credentials.
Front loading the recommendations also works when the topic is routine or famil-
iar and the reader s supportive.

Directness can backfire, though. If you announce the recommendations too
quickly, the reader may immediately object to a single idea, one that you had no
suspicion would trigger a negative reaction. Once the reader is opposed, changing
an nnfzvonble mmd-m may b: d.lﬂim.ll or unpnmble A reader may also think
you have d or i if you lay out all the
recommendations before explaining how you arrived at them. When the reader
must be led through the process of di g the solution or
use the indirect method: present conclusions and recommendations last.

Most analytical reports answer questions about specific problems. How can we
boost sales to baby boomers? Should we close the El Paso plant? Should we buy or
leasc company cars? How can we improve customer service? Four typical analyticl
reports answer business q ion reports, feasibility
reports, yzrd.mck reports, and research studies. Because these reports all solve
problems, the categories are not mutually exclusive. What distinguishes them is
their goals and organization.

Justifi R )

Both managers and employees must occasionally write reports that justify or rec-
ommend something, such as buying equipment, changing a proccdure, hiring an
i or investing funds. Large organizations
sometimes prescribe how these reports should be organized; they use forms with
conventional headings. When you are free to select an organizational plan yourself,
however, let your audience and topic determine your choice of direct or indirect
structure.

Career

Mzcrosoﬁ‘

remember
-
being 22, u
S0 right out of

college, and think-

ing, 'I'm not suc-
cessful right now,
and I'm pretty sure

Corpomtzon

in the world. It de-
signs, develops,
markets, and sup-
ports software for
personal comput-
ers. The company's
immense profits re-

I'm not going to be WMu'msoﬁ, sult largely from its
success!ul. next e’ B MS/DOS and Win-
year. My life is a A Y dows programs,
failure." 4 feeling that any- which account for

Like many col- one can ask any- nearly 90 percent of
lege graduates, ding pf‘myqng, b the world's PC op-

Mario Juarez ~ de-

spaired when his

degree (in journalism and mass
communication) didn’t immediately
unlock the doors to a secure career.
Without a clear career path in sight,
he followed his heart and his
dreams, developing writing and
journalism skills in adventurous
spots. He worked as a reporter for
radio stations in Alaska, traveled in
Europe and New England, and,
when he needed quick cash, wrote
computer documentation. Settling
on the West Coast, Mario signed
on as a temporary technical writer
t the Microsoft Corporation eight
after graduation.

-Based in Redmond, just outside
ttle, Washington, Microsoft was
n to become the largest and

ost profitable software company

erating software.

And its youthful co-
founder and chairman, Bill Gates,
became the
America

richest man in

Mario joined Microsoft during
its most explosive growth period.
Building on his writing, journalism,
and computer skills, he moved
from a temporary position to
eventually become manager of

aggressive—and also extremely ef-
ficient and knowledgeable.”

Mario has watched Microsoft
grow into a huge company with
over 14,000 employees on a cam-
pus of 400 acres. Keeping the lines
of communication open and infor-
mation flowing in such a large orga-
nization is a difficult but critical task
Bill Gates particularly wants com-
munication to be open and free of
regulation. The right things must be
communicated to the right people
at the right time without excessive
channels of approval or restrictions.

One tool that facilitates open
communication at Microsoft is elec-
tronic mail (E-mail). Every new em-
ployee gets a computer and is auto-
matically connected to the
company network. “E-mail is a
says Mario. "At
Microsoft there's always been a

great equalizer,”

feeling that anyone can ask any
thing of anyone. The lowliest tech
nical writer or administrative assis-
tant can E-mail a suggestion to ane
of our senior VPs or even to Bill

ploy C He
also serves as editor of MicroNews,
the weekly company newspaper.
“One of the intangible benefits of
my job is that | get to see Bill Gates
in action. And | am in awe of the
guy,” confesses Mario. "Blessed
with an incredible business mind,
he's also one of the best engineers
in the company. Some people re
gard him as ruthless; actually, he's

Gati d look forward to a re-
sponse. It might take a while, but
all senior people read their E-mail
personally and respond.”
Employees are expected to ana-
lyze the way things are being done
and offer suggestions for improve-
ment. “We have a very flat hierar-
chy of command here,” says Mario.
“I'm sure Bill Gates would be dis-

mayed if any employee did not feel




208 Part THREE Letters and Memos

nce viewed as the panacea of
°pauer~c\ogged offices, E-mail
is fast becoming a brain dump,
complain many users
Because of its remarkable advan-
tages, electronic mail rapidly revolu-
tionized business communication in
the 1990s. Even its greatest critics
would not dispute these E-mail
benefits.
® Heduces telephone tag, shrinks
teiephone bills, and improves
response times

Eliminates time barriers en-
abling users to send and receive
messages 24 hours a day, 365
days a year

Shortens the cycle of written
communication because mes-
sages need not be rekeyed

Encourages open communica-
tion and flattens corporate hier-
archies

Accelerates decision-making, ro
duces telephone interruptions,
and facilitates meeting planning

Enhances workday flexibility by
allowing people to work at
home or at remote locations

So what’s the beef? Users now
complain of information overload.
They're receiving too much E-maill
It's not unusual for managers to re-
ceive 50 to 150 messages daily, all
demanding reading and response
Computer systems are increasingly
clogged with hundreds of unsorted
electronic messages, some impor-
tant and many not so important. E-
mail is so convenient that people
use it for everything. One manager

YTEcuamOoLOGY

E-Mail: Brain Dump or
Communication Enbancer?

griped, “It's a brain dump. | think
50 percent of E-mail is a complete
waste of time to the person who
receives it.""!

Just a flick of a key distributes a
message to an entire organization.
As a result, many E-mail users are
overwhelmed by the rapid accumu-
lation of messages. One Fortune
500 manager had a system in
which each mailbox held 458 mes-
sages. After maxing one out, the
manager would open a second
mailbox, which also quickly filled
up. Eventually, the company called
in consultants to teach its man--
agers how to keep up with the vol-
ume of mail and to dispose of
acted-on messages.

Here are some of the sugges
tions given by consultants to orga
nizations striving to help users con
trol their E-mail glut:*

® Designate a special E-mail team
to develop procedures for get-
ting the most out of the system.

Preprogram functions keys to
capture time-saving keystrokes
such as calendar reminders and
delete functions.

Create electronic files for mes-
sages that must be saved.

Organize electronic subject fold-
ers for quick retrieval of filed
messages.

Name a common folder or elec-
tronic bulletin board where
senders can route reports and
memos meant for general distri-
bution

Recommend that a busy man-
ager give his or her computer
access codes to a trained and
trusted assistant to screen un-
wanted messages.

Set up formal training for every-
one using an organization’s E-
mail system.

Properly managed, E-mail can en-
hance communication and boost
productivity. The trick, though, is all
in the managing.

Career Track Application
Conduct a class discussion cen-
tered on the use and abuse of E-
mail. Who is using E-mail at homo
or on the job? What kind of mes-
sages are sent? What do users like
about E-mail? What complaints do
they have? Is E-mail iate for

< Communicating by computer is almost
mandatory for today’s businesspeople. And no book
in the field better prepares you to be immediately
productive than the second edition of Business
Communication: Process and Product. So that
you can “hit the ground running” when you begin
using information technology on the job, the
second edition provides countless tips, guidelines,
and boxes with secrets for effective use of
computers. For example, this technology box
discusses how to control E-mail, which can over-
whelm untrained users. Other boxes advise you
in using computers to compose and revise
documents, to conduct research, to make charts,

and even to make multimedia presentations.

personal messages on the joby:
safe for transmitting confidet
formation? Should company
lines for use be established?

CHAPTER 11 Report Planning and Rescarch 349

Figure 11.9 Internet Session: Typical World Wide Web Research Sequence

Alan starts his
search for
information
about
recycling by
accessing
Netscape’s
“Internet
Search” page
(address or

Netscape |
NAVIGATOR ]

com/home/
internet-
search.html)

Alan decides
to use a
WebCrawler

for his search

and therefore,
with his

mouse, clicks
onthe —
appropriate
underiined
phrase. (All
underlined
phrases or
“links" on
page are
“clickable.”)




To help you recognize and apply intercultural
sensitivity and ethical considerations in all
communication settings, Dr. Guffey integrates these
concepts throughout the book. This integrative
approach puts ethical conduct and cross-cultural
tolerance in context, rather than isolating these
increasingly important considerations from the
reality of day-to-day business interactions.
Discussion appears in the text wherever relevant,
along with Ethics and Cross-Culture boxes. An
“Ethical Issues” question for class discussion also

appears in every chapter.

CrAPTER 2 Expanding Communication Power: Listening, Nonverbal, and Interculrural Skills 53
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he international management

consulting firm of Burns &
McCallister finds itself in cultural
hot water. The problem? It refuses
to send female executives abroad
to negotiate contracts in certain
countries.

Despite its current bad publicity,
Burns & McCallister has previously
earned a reputation as a liberal firm
that encourages the employment of
women, Over 50 percent of its part-
ners are female, and both Working
Woman and Working Mother maga-
zines have ranked it among the na-
tion's top firms for women. it
attracts women by offering excep-
tional benefits, such as flexible
hours, family leave, home-based
‘work, and part-time partner-track

Silent Women. Why, then, does
it send only male partners on cer-
tain assignments? In over fifty
years of consulting, Burns &
McCaliister has learned that the cul-
tures in certain countries do not al-
low women to be treated as they
are in America. In some cultures,
for example. women are not per-
‘mitted to speak in a meeting of
men. Although clerical help in these.
cultures might be female, contacts
with citents must be through male
partners or account executives.
Japan, for example, has a two-
track hiring system with women
represented in only 3 percent of all
professional positions. Other
women in the work force are uni-
formed office ladies who do the fil-

CHAPTER 6 Direct Lerters

ments. Such statements. a:':ox
easily written because ire

183

of those countries?

Cultural and Ethical
Dilemma for Women
Managers

ing and serve tea. They generally
are pressured to leave the work
force when they marry in their mid-
twenties. A recruiting brochure for
Dentsu, a large Japanese advertis-
ing firm, pictured the typical Dentsu
“Working Girl" and described only
her attractive physical characteris-
tics.™ In America, such a sexist ad
would infuriate women. But atti-
tudes toward working women differ
in other cultures.”

Company Justification. In de-
fense of its ban on sending women
to negotiate in certain cultures, the
head of Burns & McCallister said:
“Look, we're about as progressive
a firm as you'll find. But the reality
of international business is that if
we try to use women, we don't get
the job. It's not a policy on all for-
eign accounts. We've just identified
certain cultures in which women

eloping Tolerance. Working among people from different cultures de-
ds tolerance and acceptance of diversity. Closed-minded people cannot look
ond their own cthnocentrism. But as global markets expand and as our own so

will not be able to successfully land
or work on accounts. This restric~
tion does not interfere with their ca-
reer track,”

The National Organization for
Women (NOW) argues that Burns
& McCallister should apply its
American standards throughout the
world, Since women are not re-
stricted here, they should not be re-
stricted abroad. No special policy,
especially one so discriminatory.
against women, should be insti-
tuted for cultures that vary from
ours. Our culture treats women
fairly, and other cultures should rec-
‘ognize and respect that treatment.
Unless Burns & McCallister stands
up for its principles, change can
never be expected

Career Track Application

Organize a debate or class discus-
sion focused on these questions:
On what grounds do you support or
oppose the position of Burns &
McCallister to prohibit women from
negotiating contracts in certain cul-
tures? Should American businesses
impose their cultural values abroad?
Should Burns & McCallister sacri-
fice potential business to advance a
high moral position? If the career
advancement of women within the.
firm is not affected by the policy,
should women care? Do you agree
with NOW that change cannot oc-
cur unless Burns & McCallister
takes a stand?

d women to negotiate in certain countrics, the company enraged some
ymen’s rights groups. Bu was Burns & McCallister actually respecting the cul-




Critical Thinking Case Study
Helping McDonald’s Find
a New Hitwich

with advertising

McDonald's for be-

coming a lumbering
cash cow in a ma-
ture industry. Unable
to compete with
more nimble fast-
food purveyors and
unwilling to budge
from its rigid menu, McDonald's.
said its detractors, had reached a
saturation point and must plummet
from its king-of-the-mountain perch.

But the doomsayers were
wrong. With a new store opening
every eight hours, McDonald's re-
mains the nation’s most profitable
major retailer. Although fresh out
lets continue to pop up in fast-
growing U.S. suburbs, its major
growth has been abroad
McDonald's now has restaurants
on all continents of the world ex-
cept Antarctica. Some analysts say
that today's McDonald’s is the
most awesome service machine
on the planet and a virtual blueprint
for taking a service organization
global

Much of its global triumph re-
sults from its incredible marketing
program, which blankets the globe

128

cultural communication, listening and nonverbal
communication, ethlcal communicaﬁ,dn, persuasive
messages, reports and proposals, and employ-

ment communication. Case study questions help
you analyze data and alternatives often in a

team environment.

ecently an-
n‘ Regimentason may
doomed be the key to
(McDonald’s|
global success, but
its rigid menu may

also open the door
to ultimate failure.

and p: A
$1.4 billion annual
global  budget
makes McDonald's
the most adver-
tised single brand
in the world. Kids,
minorities, and the
handicapped tug at
emotional sleeves
in dozens of languages, begging po-
tential customers to “get up and get
away.” Ronald McDonald, accord-
ing to some in the company, is
more recognizable than Santa Claus.

While many of the company’s
greatest successes, such as the Big
Mac and the Egg McMuffin, came
from rank-and-file U.S. franchisees,
other brainstorms—mostly opera-
tional—have begun to filter in from
overseas. The Dutch created a pre-
fab modular store that can be moved
over a weekend. The Swedes came
up with an enhanced meat freezer.
And satellite stores, or low-overhead
mini-McDonald's, were invented in
high-rent Singapore.

“There used to be resistance to
ideas from abroad,” says Ed Rensi,
the portly chief of McDonald's
USA. “No more.” Yet. McDonald's
needs more than ideas from

Cases like the McDonald’s “hitwich” dilemma
and the Dayton-Hudson store opening in Michigan
spotlight real people and real problems. A series

-of six BusinessLink videos presents cases in cross-

abroag to solve its menu problem;
MeDonald’s desperately needs a
break-out-of-the-box, home-run in-
novation. It needs a new “hitwich"
on the order of the Big Mac or the
Quarter Pounder. CEO Mike
Quinlan, or “Q," as he is called, is
proud of the company’s advances
under his watch. But he's more
frustrated than anyone else by its
inability to develop that next big
hitwich. So Q has placed a bounty
on innovation and is now scouring
the globe for winners. "Want to
know my definition of insanity?”
asks Q. “It's doing the same thing
over and over again and expecting
different results. If there's any-
thing | try to impart to our people,
it's never to be satisfied. That
means coming up with new
ideas.”

McDonald’s past devotion to
regimentation may be the key to its

global success, but its rigid menu

< In the new work world, employees no longer

check their brains at the door and do only as

told. Today’s employers have fewer layers of

management, and employees are empowered to

use their brains in thinking critically. Thus, they

can expect to be solving problems and making

decisions. Numerous Critical Thinking Case

Studies, BusinessLink video case studies, and

end-of-chapter activities provide a context in

which you can analyze problems and apply

critical-thinking guidelines introduced in

Chapter 1.

Intercultural and Diversity Issues

The Dayton-Hudson Corporation, with headquarters
in Minneapolis, is the fourth largest general merchan-
dise regailer in the United States. The corporation con-
sists of Target, an upscale discount chain; Mervyn's, a

iddl, k ional d. store; and

the Department Store Division, consisting of Dayton’s,
Hudson's, and Marshall Field's, all upaa?c department
stores. Two major goals of the Dayton-Hudson
Corporation include being (1) a good corporate citizen
as well as being (2) a premier growth company.

Dayton-Hudson is opening new stores in its three cat-
egories across the nation. One of these is Hudson’s,
scheduled to open in August in Somerset Mall, a thriving
shopping center in suburban Detroit. Hudson's is com-
mitted to developing a diverse work force that can effec-
tively serve its diverse customer population.

In an ideal workplace, people would accept co-work-
ers on the basis of merit. Yet even among the most si
cerely open-minded people, stercotypes and subtle preju-
dices can create difficultics. Stercotypes tend to develop
because individuals have differing systems of cultural val-
ues, traits, morals, and customs.

Analyze

1. What is a stercotype?

2. What are some North American values that might
conflict with values of people from Asia, South
America, or the Middle East?

3. Whar is ethnocentrism? How can Hudson's help
its employees to avoid ethnocentrism and stereo-
typing?

4. Ina diverse work force such as Hudson’s, employees
may worry about extending trust to colleagues who
appear to be unlike themselves. How can workers
from different backgrounds and cultures develop
trust in each other?

Apply

As a member of the new work force at Somerset Hud-
son’s, you are part of a diversity training program. Your
trainer asks you to work with a team to discover ways to
value diversity as a business asset. How can Dayton-
Hudson achieve both of its goals (being a good corpo-
rate citizen and also being a premier growth company)
by capitalizing on the benefits of diversity? Your team
should submit a list of diversity benefits to your in-
structor/trainer.

Listening and Nonverbal Skills

The Bank of Alma is 2
community bank with
seven branches located in
Alma, Michigan, and
surrounding communi-
ties, It has approximately
$150 million in assets.
Alma is a small rural
community, and the
Bank of Alma empha-
sizes customer service, in-
dividual attention, and
speedy loans.

Customers generally request loans in three main
areas: commercial loans, consumer loans (such as car
loans), and residential mortgages. Effective listening
skills and perceptive nonverbal communication skills
are especially important to loan officers. Customers
frequently are nervous, confused, frightened, or cven
hostile abou the loan process. They are concerned
about revealing personal information such as their
family finances. They are frightened by complicated
forms. Most importandly, they fear and resent the pos-
sibility of being rejected for a loan.

Analyze

1. What are possible mental barriers that could pre-
vent loan officers at Bank of Alma from listening ef-
fectively when customers discuss the loan process?
What are possible physical barriers?

2. List six or more specific techniques that loan offi-
cers could apply to improve their listening effec-
tiveness.

3. How can loan officers send positive nonverbal
messages to facilitate the loan process?

4. What kinds of silent messages sent by time, space,
and territory should loan officers be aware of?

Apply

As assistant to the vice president of Bank of Alma, you
have been asked to watch the video reenactment of a
loan process. Then, you are to submit suggestions for
ensuring listening and nonverbal communication f-
fectiveness by future loan officers. List specific actions
to exhibit or avoid. Your suggestions will be evaluated
by management in preparation for a loan officer train-
ing program.




Sophisticated visualization techniques reinforce > ¢

your understanding of the principles involved
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in creating your communications. Colorful pointers

Figure 11.8  Portion of Analytical Report—Manuscript Format

ad to concise
on the letters, memos, and reports le S
- :J':I manuscript format for long, complex, or formal reports and propos-

annotations that point out communication

= Print the report on plain paper.
* Allow side and bottom margins of 1 to 1% inches.

strategies and applications of theory. Tips boxes R R e e i

¥ s p
ences.
* Document sources with appropriate citations.

appear with many of the documents, spotlighting

and summarizing key procedures. These concise _—
AND 8MOG IN THE LOS ANOELES BASIN = _
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Preface

" hanks to the contributions and support of business communication in-

structors and to the enthusiastic acceptance of students across the country,
"0 the first edition of Business Communication: Process and Product met with
enormous success. It immediately tied the market leader in number of adopting
schools,* a remarkable feat for any book in its first edition.

Business Communication: Process and Product takes students inside some of the
country’s best-run and most respected organizations, such as American Airlines,
Hewlett-Packard, Lands’ End, and Walt Disney Imagineering. Students thrive in
the communication environment of real businesses, real documents, and real peo-
ple. This emphasis on reality coupled with career skills and a process approach to
communication made the first edition an immense success.

But today’s students will be working in environments with increasing demands.
They will be expected to solve problems, collaborate with work teams, and use so-
phisticated technology to communicate. To meet this challenge, we have re-
sponded with an even stronger second edition.

Based on student feedback and extensive instructor reviews, we have added crit-
ical-thinking case studies, BusinessLink video case studies requiring analysis and
application, Internet and World Wide Web experiences, and expanded E-mail and
collaboration coverage. We've even developed a World Wide Web site just for the
students using Business Communication: Process and Product. Further strengthening
the usefulness of the book is an integrated learning/testing system that correlates
chapter objectives in the text, supplements, and tests. This integrated learning/test-
ing system pulls together all the book’s resources into one package that’s conve-
nient for both readers and instructors.

Features That Build Career Skills for the Changing Workplace

Success in today’s competitive, diverse, and global business environment re-
quires top-notch communication and career skills. The first edition included
numerous features that supplied both process and product, the two keys to de-
veloping the kind of communication skills needed to survive and succeed in the
rapidly changing workplace of today and tomorrow. Briefly described here,
many of the following features are also illustrated in the preceding Visual
Sampler.

" As reported in Scot Ober and Alan Wunsch, “The Status of Postsecondary Business Communication
Instruction in the United States,” The Delta Pi Epsilon Journal, Fall, 1995, p. 231.
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3-x-3 Writing Process. This rational, comprehensive process outlines a plan
that guides both oral and written composition. Developed in Chapters 3, 4, and 5,
the process is then applied in all following chapters. Phase 1 includes analyzing,
anticipating, and adapting. Phase 2 covers researching, organizing, and composi-
tion. Phase 3 presents revising, proofreading, and evaluating. In addition to ex-
plaining the writing process, these chapters teach basic writing techniques.

Career Track Profiles. Each chapter begins with an interview of a front-line
employee from a leading company. Personally conducted by the author, these in-
terviews provide insights, tips, and, in many instances, role models for readers.
Interviewees like Brian Finnegan at Lands’ End and Tania Sabol at Marriott
International discuss their careers and supply practical advice for beginning busi-
ness communicators. Because many interviewees are entry-level or mid-career em-
ployees and not CEOs or company presidents, readers can relate to their experi-
ences and identify with them readily. In addition to real people, you'll find real
documents illustrating successful communication strategies.

Integration of Ethics and Cross-Cultural Issues. Instead of treating these
topics in separate chapters or in appendixes, we introduce ethics and cross-cultural
issues early and in all relevant chapters thereafter. Marginal icons, shown here,
identify textual discussions of these topics. Each chapter also includes one or more
ethical questions to stimulate discussion and focus attention.

Career Track Feature Boxes. Twenty-nine colorful boxes discuss topics in four
areas: ethics, cross-cultural issues, technology, and career skills. These enrichment
boxes keep readers current with fast-paced articles providing career tips, communi-
cation strategies, and stimulating insights on current issues.

Spotlight on Communicators. Every chapter contains pictures of at least one
professional or business leader—such as Bill Gates, Lee lacocca, Justice Sandra Day
O’Connor—who comment on relevant communication strategies that helped
them succeed.

C.L.U.E. Competent Language Usage Essentials. Students can review and
reinforce grammar and language principles by using the C.L.U.E. program. This
business writer’s handbook contains 50 of the most used and abused writing con-
cepts, along with frequently misspelled and misused words. Students can complete
the diagnostic test and learning exercises independently. Instructors can also use
the C.L.U.E exercises at the ends of Chapters 1 through 10 for class instruction
and review.

Process Visualizers. Many model documents illustrate the 3-X-3 writing
process in colorful graphics. Readers immediately see how the process relates to a
specific letter, memo, or report. For today’s visually oriented audiences, these
process visualizers emphasize and demonstrate the most important part of the
course—a strategy and basic pattern to follow in solving communication prob-
lems.

Variety of Relevant End-of-Chapter Activities. Reviewer after reviewer
commended the excellent assortment of communication exercises and chapter ac-



tivities, many of which are real-world problems. One reviewer says they are a mix
of “analyzing and rewriting exercises, problem solving, role playing, and discus-
sion. They give students sufficient background information to write meaningful
pieces of their own even if they lack extensive business experience. Yet they don't
‘spoon feed” or talk down to more experienced students.”

Complete but Concise Coverage. In just 16 succinct chapters (instead of 18
to 24 in other books), all the traditional business communication topics are cov-
ered. Additionally, students will find career communication extras such as perfor-
mance appraisals, employee warnings, and letters of recommendation.

Powerful Employment Chapter. Practical and up-to-date model resumes, let-
ters of application, and job-search suggestions led many reviewers to praise
Chapter 16. Two veteran business communication professors said that this chapter
was the best they had ever seen in any textbook.

What's New? A Reader-oriented Revision

The second edition focuses on improvements that enhance the book’s usefulness
for readers. Since students will be communicating in a world with increasing de-
pendence on technology, many of the revisions involve the Internet and on-line
services for communicating and researching. In fact, we think our updated treat-
ment of communication technology is the best in the field. The following new fea-
tures in the second edition of Business Communication: Process and Product make a
successful first edition even more helpful to students requiring high-level commu-
nication skills: ,

¢ Internet search tools. The second edition includes model gopher and
World Wide Web searches on the Internet. This is the only textbook in its
field that shows a step-by-step example of research using the Internet.

® Critical-thinking case studies with Internet addresses. Sixteen new case
studies require students to analyze problems and communicate solutions to
decision-makers. Many of the problems relate to issues of ethics, diversity,
cross-culture, collaboration, and technology. The case studies emphasize real
problems for today’s workers, including “Whose Computer Is It, Anyway?”
(rights of employers and employees); “A Marriage Made in Hell” (problems
of a cross-cultural business union); “Helping McDonald’s Find a New
Hitwich” (brainstorming in a team effort to develop menu ideas); and “A
Sexual Harassment Nightmare” (how to handle a real situation). The case
studies also provide suggested Internet addresses for additional research.

¢ Integrated learning and testing system. The text, testing materials, and
supplements are now organized around the learning objectives shown at the
beginning of each chapter. Numbered icons identify objectives in the text,
end-of-chapter questions and activities, study guide, and test questions.
When your students need further review to meet a certain objective, you
and they can quickly identify the material covering that objective by looking
for the appropriate icon. This learning/testing system represents a real
breakthrough in course convenience because it systematically organizes all
the resources by learning objectives.

| H\ﬂi“h-iﬂlﬁl-lm "IN
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Expanded coverage of E-mail. Chapter 7 includes a detailed discussion of
smart E-mail practices to prepare students for the electronic world they are
entering. A new box entitled “E-mail: Brain Dump or Communication
Enhancer” discusses problems and solutions for E-mail users.

Computer-friendly résumés.  Students learn about résumé databanks and
how to prepare their résumés for computer scanning in Chapter 16. A spe-
cial case study highlights using the World Wide Web for job-search advice.
It also provides an excellent selection of addresses for on-line classified ads
and résumé services.

New chapter-opening interviews. Giving students a glimpse of the new
world of work, Mario Juarez discusses how E-mail empowers employees at
Microsoft. Additional new chapter interviews feature employees at State
Farm Insurance, J. D. Powers & Associates, Pepsi-Cola, and other leading
companies.

Comprehensive PowerPoint Presentation software. Chapter outlines,
bonus lectures, problem solutions, and other lecture supplements are now
available in PowerPoint. Our easy-to-use presentation software enables in-
structors to enrich their lectures and increase concept retention.

BusinessLink video case studies correlated with the text. Featuring real
companies with real communication issues that managers and employces
face, these videos require student analysis, problem-solving skills, and appli-
cation of communication concepts from the text. For maximum classroom
effectiveness, we provide case study synopses and relevant discussion ques-
tions in the text. A special video guide workbook supplies students with ad-
ditional critical-thinking direction and instruction.

Expanded team skills. With employees increasingly working together
and communicating as teams, we've expanded the discussion of collabora-
tion and team writing in Chapter 4. Throughout the book we provide
suggestions and opportunities for students to work as teams in solving
problems. We've also enlarged the section on effective meetings in
Chapter 15. To provide concrete examples, we compare a good meeting
with a bad one.

Updated and broadened documentation section. Business writers today
must know how to cite numerous electronic and on-line references. Business
Communication: Process and Product, 2E, offers the most complete guidance
in documenting the latest data sources, including World Wide Web and
Internet references. We've also broadened considerably our documentation
discussion in Chapter 11 and in Appendix C. Students can now easily com-
pare the three most widely used documentation formats: The Chicago
Manual of Style, the Modern Language Association, and the American
Psychological Association. No book in the field is more up-to-date or com-
plete in its coverage of documentation formats.

Updated technology news. In addition to including updated tips for us-
ing computers in all phases of business communication, we've added a box
on making colorful multimedia presentations. A marginal icon, shown here,
identifies technology issues within the text.



e New Employment Interview Kit. Included in the Student Study Guide is
a helpful manual with interview tips, along with many all-time favorite in-
terview questions and suggested answers. Readers also are provided with a
list of the most effective questions for them to ask to learn about the job.

® World Wide Web student site. To update Internet addresses for our case
problems and to supply students with current Internet resources, we provide
a WWW site expressly for students of Business Communication: Process and
Product, 2E.

Text Aids That Promote Learning and Retention

The message of this book centers on both process and product. To deliver the mes-
sage most effectively to readers, we introduced a unique pedagogical program fea-
turing visualization. More than ever, today’s sophisticated audiences respond to vi-
sual cues. Moreover, visualization is an important part of learning theory, helping
readers understand and retain concepts. Thus, the following textual aids contain
many elements that involve showing as well as telling.

¢ Dozens of fully formatted memos, letters, reports, résumés, and other docu-
ments

* Targeted annotations on model documents that direct the eye to specific
strategies, applications, and examples (instead of unfocused marginal com-
ments)

® Numerous bulleted items highlighting important concepts in the text

* Colorful graphics to emphasize important strategies, such as the compo-
nents of a persuasive message

¢ Tips boxes to spotlight and summarize practical, “how-to” advice

® Over 100 color photos with provocative images and relevant captions

® Numerous good/bad writing examples to help readers visualize successful
communication strategies and techniques

¢ Draft documents to stimulate discussion and provide revision practice

® Checklists and marginal notes that capsulize relevant concepts for rapid re-
view

Instructional Resources That Facilitate Dynamic Teaching

A rich variety of instructional resources supplement and support the book, giving
every instructor working tools to create a dynamic, exciting, and effective course.

Integrated Learning/Testing System. New to the second edition, the inte-
grated learning system helps instructors immediately identify chapter learning ob-
jectives and see where they are covered in the text, chapter summaries, end-of-chap-
ter activities, and supplements. Most important, this well-organized system enables
instructors to select appropriate problem-solving activities and test items to reflect
the course objectives that they emphasize.
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Instructor’s Resource Manual. This useful guide in-

S PTLL cludes model course schedules, sample syllabi, teaching ideas,
1,,"“ ,,,,/ .- | classroom management techniques, focus for chapter lectures,
“ answers for chapter review questions, suggested responses for
e discussion questions, suggested responses for critical thinking
case studies, and a discussion guide for the BusinessLink
video case studies.

Student Study Guide. Promoting success in the course
and in future careers, this hands-on study guide provides stu-
dents with a variety of exercises and sample test questions
that review chapter concepts and key terms. The study guide
. BUSINESS also helps students enrich their vocabularies, master fre-
f‘y’k’c’;{’i’f\% calior: | quently misspelled words, and develop language competency
‘ with bonus C.L.U.E. exercises. Nearly all exercises are self-
p——— checked so that students receive immediate feedback. New to
the second edition is a comprehensive Employment
Interview Kit. Its interview tips and lists of frequently asked
interview questions (with some suggested answers) are guar-
anteed to make job candidates more confident and effective.

Test-Item File, Software, and Custom Test Service.
Instructors may generate their own tests from a test-item file
containing 60 to 150 questions for each chapter. Now orga-
nized by the integrated learning system, each chapter test
bank opens with a correlation table that identifies questions
by chapter learning objective and by content: factual, concep-
tual, or application. Page references to the text are also pro-
vided. All test bank items are available on MicroExam 4.0.
Custom printed tests may be ordered through South-
Western’s teletesting service.

- BUSINESS
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Transparency Acetates and Masters. Written by the author, approximately
170 acetates and masters summarize, supplement, and highlight course concepts.
One-, two-, and four-color acetates include text figures and lecture enrichment
material. Additional transparency masters contain lecture outlines for every chap-
ter and solutions to key problems. This complete package, one of the best trans-
parency instructional programs in the field, is free to adopters.

BusinessLink Video Case Studies. Six video case studies feature real compa-
nies as employees confront typical business problems. Correlated with the text,
many of these problems require students to examine issues of ethics, nonverbal
communication, and diversity. Other videos encourage students to analyze and ap-
ply effective strategies involving persuasion and employment interviewing. These
unique videos provide a nice change of pace while linking classroom instruction to
real-world problem-solving and applications.

Videotapes. Specially filmed to supplement Business Communication: Process and
Product is a set of five videotapes that introduce each book part. They include com-



