Ronald B. Adler

Jeanne Marquardt Elmhorst

COMMUNICATING
Al WORK




SIXTH EDITION

Ronald B. Adler
Santa Barbara City College

Jeanne Marquardt Elmhorst
Albuquerque TVI Community College

COMMUNICATING
AT WORK

Principles and Practices for Business
and the Professions

‘M McGraw-Hill
.1/ Gollege
Boston Burr Ridge, IL Dubuque, IA Madison, WI New York San Francisco St. Louis

Bangkok Bogotd Caracas Lisbon London Madrid
Mexico City Milan New Delhi Seoul Singapore Sydney Taipei Toronto




McGraw-Hill College

A Division of The McGraw-Hill Companies

COMMUNICATING AT WORK: PRINCIPLES AND PRACTICES FOR BUSINESS AND
THE PROFESSIONS

Copyright © 1999 by The McGraw-Hill Companies, Inc. All rights reserved. Previous editions
© 1983, 1986, 1989, 1992, and 1996. Printed in the United States of America. Except as
permitted under the United States Copyright Act of 1976, no part of this publication may be
reproduced or distributed in any form or by any means, or stored in a data base or retrieval
systemn, without the prior written permission of the publisher.

This book is printed on acid-free paper.
34567890DOC/DOC932109
ISBN 0-07-303433-9

Editorial director: Phillip A. Butcher
Sponsoring editor: Marjorie Byers
Developmental editor: Jennie Katsaros
Marketing manager: Carl Leonard

Project manager: Carrie Sestak

Production supervisor: Scott M. Hamilton
Photo research coordinator: Sharon Miller
Photo researcher: Connie Gardner
Freelance design coordinator: JoAnne Schopler
Cover image: Frank Stella

Supplement coordinator: Jennifer L. Frazier
Compositor: Carlisle Communications, Ltd.
Typeface: 10.5/12 Goudy

Printer: R. R. Donnelley & Sons Company

Library of Congress Cataloging-in-Publication Data

Adler, Ronald B. (Ronald Brian)

Communicating at work: principles and practices for business and
the professions / Ronald B. Adler, Jeanne Marquardt Elmhorst.—
6th ed.

p. cm.
Includes bibliographical references (p. 475-487) and index.
ISBN 0-07-303433-9

1. Business communication. 2. Interpersonal communication.
I. Elmhorst, Jeanne Marquardt. II. Title.
HF5718.A33 1999
658.4'5—dc21 98-35487

http:/fwww.mhhe.com

e e +



About the Authors

Ronald B. Adler is Associate Professor of Communication at Santa Barbara City
College, where he specializes in organizational and interpersonal communication. He
is the author of Confidence in Communication: A Guide to Assertive and Social Skills
and coauthor of Understanding Human Communication, Interplay: The Process of
Interpersonal Communication as well as the widely used text Looking OutfLooking In.
Professor Adler is a consultant for a number of corporate, professional, and govern-
ment clients and leads workshops in such areas as conflict resolution, presentational
speaking, team building, and interviewing.

Jeanne Marquardt Elmhorst lives in Albuquerque, New Mexico, and has been in-
volved in communication studies for over 15 years. She received her master’s degree
from the University of Wisconsin-Stevens Point, then travelled and taught in Asia for
three years, sparking her interest in intercultural communication. She has taught at
the University of Albuquerque and the University of New Mexico. She is currently an
instructor at Albuquerque TVI Community College, where her courses reflect the va-
riety in the communication discipline: business and professional, organizational, lis-
tening, gender, intercultural, and interpersonal. Jeanne also provides training for
business and government clients.




Preface

How important is communication at work? Ask any-
one who has on-the-job experience, and the answer
is almost guaranteed to be the same: Excellent com-
munication skills are essential for a successful, satis-
fying career. Communicating at Work provides a
practical introduction to the principles and skills of
effective communication in business and profes-
sional settings. The book shows what makes some
on-the-job communication effective and some inef-
fective, or even destructive. More importantly, it
gives readers tools for becoming better communica-
tors themselves, focusing on the types of interaction
most common in business and other organizations.
The book is aimed at helping all career-minded
readers. Novices to the business world will be intro-
duced to skills they will need for on-the-job success.
Readers who have ample job experience, but recog-
nize that there is always potential for communicating
more effectively should also find useful tips and tools.

FEATURES OF
THE NEW EDITION

This edition, which reflects changes in scholarship
and business practices that have occurred in recent
years, offers expanded coverage of technology and
cultural diversity.

Technology: The growth of computer-mediated
communication has led to expanded treatment of
choosing the optimal communication channel
(Chapter 1), of “virtual teams” (Chapter 8), and
electronic meetings (Chapter 9). In each chapter,
“On The Web” boxes highlight resources available
for readers on the Internet.

Cultural Diversity: Because business is increas-
ingly a global enterprise, the emphasis on cultural
influences on styles of interaction receives special
treatment, most prominently in Chapter 2, but also
throughout the book.

As in previous editions, this text continues to
feature helpful aids to learning in each chapter:

® “Career Tip” boxes, new to this edition,
offer concise advice to boost effectiveness
in special communication situations.

* Coverage of ethical issues in the workplace
has been expanded in the “Ethical
Challenges” boxes.

* “Invitation to Insight” probes help readers
apply concepts from the text to the
everyday world of work.

e “Skill Builder” exercises provide numerous
opportunities for students to practice and
improve their communication skills.

® Key Terms appear at the end of each chapter.

¢ The Appendix offers examples of business
correspondence.

RESOURCES FOR
INSTRUCTORS

This edition of Communicating at Work offers the
widest array of instructional resources in its field.

They include:

¢ A dedicated World Wide Web site at
http//www.mhhe.com/socscience/comm/
adler/, which offers up-to-date links to the
constantly growing number of sites with
useful information and advice for business
communicators. Since some links listed in
“On The Web” in the text are likely to
change, this site, with regular updates, will
help readers locate the resources they are
seeking.

¢ A revised Instructor’s Manual and Test
Bank provides a wealth of teaching
strategies, resources for professors and
students, and examination questions.

¢ Computerized Testing Software (In
Windows and Macintosh formats) makes
it easy to create examinations from the
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bank of existing questions, as well as
allowing instructors to add new ones of
their own.

¢ PowerPoint slides of key information from
the book allow instructors to present lecture
material in computer-generated format.

¢ An Instructor’s CD-ROM contains the
instructor’s manual, testbank, and
PowerPoint on one convenient disk for

Windows.

® A videotape provides a series of scenarios
of common types of business and
professional interaction for analysis.

¢ World Wide Web courseware using
McGraw-Hill’s Learning Architecture
(MHLA) and acclaimed TopClass software
enables instructors to offer some—or even
all of their instruction in on-line, Web-
based format. This complete package,
available for student purchase, contains
on-line instruction and testing. Both e-
mail and group conferencing capabilities
allow professors and students to engage in
classwide discussions, and for students to
work with one another in “virtual teams.”
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THE IMPORTANCE OF COMMUNICATION

Virtually everyone communicates at work. No matter what the field, and no mat-
ter how much you know about your job, specialized knowledge alone isn’t enough
to guarantee success; communication skills are also vital. Table -1 summarizes the
results of one survey in which 500 managers in a wide range of industries Includmg
retail, manufacturmg, service, and finance ranked the 1mportance of various fac-
tors in hiring decisions. Oral communication skills topped the list.! Other surveys
produce similar results. In one typical study, 1,000 U.S. managers ranked the abil-
ity to communicate well ahead of important attributes such as technical compe-
_ tence, work experience, academic background, and recommendations.” Additional
_.-research vahdates the lmportanc -of r_o_ mumcatmn‘teiated sklll"‘mciudmg work -




Part One Basics of Business and Professional Communication

RN ES I Importance of Competencies in Hiring Decisions

Rank/Order Factors/Skills Evaluated
1 Oral communication
2 Self-motivation
3 Problem-solving
4 Decision-making
5 Leadership
6 Human relations
7 Teamwork
8 Work experience
9 Time management
10 Personal appearance
11 Written communication
12 Academic performance
13 Creativity
14 Delegation
15 Multilingual ability

Seurce: Jeanne D. Maes, Teresa G. Weldy, and Marjorie L. Teenogle, “Oral Comniunication Competency in the
Workplace,” J ! of Business C: ication 34 (January 1997), pp. 67-80.

are needed for success in the 21st century.” Without human skills, technology will
overwhelm an organization. Columbia University researchers discovered that, in the
changing workplace, computers and other kinds of sophisticated equipment are now
performing routine jobs, leaving workers to handle the human challenges of improv-
ing the organization and responding to customers—tasks heavily dependent on the
ability to communicate well with others.® After studying the needs of four Silicon
Valley manufacturing firms, educational psychologist Russell Rumberger discovered
that what employees needed was “oral literacy—the ability to communicate, to work
in teams, and to shift rapidly as the work changed.”

Most successful people recognize the role communication skills have played in
their career. In a survey of college graduates in a wide variety of fields, most respon-
dents said that communication was vital to their job success. Most, in fact, said that
communication skills were more important than the major subject they had studied in
college.10 In one survey of business school alumni, oral communication skills were
judged as “mandatory” or “very important” by 100 percent of the respondents—every
person who replied.'!

The importance of communication is not surprising when you consider the stag-
gering amount of time people spend communicating on the job. One study, based on
responses from over 1,000 employees at Fortune 1000 companies found that workers
send and receive an average of 178 messages each day via telephone, e-mail, faxes,
pagers, and face-to-face communication.'? Some experts have estimated that the av-
erage business executive spends 75 to 80 percent of the time communicating—about
45 minutes out of every hour."”




