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Learn How the Leading Text Blends
with Technology to Create a Total Teaching
and Learning Solution

Technology now plays a central role in business communication, and technology plays a
central role in Business Communication Today, too—as both content and pedagogy. The
eighth edition builds on 20 years of success with an extensive revision that integrates every
vital form of technology that students will be expected to use on the job.

Technology is part of this book’s mission to provide students with a solid background
in communication fundamentals, a realistic look at the challenges of working in today’s
demanding business environment, and the skills they need to compete and succeed. From
the opening chapter on communication concepts to the closing discussion of employment
interviewing, Business Communication Today helps students use technology wisely, work
quickly under time and budget constraints, and communicate with close attention to ethics
and etiquette.

Moreover, only Business Communication Today helps instructors and students take full
advantage of new advances in technology that can have a highly positive effect on learning.
The blending of this textbook with technology, such as its “Document Makeovers” that are
presented in an engaging multimedia environment, OneKey learning modules, and inter-
active website, make the text the most effective teaching and learning tool you'll find for a
business communication course.

Because of its vivid insights into real-world communication situations and lively, con-
versational writing style, this text holds the interest of students and teachers alike. In the
two decades since the first edition was published, millions of students have learned about
business communication from Business Communication Today. The text has been awarded
the prestigious Award of Excellence by the Text and Academic Authors Association and is
the leading text in the field.

This textbook offers an extraordinary number of devices to simplify teaching, promote
active learning, stimulate critical thinking, and develop career skills. As you'll see on the
pages that follow, this edition of the text with its high-tech supplements make classes live-
lier, more relevant, and more enjoyable.

NEW CONTENT IN THIS EDITION

Integrated Approach to Technology

Technology is woven into the fabric of this book in every chap-
ter to illustrate the changing ways people are communicating
with each other. Students are introduced to the pervasive role
of communication technology in a special four-page photo i""—?
essay in Chapter 1, “Powerful Tools for Communicating i) :

Effectively.” These cutting-edge topics throughout the book
include the following:
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e online chat systems for sales and

e computer animation

e corporate blogs customer support

e digital rights e online research techniques

e clectronic documents e online survey tools

e electronic forms ® proposal-writing software

e electronic presentations e résumé scanning systems

e electronic résumé production e RSS newsfeeds

e e-mail e search and metasearch engines

e e-portfolios e security and privacy concerns in

e extranets electronic media (including e-mail

e graphic design software hygiene)

e groupware and shared online e social networking applications
workspaces e streaming media

e idea-generation and document- e templates and stylesheets
planning software e translation software

® image processing tools e videoconferencing and telepresence

e instant messaging e virtual agents and bots

® interactive media e virtual private networks (VPNs)

e Internet telephony (VoIP) e web directories

® intranets e web publishing systems

e linked and embedded documents e web-based virtual meetings

e multimedia documents e webcasts

e multimedia presentations e website accessibility

DOCUMENT MAKEOVER

IMPROVE THIS E-MAIL MESSAGE

To practice correcting drafts of actual documents, visit
www.prenhall.com/onekey on the web. Click “Document
Makeovers,” then click Chapter 7. You will find an e-mail
message that contains problems and errors relating to what
you've learned in this chapter about routine, good-news,
and goodwill messages. Use the Final Draft decision tool to
create an improved version of this e-mail. Check the mes-
sage for skilled presentation of the main idea, clarity of de-
tail, proper handling of negative information, appropriate
use of resale, and a courteous close.

Peak Performance Grammar
and Mechanics

In each chapter, students are directed
to the OneKey website to improve
their skills with mechanics and spe-
cific parts of speech by using the
“Peak Performance Grammar and
Mechanics” module. Students can
take the pretest to determine whether
they have any weak areas; then they
can review those areas in the mod-
ule’s refresher course. Students can
also take a follow-up test. For an extra
challenge or advanced practice, stu-
dents can take the advanced test.

Document Makeovers

Key In each chapter of the book, an assignment
overview directs students to the OneKey website, where inter-
active exercises help them apply chapter concepts to an actual
business document. “Document Makeovers” offer students an
appealing opportunity to refine and reinforce their writing skills
in a dynamic multimedia environment.

OVERVIEW
GRAMMAR BASICS
- SENTENCES
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Communication Close-Up

These Communication Close-Ups offer a
chapter-framing communication situation. This
situation dramatizes the connection between
the chapter’s contents and life on the job.
Reviewers were unanimous in their praise of the
rich, engaging real-company examples used to
illustrate the book to make communication
concepts come alive. To give students the most
current picture of business communication pos-
sible, all 18 Communication Close-Ups are new
in this edition and highlight such intriguing
organizations as Mark Burnett Productions
(creators of Survivor and The Apprentice),
Toyota Scion, Google, Rolling Stone magazine,
: and the Complete Idiot’s Guides series.

COMMUNICATION CLOSE-UP
AT STONE YAMASHITA PARTNERS

Communication Solutions

Each chapter also contains one or more of these special margin notes that are adjacent to
the principles in the text to which the solution relates and points to how the person fea-
tured in the vignette solved the problem described in the vignette.
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Communication Challenges [

Communication Solution

Balancing several mes-
sage goals is the secret

to Cone, Inc.’s successful use of
positive messages in its work
for ConAgra’s Feeding Children
Better program. Cone's mes-
sages help ConAgra maintain a
positive image in the market-

These projects conclude each chap-
ter and are related to the situation
described in the Communication
Close-Up. Each chapter has one
individual challenge and one team
challenge.

Special Feature Sidebars
Strategically placed within each
chapter, special-feature sidebars

COMMUNICATION CHALLENGES
AT CONE, INC.

In addition to serving hot meals, the Kids Café pro
gram also provides a safe, nurturing environment
that keeps kids out of trouble during the risky af

ternoon hours from 3:00 to 6:00. To make that time more valu
able, many Kids Cafés have started offering sports, crafts,
mentoring, and tutoring. These activities require qualified
volunteers who are willing to spend a few hours each week
working with the kids.

Individual Challenge: To staff the tutoring program, ConA
gra has asked Cone to create a recruiting campaign that will
attract volunteers qualified to help with math, English, and

place as they help solve the
problem of childhood hunger.

science homewaork. One of the most importa
will be a letter addressed to current monetq
them to give as little as three hours a montl
you, her executive assistant, to draft the re

key points should you include in the introdtreToT, Doy, T
close of the letter? Make a brief outline for your instructor.

Team Challenge: It's nine months later and the recruiting
program has been a success: most Kids Cafés are now of-
fering more tutoring sessions. Carol now asks you to draft a
letter of appreciation, which is reviewed by executives at
ConAgra. During this review process, ConAgra executives
have suggested using the letter to ask volunteers to increase
the amount of time they spend tutoring each month. With a
small group, discuss the pros and cons of adding this re
quest to your letter. In a brief paragraph, explain your team’s
conclusions.

extend the chapter material and center on four well-integrated themes: Ethics Detective,
Communication Miscues, Communication Across Cultures, and Connecting with
Technology. The sidebars are seamlessly integrated in the text and are an integral part of
the learning experience. The Ethics Detective and Communication Miscues themes are
both new, and a total of 29 sidebars in this edition are new.

Increased Coverage of Listening and Teams

To help students strengthen their communication skills, material on listening and working
effectively in teams has been expanded and updated to include the latest information.
Improved coverage provides students with skills they’ll need to gain a competitive edge in
today’s workplace, including overcoming the tendency to prejudge, listening across cultural
and language barriers, and using short-term memorization techniques that boost retention
and reduce misinterpretation.
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Plan

Analyze the Situation

Define your purpose and develop
a profile of your audience,
including their emotional states
and language preferences.

Gather Information

Determine audience needs and
obtain the information necessary
to satisfy those needs.

Select the Right Medium
Choose the best medium or
combination of media for
delivering your presentation.

Organize the Information
Define your main idea, limit your
scope and verify timing, select a
direct or an indirect approach,
and outline your content.

» Wri

Increased Coverage of Business Etiquette

To obtain employment and succeed on the job, students need to understand and practice
workplace etiquette in areas such as personal appearance, teamwork, face-to-face interac-
tions, written correspondence (including maintaining etiquette in both negative and per-
suasive messages), research (such as respecting the privacy of interview subjects), instant
messaging and e-mail, telephone interactions (receiving calls, making calls, reducing cell
phone disruptions, and using voice mail), and job search and interviewing.

Business Communication Videos with Exercises

Entirely new, professionally produced videos cover topics such as ethics, technology, glob-
alization, and intercultural communication. The videos feature real-world examples and
are designed to effect a deeper understanding of the concepts and issues covered in the text.
Each video is introduced with a synopsis, and exercises ask students to react to the videos
by responding to questions, making decisions, and taking the initiative to solve real busi-
ness communication problems. The following video case teaching guides for instructors
are located at www.prenhall.com/bovee and in the instructor’s manual:

Ethical Communication, 2003, 11:40 minutes

Second City: Communication, Innovation, and Creativity, 2005, 11:13 minutes
Communicating in the Global Workplace, 2003, 11:12 minutes

Impact of Culture on Business, 2004, 18:26 minutes

Technology and the Tools of Communication, 2003, 5:13 minutes

TRADEMARK FEATURES—ALL UPDATED FOR THIS EDITION

dJidiss 1 Emphasis on Process and Product

Adapt to Your Audience

Be sensitive to audience needs and
expectations with a "you" attitude,
politeness, positive emphasis, and
bias-free language. Build a strong
relationship with your audience by
establishing your credibility and
projecting your company's image.
Adjust your delivery style to fit the
situation, from casual to formal.
Compose the Message

Outline an effective introduction,
body, and close. Prepare any visual
aids necessary to support your
argument or clarify concepts.

,;B

Checklists

Revise the Message
Evaluate your content and
speaking notes.

Produce the Message
Choose your delivery mode and
practice your presentation.

Proofread the Message
Verify facilities and equipment;
hire an interpreter if necessary.

Distribute the Message

Take steps to feel more confident
and appear more confident on
stage.

To help students write business messages
quickly, easily, and effectively, chapters are
organized into a series of three easy-to-fol-
low steps (planning, writing, and complet-
ing business messages). In this eighth edi-
tion, the process has been further improved
to present steps in a more logical order. A
“Three-Step Writing Process” graphic not
only illustrates the general process but is
also applied to specific examples through-
out the book.

Useful during the course and even years after completion, checklists help students organize
their thinking when they begin a project, make decisions as they write, and check their own
work. Serving as reminders rather than “recipes,” these checklists provide useful guidelines
without limiting creativity. In the eighth edition, we've improved the checklists by making
them more concise, action oriented, and tightly correlated with the wording of the text.



Sample Documents with Annotated Comments

Students can examine numerous sample documents, many collected by the authors in their
consulting work at well-known companies. Some documents are accompanied by a three-
step-writing-process graphic, and all documents include marginal annotations to help stu-
dents understand how to apply the principles being discussed.

Documents for Analysis

Students have the opportunity in every chapter to critique and revise a wide selection of
documents, including letters, memos, e-mail, graphic aids, and résumés. Hands-on experi-
ence in analyzing and improving sample documents helps students revise their own busi-
ness messages.

Exercises and Cases

Hundreds of exercises challenge students with practical assignments like those they will
most often face at work. Each exercise is labeled by type (such as “Team,” “Ethical Choices,”
“Self-Assessment,” or “Internet”) to make it easier for instructors to assign specific types of
homework activities. Exercises appear in each chapter of the book.

Real-world cases are generally based on actual organizations and appear in Chapters
7-9, 11-12,and 14-15. In Chapters 7-9, because instant messaging is rapidly becoming the
preferred communication tool for many businesspeople, instant messaging cases have
been included, a first for a business communication text.

ONEKEY ONLINE COURSES

OneKey offers the best teaching and learning online resources all in one place. OneKey is all
instructors need to plan and administer their course. OneKey is all students need for any-
time, anywhere access to online course material. Conveniently organized by textbook chap-
ter, these compiled resources help save time and help students reinforce and apply what
they have learned. OneKey for convenience, simplicity, and success. OneKey is available in
three course management platforms: Blackboard, CourseCompass, and WebCT.

For the Student

e Companion Website for students includes a student version of the PowerPoint
package, an online Quizzing, the English-Spanish Audio Glossary of Business Terms,
the Handbook of Grammar, Mechanics and Usage Practice Sessions, and the Business
Communication Study Hall—which allows students to brush up on several aspects of
business communication—grammar, writing skills, critical thinking, report writing,
résumés, and PowerPoint development.

® OneKey Online Support: Learning Modules are provided for each chapter and
are divided into approximately four sections. Each section has a pretest of five
questions, a summary for review, an online learning activity, and a post-test of
10 questions. Also included in the OneKey website are the Peak Performance
grammar assessment tool and “Document Makeovers” that allow students to
practice their revision skills.
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Instructor’s Resource Center available online, in OneKey
or on CD-ROM

The Instructor’s Resource Center, available on CD, at www.prenhall.com, or in your
OneKey online course, provides presentation and other classroom resources. Instructors
can collect the materials, edit them to create powerful class lectures, and upload them to an
online course management system.

Using the Instructor’s Resource Center on CD-ROM, instructors can easily create cus-
tom presentations. Desired files can be exported to the instructor’s hard drive for use in
classroom presentations and online courses.

With the Instructor’s Resource Center, you will find the following faculty resources:

e PowerPoints
Two PowerPoint packages are available with this text. The first is a fully developed,
non-interactive set of instructor’s PowerPoints. The second is an enhanced,
interactive version of the first with video clips and Web links in each chapter.
Both versions contain teaching notes.

e TestGen Test-Generating Software
The printed test bank contains approximately 100 questions per chapter including
multiple-choice, true/false, short-answer, and scenario-based questions. Short-answer
questions are questions that can be answered in one-to-five sentences. Scenario-based
questions are essay type questions developed around a short scenario. ( Print version
also available.)

e Instructor’s Resource Manual
This comprehensive supplement provides all the assistance any instructor would ever
need. The manual includes a course planning guide, a cooperative learning guide for
groups and small teams, a collaborative writing guide, diagnostic tests of English
skills, a video guide, and chapter guides for each chapter in the text. The chapter
guides include a chapter outline, lecture notes, answers to “Special Features,”
instructions for when to best use each overhead transparency, answers to all end-
of-chapter questions and exercises, and suggested solutions in the form of fully
formatted documents for every case in chapters 7, 8, and 9, plus selected cases in
other chapters. (Print version also available.)

e Test Item File (Word file)

e Art Files from the Text

Transparencies

A set of color transparencies is available to instructors upon request. The acetates highlight
text concepts and supply facts and information to help bring concepts alive in the class-
room and enhance the classroom experience. (In print only.)

Student Study Guide

This study guide includes a chapter outline, review questions, and study quizzes. Page ref-
erences to the review questions and quizzes are included.

Video Series with Teaching Guides

Topic videos highlight five key areas in business communication including culture and
technology. All five clips are available on VHS and four selected clips are available on DVD.

Author’s E-Mail Hotline for Faculty at hotline@Ieadingtexts.com
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