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Preface

I

This book began with my students—at Purdue University’s Krannert Graduate
School of Management, at Georgetown University’s School of Business
Administration, at Prince George’s Community College, and in my corporate train-
ing seminars. In any given semester, the majority of the people in these classes are
adults with work experience, often management experience. Many are familiar with
the fundamentals of marketing, information systems, accounting, finance, human
resources, and the other functional areas of management either through course
work already completed or through on-the-job experience. They are in school
because they want to improve their promotability, move into a related career area,
or switch careers entirely. These are people who already know something about
business basics.

Where they need help, on the other hand, is in communicating more effec-
tively in the workplace. If we can safely assume students’ familiarity with basic
accounting principles or how to write a business plan, we cannot assume that the
student has had much success drafting effective business letters or has been part of
a team tasked with writing a feasibility study. The same person who can run a
company-wide computer network may send unintelligible e-mail messages and
write progress reports so poorly organized that upper management can’t tell
whether projects are on schedule or not. A manager who has enjoyed 10 years of
success and promotions may also be a person whose staff meetings put employees to
sleep and whose presentation slides are a chore to decipher. Even those whose edu-
cation has included a business communication fundamentals course need addi-
tional instruction that is geared for their present level of experience, instruction
geared for someone who is not a novice in terms of business knowledge but who
may well be inexpert in terms of communication awareness and skill. This book was
written to answer that need.

A CONTEXT-BASED STRUCTURE

With an eye to its audience, Business Communication in Context focuses on communi-
cation situations found in business and the work world. In keeping with that focus,
this book is structured differently than most other business communication texts,
which typically are organized by genre—letters, memos, reports, oral presentations.
But business people do not arrive at the office thinking, “Today I'm going to write a
letter.” Rather, they find themselves in work situations or faci1ig management prob-
lems from which needs to communicate arise. From those needs stem choices that
ultimately result in a written or spoken product—sometimes both. Certainly, com-
plete information about letters, memos, reports—and much else besides—is here.
But this book places the emphasis on context first, then on the stream of decisions
a thoughtful business person should make to achieve maximum communication
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success: internal communication with employees; external communication with
customers, clients, and suppliers; problem-solving and decision-making communi-
cations, both written and oral; intercultural and international communication;
business etiquette; ethical decisions; and so forth.

COMMUNICATION CASES FROM REAL LIFE BUSINESSES

To emphasize context, each chapter opens with a brief business case. The opening
case is not an isolated example presented at the beginning and never referred to
again. Instead, the case sets a scene and introduces communication problems,
which then thread through the chapter that follows. The case thus serves as a touch-
stone for the presentation of communication principles and for class discussion of
communication practices, stimulated by Case Questions appearing throughout the
chapter. Each of the cases describes a business situation from real life that posed
communication dilemmas and choices for real people in real organizations—orga-
nizations that range widely in size, type, character, and diversity of employees. They
were selected to represent not only the well-known names familiar from the pages
of The Wall Street Journal or Business Week (in fact, all names have been changed) but
also to represent small, entrepreneurial, and medium-sized businesses, the places
where many of the nation’s business and management graduates are employed.

A CULTURAL APPROACH TO PRINCIPLES AND PRACTICE

Cultures employ a broad scope in this text. The book begins with organizational
culture and branches out to examine communicating within and between cultures,
including international contexts. It frames common business communication
forms such as memos, letters, and reports in a cultural context as well: whether
readers and listeners are internal to the organization or external to it. Additionally,
business communication is examined in relation to some cultural constituents not
usually represented, such as disabled employees, religious and ethnic minorities.

In a full chapter on business ethics, communication issues are examined from
the viewpoint of the legal and moral obligations that businesses and their represen-
tatives have to various stakeholders. The chapter examines six well-known philo-
sophical frameworks in layperson’s terms, discussing how these can be used to make
ethical business decisions in domestic and international contexts.

Since social behavior is a fundamental aspect of culture, Business
Communication in Context also examines the social contexts of business—in short,
business etiquette. “Appropriate” behavior is in flux as methods of doing business
change. However, rather than becoming less important, social behavior in business
settings actually takes on more importance as the risk increases that verbal and non-
verbal signals may be misunderstood. The need to raise awareness about how social
behavior affects business is one of the reasons reviewers have been so enthusiastic
about the business etiquette chapter.

Although most readers will have some familiarity with business and perhaps
even some business communication basics, the text does not assume readers are
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well grounded in the principles of business and managerial communication.
Particularly in the early chapters, it also addresses organizational communication
theory as a necessary contextual component for understanding the movement of
communications in and through businesses. End-of-chapter Notes refer readers to
the research and reference sources that underlie the chapter content.

Ultimately this text’s purpose is to help people improve their business com-
munication skills. Thus the theory presented in the chapters aims at providing the
underpinnings for good choices about practice. Each chapter starts with a Self-
Assessment Quiz readers can use to rate their awareness of a particular set of commu-
nication issues. Each ends with Applications and Assignments for practicing the prin-
ciples explored in the chapter. Applications present communication dilemmas
other business people have confronted, asking readers to analyze the information
and propose “best practice” solutions. Assignments are just that: things for readers
to do that require them to create a business document or oral response to present
to the instructor or classmates. Many of the assignments involve pair or group work
to encourage team and interpersonal skill building.

WHAT ISN°T INCLUDED

Although it refers frequently to e-mail, Internet Web sites, computerized presenta-
tions, and other forms of electronic communication technology, Business
Communication in Context does not include a section dedicated to the technology
itself. Technology is so fast moving, and business students and practitioners so quick
to learn how to use new technological tools, that any technical instruction provided
in a textbook would be outdated before it reached the marketplace. We assume our
readers will learn the tools. Our job is to address the communication choices they
confront when working with those tools. For example, this textbook does not
explain how to create a computerized slide presentation; instead, it discusses the
design elements that should be considered when developing any projected visual
presentation.

Neither does this book include a handbook section of grammar, punctuation,
and usage rules. The information that can be provided in such a section is much
too limited to be useful to people who need help with sentence-level correctness.
Instead, what they really need is a full-scale reference manual or a writer’s hand-
book like those assigned for college English composition courses. Every business
professional should own a writer’s handbook and should refer to it whenever in
doubt about grammar or punctuation usage.

In fact, every business student and practitioner should own a personal refer-
ence shelf of essential books for his or her professional life. Foremost in that col-
lection, of course, should be a well-read copy of Business Communication in Context.
Next to it should be a good writer’s handbook, and, next to that, a recently pub-
lished desk dictionary, not for spelling (your computer’s spell-checker can do that
faster) but for looking up definitions and etymologies to ensure correct word
choice and precision of meaning. While you are in school, do not sell all your text-
books back to the bookstore at the end of the term (you will receive comparatively
little for them anyway). Keep those essential texts that have formed the backbone of
your education, and use them to build your personal reference library.
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SUPPLEMENTARY MATERIALS

Instructor’s supplements to this text include: an Instructor’s Manual with test bank,
PowerPoint lecture presentations on CD-ROM, and Prentice Hall’s custom comput-
erized test bank, the TEST MANAGER. The Instructor’s Manual includes comments
on the text’s Case Questions as well as lecture notes to support PowerPoints. The
PowerPoints include “Quick Quizzes” to encourage student interaction and
enhance recall during lectures.

WITH THANKS

This book would not exist without the assistance and good will of a great many peo-
ple. First, I must again thank my students, who have been so instrumental in shap-
ing the text’s content and presentation; some of their work appears in various forms
in the pages that follow. Many of my former students have also kept in touch with
me, and the business experiences they have related enrich the pages of this book.

My husband, Gary Kramer, who has been supplying technical as well as moral
support during more than twenty years of textbook writing, once again kept the
hardware and software up and running—and allowed me to rifle both his files and
his brain for ideas, examples, and reactions. My mother, Devona Gamble, who at 80
is the sharpest proofreader I know, also provided vital research assistance, reviewing
and tabbing dozens of journal articles. My brother, Sam Gamble, has been an
invaluable source of information on communication devices for the deaf and gen-
eral background for the cases in Chapters 12 and 13.

John Leland and Bonnie Blake, former colleagues at the Krannert Graduate
School of Management, Purdue University, wrote the original versions of the cases in
Chapters 1 and 2, and Chapters 9 and 10. Bonnie Blake also contributed the original
draft of the textin Chapters 9 and 10. I cannot thank them enough for that material.
Richard Wilson of Loyola College wrote the overview of approaches to business
ethics that forms the core of Chapter 11. His ability to explain difficult philosophical
concepts succinctly was crucial; he has my sincere gratitude. I am also indebted to
Professor Thomas Bivins, School of Journalism and Communication, University of
Oregon, for the decision-making rubric in Chapter 11. Many thanks to Jimidene
Murphey, who prepared the Instructor’s Manual and PowerPoints.

Colleagues at Prince George’s Community College have assisted in the writing
of this book in so many ways. Foremost are the members of the faculty Writer’s
Group who cheerfully read lengthy first drafts, providing insights regarding clarity,
structure, and audience. Their support and fellowship has meant much to me. I
also thank Marlene Cohen, Dale Ash, and Susan Richardson, whose workshops and
bookshelves supplied excellent information about speaking anxiety and intercul-
tural speech communication. Katherine Spivey assisted with research, writing sam-
ples, permissions, and sanity-saving excursions. I am also grateful to Mahbub Jamal
and Lahouaria Berrabah who graciously checked the case in Chapter 14 for accu-
racy regarding Islamic dress and culture. Robert Barshay supported my applications
for proportional contracts that gave me time to develop the book’s concept and
write the early chapters. Many thanks. And thanks to my colleagues in the English
Department who kindly inquired and put up with my ravings when deadlines
loomed or chapters wouldn’t write themselves.
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Many business professionals have generously contributed their time, exper-
tise, advice, and, in some instances, samples of business documents in this textbook.
I am grateful to them all, but especially John DeVincenti of First Class Painting and
Restoration, Inc., Arnie Horwitz and the guys at Shannon Security and Lock, Jan
Stroh of Corby Industries, and Sidney Wright of Potomac Photonics, Inc. Alan
Ferrell, director of the Management Placement Office at Purdue University, gave
me the benefit of both his private-sector and academic recruiting experiences.
Carolyn Russ, Sally Fleming, Eileen Reed, and Raymond Rose have also provided
materials as well as helpful insights from their vantage points as managers and busi-
ness consultants. My colleagues in the Association of Professional Communication
Consultants have been continual sources of information and inspiration.

I 'am also grateful to the following reviewers whose comments and suggestions
were most helpful: Susan Eisner, Ramapo College of New Jersey; Janet K. Winter,
Central Missouri State University; Jim Rucker, Fort Hays State University; Patricia A.
Lynott, ElImhurst College; Mary L. Tucker, Ohio University; Thomas H. Bivins,
University of Oregon; Lauren S. Coutler, University of Tennessee at Chattanooga;
Ruthann Dirks, Emporia State University; Bonnie T. Yarbrough, University of North
Carolina at Greensboro; Paul R. Prabhaker, Illinois Institute of Technology; John L.
Waltman, Eastern Michigan University; Paula R. Kaiser, University of North
Carolina at Greensboro; and Michael Flores, Wichita State University.

The excellent editorial and production staffs at Prentice Hall turn a manu-
script into a book. Thanks go to Joyce Perkins, who initially encouraged me to write
Business Communication in Context. Editors Maureen Hull, Elizabeth Sugg, and Don
Hull each had a role in steering it toward the finish line. Linda Schreiber finally got
it there. I am fortunate that Steve Deitmer paired me with Trish Nealon, nonpareil
in development editing, handholding, and gentle prodding. Thanks to Judy Leale’s
expert production management and editorial guidance, we have a book at last.
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