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PREFACE

Our overall objective in this revision was to produce
the most technologically current and pedagogically ef-
fective book in the field. We modestly believe we have
succeeded. Because in a sense business communica-
tion is technology in today’s business world, to thor-
oughly emphasize technology wherever it applies was
a logical first goal in our efforts. In working to produce
the most pedagogically effective book possible, we
continued to pursue the goals that enabled preceding
editions to enjoy wide acceptance. These goals were to
produce the most authoritative, thorough, learnable,
and teachable book possible. Our specific efforts in
pursuing all these goals are summarized as follows.

TECHNOLOGICALLY CURRENT

Because the computer and the Internet have affected
business communication in so many ways, we worked
this subject into the book wherever applicable. Where
technology is integral to the way business communi-
cates today, we integrated it into the text discussion. In
those cases where technology helps students perform
special tasks, we presented it in boxes. Additionally,
both the textbook cases and the web cases use tech-
nology in ways typical of today’s businesspeople. We
believe these efforts will enable students to leverage
the power of the computer to save time and improve
work quality.

AUTHORITATIVE

Our efforts to present the subject matter authoritatively
involved a thorough review of the field. The informa-
tion presented and procedures recommended are not
just our ideas and preferences, though we support
them. They represent the mainstream of business com-
munication thought developed by researchers, teach-
ers, and practitioners over the years.

THOROUGH

We worked diligently to cover the subject thoroughly.
The content of the earlier editions was based on the re-
sults of two extensive surveys of business communica-
tion teachers. In this edition we supplemented the re-
sults of those surveys with suggestions from the highly
competent professionals who reviewed the book. And
we implemented the research findings and suggestions
we heard from colleagues at professional meetings.
The result is a book whose content has been developed

and approved by experts in the field. As well as we can
determine, this edition covers every topic that today’s
business communication leaders say it should have.

LEARNABLE

As in earlier editions, we worked hard to make the
book serve the student in every practical way. Our goal
was to make the learning experience easy and interest-
ing. Our efforts led us to implement the following fea-
tures, all of which have proved to be highly successful
in preceding editions:

Readable writing. The writing is in plain, everyday
English—the kind the book instructs the students to
use.

Chapter objectives. Placed at the beginning of all
chapters, clearly worded objectives emphasize the
learning goals and are tied in to the chapter
summaries.

Introductory situations. A realistic description of a
business scenario introduces the student to each
topic, providing context for discussion and examples.

Outlines of messages. To simplify and clarify the
instructions for writing the basic message types,
outlines of message plans follow the discussions.

Margin notes. Summaries of content appear in the
margins to help students emphasize main points and
to review text highlights.

Specialized report topics. List of research topics by
major business discipline is available for teachers
who prefer to assign reports in the students’ area of
specialization.

Communications in brief. Boxes containing anecdotal
and authoritative communication messages add
interest and make points throughout the book.

Abundant real business illustrations. Both good and
bad examples with explanatory criticisms show the
student how to apply the text instructions.

Cartoons. Carefully selected cartoons emphasize key
points and add interest.

Photographs. Full-color photographs throughout the
text emphasize key points and add interest to content.
Teaching captions enhance the textual material.

Computer and Internet applications. Computer and
Internet applications have been integrated throughout
the book wherever appropriate—into topics such as
readability analysis, graphics, research methods, and
formatting.



Computer use suggestions. For students who want to
know more about how useful computers can be in
business communication, pertinent suggestions appear
in boxes and on the text website.

Chapter summaries by chapter objectives. Ending
summaries in fast reading outline form and by chapter
objectives enable students to recall text highlights.

Critical thinking problems. Fresh, contemporary, in-
depth business cases are included for all message and
report types—more than in any competing text.

Critical thinking exercises. Challenging exercises test
the student’s understanding of text content.

Critical thinking questions. End-of-chapter questions
emphasize text concepts and provide material for
classroom discussion.

New cases. As in past editions, the realistic and
thorough case problems are new.

With this edition, we have up-to-date learning tools:

CD-ROM. (Free with every new text) This
supplement is designed to reinforce the text
instruction in the student’s mind by providing
interactive exercises and grammar exercises.

It includes a free one-year subscription to
Merriam-Webster Collegiate website
<www.merriam-webstercollegiate.com> and the
Bullfighter jargon fighter software tool.

Student Resource portion of the Online Learning
Center <www.mhhe.com/lesikar05>. Additional
resources are provided on a comprehensive, up-to-
date website. Included are online quizzes, PowerPoint
slides, web cases, video cases, an extensive collection
of annotated links to relevant websites organized by
topic, and more.

TEACHABLE

Perhaps more than anything we can do to help the
teacher teach is to help the student learn. The features
designed to provide such help are listed above. But
there are additional things we can do to help the
teacher teach. We worked very hard to develop these
teaching tools; and we think we were successful. We
sincerely believe the following list of features created
for this edition are the most useful and effective ever
assembled for a business communication textbook.

Instructor’s Resource Manual. The following support
material is available for easy use with each lecture:
Sample syllabi and grading systems.
Summary teaching notes.

Teaching suggestions with notes for each kind of
message.

INlustrated discussion guides for the
slides/transparencies.
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Answers to end-of-chapter critical thought
questions.

Answers to end-of-chapter critical thinking
exercises.

Sample solutions to cases.
Case problems from the previous edition (online).

Transparency package. Available on demand.

PowerPoint slides. Complete full-chapter slide shows
are available for the entire text. These colorful slides
provide summaries of key points, additional
examples, and examples to critique. Several new ones
are presented as voiceover slides.

Grading checklists and software. (Part of the Online
Learning Center) Lists of likely errors keyed to
marking symbols are available for messages and
reports. Similarly, symbols for marking errors of
grammatical and punctuation correctness are
available. They help the teacher in the grading
process and provide the students with explanations of
their errors. Similarly, a software tool coordinated
with the text grading symbols is available. It’s
particularly helpful with students documents received
digitally.

The McGraw-Hill/Irwin Business Communication
Video Series. This series consists of self-contained,
informative segments covering such topics as writing
correctly and the power of listening. Presented in a
clear and engaging style, every segment holds
students’ interest while presenting the techniques for
sharpening their communication skills. (Contact your
McGraw-Hill/Irwin representative for more
information.)

Test bank. This comprehensive collection of objective
questions covers all chapters.

Computerized testing software. This advanced test
generator enables the teacher to build and restructure
tests to meet specific preferences.

Instructor Resources portion of the Online Learning
Center. <www.mhhe.com/lesikar05>. A new website
fully supports the text. It includes a database of
cases, new web cases that entail using web resources
to write solutions, an author-selected collection on
annotated links to relevant websites organized by
topic, enhanced links for technology chapter, and
other active learning material.

Blackboard/WebCT plug-ins for testing and review.

ORGANIZATION OF THE BOOK

Because the reviewers and adopters generally approve
of the organization of the book we made no major or-
ganization changes. Thus the plan of presentation that
has characterized this book through nine successful
editions remains as follows:



Part I begins with an introductory summary of the
role of communication in the organization, including
a description of the process of human
communication.

Part I is a review of the basic techniques of writing
and an introduction to messages and the writing
process. Here the emphasis is on clear writing, the
effect of words, and applications to messages,
especially to email.

Part III covers the patterns of business messages—the
most common direct and indirect ones.

Part IV concentrates on report writing. Although the
emphasis is on the shorter report forms, the long,
analytical reports also receive complete coverage.

Part V reviews the other forms of business
communication. Included here are communication
activities such as participating in meetings,
telephoning, dictating, and listening as well as giving
presentations.

Part VI comprises a four-chapter group of special
communication topics—cross-cultural
communication, correctness, technology-assisted
communication, and business-research methods.
Because teachers use these topics in different ways
and in different sequences, they are placed in this
final part so that they can be used in the sequence
and way that best fit each teacher’s needs.

ADDITIONS TO CONTENT

As with previous editions, we thoroughly updated this
edition. We expanded coverage wherever we and our
reviewers thought it would improve content. Although
not an addition in the true sense, we continued to use
the word message in place of letter in most places. Our
purpose was to use a word more consistent with the
additional means of communication (fax, email, text
messaging) brought about by technology. Our most
significant additions or expansions are the following:

As a result of the recent scandals concerning
corporate behavior, ethics was emphasized in this
revision wherever appropriate. For added effect, a
special icon appears at each discussion involving this
topic.

The related ethics problem of plagiarism has been
thoroughly addressed with all its ramifications and
moral implications.

Email writing has been expanded and made current.

The Communication in Brief boxes have been
expanded to include supporting words from leading
scholars in business communication.

Text messaging has been added to content.
Coverage of research has been expanded to

emphasize web-based information gathering and
evaluation of websites.

The job-search chapter has been updated with new
résumé models and portfolios.

The number of challenging and proven problems for
student assignment has been increased.

DOI (digital object identification) has been added to
the documentation coverage.

Finally, the website has updated online quizzes and
new web-based and video cases. The web-based cases
include ones for PDA devices, where students can
sync using Avantgo.com to get the cases from a simu-
lated in-box. The all-new video cases are delivered by
real businesspeople presenting real business problems.
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A Quick Look

BASIC BUSINESS COMMUNICATION by Raymond

Lesikar and Marie Flatley attends to the dynamic, fast-paced, and ever-changing
means by which business communication occurs by being the most technologically
current and pedagogically effective book in the field. The 10th edition continues to
set the standard by incorporating a multitude of real business examples and a

thorough treatment of technology-driven business communication.

NEW PART OPENERS —

PART ONE

Introduction

(Each section in the book begins
with part-openers featuring quotes
from distinguished business leaders
from recognized companies such as ot S e e
Disney and Dell Computer. This R
illustrates for students the impor-
tance of business communication
skills in the real-world.

1 Communication in the Workplace

“taight potentia for productive nd enlghtensd
communication in A new century and & new i

Michiaal Eionr, CEO and Chiairman of the Board,
Wit Disny Corpoeation

PART FOUR

Fundamentals
of Report
Writing

10 Basics of Report Writing
11 Report Structure: The Shorter Forms
12 Long, Formal Reports

13 Graphics

derry Yang's success stems from knowing what in-
formation is needed and packaging it in a user-
friendly way.

“The ability for people to obtain information down
the line i going to be the critical way for people to
communicate with each other, the critical way for
people 1o influence thought and opinian, and it is
going to change the way we think about issues
aind the way we think about our lives."

Jerry Yang, Co-Founder and *Chief Yahoo,"
Yahoo

l\ )




at the New Edition

ment in a Traditional Print Résun
ly (see “Introductory Situation to Résumeés and
t and poorly arranged

FIGURE 9.2 Incompleteness and Bad Arrang 6. This résume

presents Jason Andr
Applications®). It is

Inaffec

RESUMF

GOOD AND BAD EXAMPLES

77 North Hawthorne Boulevard
Olympia, New York 1240

Numerous good and bad examples of various
e business documents—from messages to memos

o to reports—are featured throughout the text.

o Sigma Pi, Sigma fota Epsifon, Methodist Church, Olympia

These writing samples allow students to learn
bR o by example and are highlighted with a stop-
A light icon for easy referencing.

get a negative reaction. In addition, the comments about how much to give tend to lec-
Reference ture rather than suggest. Some explanation follows, but it is weak and scant. In gen-

N Prof: Huler. Rabtd eral, the message is poorly written. It has little of the you-viewpoint writing that is ef
o Olyiipia St Unlversi fective in persuasion. Perhaps its greatest fault is that the persuasion comes too late
Olympia, N.Y. 12509 Olympia, NY 1250°

M

Mr. Todd Frankle Prot. Carl Cuene
Wayland Trucking Co Olympia State Universit
23 Beeches Olympia, NY 12507
York, NY 10029

Dear Mr. Williams: This bad
message has no

Will you please donate to the local Junior Achievement program? We have set $50 as a  persuasion

fair minimum for businesses to give. But larger amounts would be appreciated. strategy.

The organization badly needs your support. Currently, about 800 young people will not get
to participate in Junior Achievement activities unless more money is raised. Junior
Achievement s a most worthwhile organization. As a business leader, you should be will-
ing to support it

CHAPTER 9 Strategies in the Job-Search Process 23 If you do not already know about Junior Achievement, let me explain. Junior Achievement
is an arganization for high school youngsters. They work with local business executives to
form small businesses. They operate the businesses. In the process, they learn about our
economic system. This is a good thing, and it deserves our help.

Hoping to receive your generous donation, | am,

Sincerely,

( The old-style close is a weak reminder of the action requested.

Skillful Persuasion in an Indirect Order. The next message shows good imag-

ination. It follows the indirect pattern described above. Its opening has strong interest
appeal and sets up the persuasion strategy. Notice the effective use of you-viewpoint
\ throughout. Not until the reader has been sold on the merits of the request does the
Dear Mr. Williams: This better
message uses
Right now—right here in our city—620 teenage are running 37

The kids run the whole show, their only adult help being advice from some of your busi- ~ Strategy.
ness associates who work with them. Last September they applied for charters and

elected officers. They created plans for business operations. For example, one group

planned to build websites for local businesses. Another elected to conduct a rock concert.

Yet another planned to publish for area i After i their

plans, the kids issued stock—and sold it, too. With the proceeds from stock sales, they

began their operations. Now they are operating. This May they will liquidate their compa-

nies and account to their stockholders for their profits or losses.

You, as a public-spirited citizen, will quickly see the merits of the Junior Achievement pro-
gram, You know the value of such realistic experience to the kids—how it teaches them
the operations of business and how it sells them on the merits of our American system of
free enterprise. You can see, also, that it's an exciting and wholesome program, the kind
we nead more of to combat economic illiteracy. After you have considered these points
and others you will find at http://www.ja.org/, | know you will see that Junior Achievement
is a good thing.

Like all good things, Junior Achievement needs all of us behind it. During the 13 years the
program has been in our city, it has had enthusiastic support from local business leaders.
But with over 900 students on the waiting list, our plans for next year call for expansion,
That's why | ask that you help make the program available to more youngsters by con-
tributing $50 (it's deductible). Please make your donation now by completing our online
contribution form. You will be doing a good service for the kids in our town.

Sincerely,

CHAPTER 8  Indirectness in Persuasion and Sales Messages 195




THEMATIC BOXES

Each chapter features thematic boxes to highlight and reinforce important topics.

The Nature of Business Messages

INTRODUCTORY SITUATION

Introduce yourself to this chapter by shifting o the role of Max Schwartz (your subordinate in the preceding chap-
ters). As Max, you are grateful to your boss for deftly instructing you in readable and sensitive writing. You have
been convinced of the importance of good communication to the success of a struggling small business. You are

especially grateful because most of the work you do involves

ting with fellow

and suppliers. Every day you process dozens of internal email messages. Occasionally you write and receive
memorandums. Then there are the more formal communications you exchange with people outside the com-
pany—both email and hard copy. This chapter introduces you to these messages and begins the process of writ-

ing them.

Our study of the types of written business communication begins with messages. As e We begin with written

we shall view them, messages are the shorter written presentations of information that

messages—the sharter

i communications of
oceur in business. They are the everyday exchanges between people—the communi- — piginess
cations that enable the business to conduct its affairs, both internally and externally
Messages fall into three basic types: text messages, email, and traditional letters and

memorandums.

TECHNOLOGY IN BRIEF

Since employers often search university web pages for
prospective employees, posting a web page profile is a
good idea. Not only can you add much more detail than
on a print résumé, but you can also use colorful photos,
videos, and sounds. You can show examples of real proj-
ects, documents, and presentations you have created as

well as showcase your skills and
creativity. A web page profile can
range from a simple résumé as
shown In Figure 9-6 to a sophisti-
cated, interactive profile such as
the Flash page you see here. In
this section of the web profile, the
author provides an overview of
experience (Track Record). The
reader can view the job candi-
date's résumé for more details and
aven link to examples of some
tha_aithor's

Web Page Profiles Can Work for You

continuity in use of color help the reader find needed in-
formation easily and quickly. On the textbook website,
you will find a link to this web page where you can explore

Today, creating a simple web page profile is pretty
easy, even for the beginner. In addition to full-featured

website authoring tools such as
FrontPage, Dreamweaver, and oth-
ers, you already may have tools
such as FrontPage Express or
Netscape Composer. And web-
sites such as GeoCities, Tripod,
Homestead, Zy, and others offer
inexpensive hosting as well as on-
line web builder tools. You can link
to some of these sites on your
textbook website. Once you have

posted your page profile, you will
e oo b

COMMUNICATION IN BRIEF

Professorial Words of Wisdom

We can see, then, that using the Internet to recrult for managerial and non-managerial jobs offers many benefits. For example,
turnaround times are considerably shorter than they are for traditional recruiting techniques. Also, the recruiters are sometimes able
to recrut passive job candidates. Those who are not loaking for another position are often more highly qualified than those who are.
Furthermore, using Websites has turned out to be less expensive than other forms of job advertising .. .

C. Glenn Pearce and Tracy L. Tuten, *internet Recruting in the Banking Industry.” Busine

« Gain attention and set up correspondence).

the Information review In
the opening

C. Glenn Pearce, Virginia Commonwealth University
Tracy L. Tuten, Longwood Callege

s Communication Quarterly, 64, no. 1 (March 2001); 17.

Gaining Attention in the Opening. As in sales writing. the opening of the

e Galning attention in the
opening makes the letter

stand out view of in

cover message has two requirements: It must gain attention and it must set up the re-

Gaining attention is especially important in prospecting messages (cover messages

things to do other than read cover messages. Unle
ion right away, the executives probably will not r

BLm

INTRODUCTORY SITUATION

Each box shows a realistic description of a busi-
ness scenario and provides students with a context
for the topics discussed in the text.

TECHNOLOGY IN BRIEF

These boxes reflect how current technologies are
associated with business communication, cover-
ing topics such as text messaging, email etiquette,
and other software tools and technologies that
students will encounter in the workplace.

COMMUNICATION IN BRIEF

These boxes contain anecdotal and authoritative
communications messages to emphasize
concepts from each chapter.




i any other feport-writing

10 the datu collected in steps s sh

Some reports witlan in
o produced

In colaboration with

otfers. Althaugh you

== MARGIN NOTES

of the information gathered

ants apply the findings 10

Extensive, running margin notes highlight important
key concepts for student review and study.
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REAL BUSINESS

CASE ILLUSTRATIONS

Numerous examples feature real business\
companies with explanatory criticisms to
show students how to apply the concepts

discussed in the text.
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VIDEOS RESOURCE

BASIC BUSINESS

TOOLKIT

A Wealth

NEW STUDENT CD-ROM

| COMMUNICATION

SKILLS " FOR ' EMPOWERING
THE INTERNET GENERATIONR

Grammar Exercises

Interactive exercises test your knowledge
umwwmummnlmwm
communication skills.

Videos

Basic Business Communication

Resource Tool Kit

Features a FREE 1-year Merriam-Webster Online
software.

subscription, Bullfighter,
Exercises empioying these tools help to sharpen
writing skills.

The NEW Student CD-ROM featuring the Basnz\
Business Communication Resource Kit. This kit
consists of a one-year subscription to the Merriam-
Webster Collegiate Website—this site features a
dictionary, a thesaurus, an encyclopedia, a Spanish
to English translation function, a style guide, and
an abundance of word games. The Resource Kit
also includes Bullfighter™—software that focuses
on minimizing jargon and maximizing readability
in documents—and Endnote, a program that
allows students to search databases of reference
material on the Internet and build bibliography
lists. Exercises integrating all of these resources are
also included on the CD to help students sharpen
their business communication skills. /
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NEW INSTRUCTOR’S
RESOURCE CD-ROM

Dear Sales Manager of Photags e 1

Y duct seems to be™vi very useful for my company, et however, L do have some inquines to Ins (Koo LC |CapsiMv LiMv R
ou? before I decide to download and test

1) As your o nhtlm.'p md out, work with the user's photo edsting softwage, althoush,
what are soms fic huct o Adp | Acc| AV

2) Would? Photags be compatible with the new version of Paint Shop Pro? T would also lice to seea - [} Dis| DL
st of other photo editors # works with +

%) Ase the side shows self- ot do I need some sort of other software for it to rus property™ If
50, could you please let me know what that kind of software is. ¢

4) How much of an increase in fle size does tagging photos add to the photos??

5) Twould also like more information on the abilty to dewnload to Pocket PC's Are thers any. -
capabilties or plans for downloading to Pal dewces or cell phones™ € Exj C1|C IndE ACE AC § AC

6) Is there a warranty and what is your retarn pobcy™ EIM[EOS Lay| T Modi

will be most appreciative of your taking the tme to answer my questions about pour developmg product!d M
‘our nformation will be most helpfl for me in determinng whether or not I will try out your wonderful )
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Exclusively packaged with the Lesikar/Flatley\
IRCD is a grading tool called Markin that allows
instructors to easily place marks/comments on
documents submitted by their students. When
marking is complete, the documents can be sent
directly back to students, all from within the
Markin program. Also included on the IRCD is the
Instructor’s Manual, the Test Bank, and an
annotated PowerPoint presentation, including new
slides with voiceovers.
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ot Supplements

ONLINE LEARNING CENTER

Numerous resources that are available for both Instructors and Students
are online at www.mhhe.com/lesikar05. Downloadable supplements for
the Instructor include: Instructor’s Manual, Test Bank, and PowerPoint

slides. Students can access self-grading quizzes, review material, or work
through interactive exercises.
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FLATLEY

Basic Business Communication, 10/e

Raymond V Lesikar, Louisiana State University- Emeritus
Marie E Flatley, San Diego State University

ISBN: 0072880023
Copyright year: 2005

Basic Business Communication (BBC), 10/e by Lesikar and Flatley provides both student ‘
and instructor with all the tools needed to navigate through the complexity of the
modern business communication environment., At their disposal, teachers have access to
& an online Tools & Techniques Newsletter that will continually keep them abreast of the
latast research and developments in the field while providing a host of teaching
materials. Exciting new student resources, including a subscription to the Merriam
Webster Collegiate website and an enhanced CD-ROM, allow students to practice and
master concepts in fun and interesting ways. BBC attends to the dynamic, fast-paced,

1aproy b g Fooqdn ng 035 Asopsin SMIBAD §

and ever-changing means by which business communication occurs by being the most
L i techr current and ped effactive books in the field. It has realistic
examples that are both consumer-and business-oriented.
The Student Center content with is available for WebCT, Blackboard, and
Student Edition McGrawe-Hill's PageOut course management systems. For more information
Instructor Edition instructors should visit McGraw-Hill Digital Solutions.

To abtain an instructor login to the Online Learning Centers, ask your local sales representative. If you're an instructor
thinking about adopting this textbook, request a free copy for review.
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