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PREFACE

BUSINESS COMMUNICATIONS

The environment in which individuals communicate has changed significantly
since the First I:ldition of Business Communications was published more than
thirty years ago. Technology, globalization of our economy, flattening of the
organizational structure of businesses, and legal and ethical concerns all affect
the way people communicate in the business setting of the 1990s. To maintain its
relevance in this dynamic environment, the Eleventh Edition of Business Commu-
nications addresses these concerns among other timely communications issues.
Read on to find out how Business Communications will help your students

master business communication skills for career success.
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Preface

BUSINESS COMMUNICATIONS FACILITATES
UNDERSTANDING AND DEVELOPS WRITING PROFICIENCY

This text is carefully designed to facilitate students’ understanding of crucial
communication principles and to develop effective writing skills. Several new
pedagogical features have been added to the Eleventh Edition, and all of the
existing features have been thoroughly updated.

A new pedagogical feature is introduced in this edition: the Integrated Learning
System. The text and supplements are organized around the learning objec-
tives presented at the beginning of each chapter. Numbered icons identify
the objectives and appear next to the material throughout the text, Study
Guide, Instructor’s Resource Manual, and Test Bank where each objective is
fulfilled. Within the text, end-of-chapter summaries and activities are pro-
vided for each learning objective. When students need further review to
meet a certain objective, they can quickly identify the relevant material by
simply looking for the icon. This integrated structure creates a comprehen-
sive teaching and testing system.

Important terms are now set in bold type for easy recognition and defined
precisely in easy-to-understand language.

Marginal questions and notes serve as handy self-checks that help students
identify important concepts on each page. Students develop critical thinking

skills as they apply their understanding in the new “Think It Over” marginal
notes.

Before-and-after writing examples, with sentence-by-sentence analysis, high-
light common errors and help students see specific applications of effective
writing principles. Many new examples have been added to the Eleventh

Edition to ensure that models depict effective solutions to timely business
problems.

1. New letters, memos, and e-mail messages demonstrate how to communi-
cate about a range of issues. Topics include claims related to MIS docu-
mentation contracts, front-end charges for mutual funds, notice of com-
pany relocation to employees, and a procedural memo. Creative persua-
sive examples focus on promoting ideas rather than products; for ex-
ample, an employee’s appeal to a supervisor to approve a telecommuting
work option, citizens to support a city’s youth swim association, and a
persuasive claim to a resort hotel to adjust the room rate because exer-
cise facilities were not available to conference attenders as advertised.

2. Four excellent new annotated report examples enhance students’
understanding of timely topics such as auditing a company’s software

policies and inventory, working in the Kuwaiti market, and electronic
monitoring.

3. A new application letter, a follow-up letter, and thank-you letters to an
interviewer and a reference illustrate how an applicant can identify and
emphasize key qualifications that match company and job requirements.
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4. Lively new examples of an effective table, various types of charts, and a
flowchart reflect capabilities of advanced presentation graphics software.

Full-document format adds realism to letters, memos, resumes, and reports
and reinforces students’ understanding of standard business formats. These docu-
ments, complete with realistic letterheads, add visual appeal to the regular text
discussion.

e “General Writing Guidelines” and “Check Your Writing” checklists let stu-
dents quickly evaluate their documents. New checklists include (1) planning
and delivering an oral presentation, (2) organizing and composing messages,
(3) revising and proofreading messages, (4) interviewing, (5) preparing em-
ployment messages, and (6) handling performance appraisals.

e Completely new, engaging photos and relevant captions illustrate communi-
cation concepts and reinforce the text discussion. At least one photo in each
chapter focuses on a real-world communication situation.

e Appealing graphics provide students a clear picture of the specific communi-
cation theory and concepts being discussed such as the communication pro-
cess model taken from Chapter 1 shown here.

e Grammar and mechanics reviews in Appendix B provide clear examples and
self-check quizzes to help students see where grammar review is needed.
Basic style in writing is covered in Chapters 7 and 8. Appendix B provides a
handy grammar reference for students.

e Extensive end-of-chapter activities let students solve realistic, challenging
problems. You'll find review questions, exercises, an e-mail application, ap-
plications, and cases for analysis, 25 percent of which are new.

Activities are carefully written to portray business situations relevant in vari-
ous business disciplines and require students to consider international, ethical,
legal, and technological implications. Each writing application and case for analysis
in Chapters 9-18 is classified so you can select applications and cases relevant to
your students’ interests and needs. Classifications identify the discipline and the
specific implications inherent in the problem.

The activities also encompass a broad range of difficulty to meet various
levels of student needs—a repeated request of reviewers and users. The level of
each activity is clearly marked in the Instructor’s Resource Manual. The four
levels include

Level 1: Analyzing the strengths and weaknesses of a poorly written docu-
ment and revising the document incorporating the critique.

Level 2: Composing a document based on the information provided in the
case problem. Students may provide fictitious details if necessary.
Includes all information students need to solve the writing prob-
lem. Challenging new cases require students to solve realistic busi-
ness problems occurring in disciplines ranging from marketing to
information systems and others.

Level 3: Conducting basic library research to locate relevant information

needed to solve the problem.
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vi Preface

Level 4: Analyzing a complex issue that may require extensive research to
reach an informed decision. Critical thinking questions help stu-
dents organize their thoughts. Students write appropriate
document(s) to the intended audience(s). These analytical cases
appear in a separate section entitled Cases for Analysis.

e Students build a strong theoretical foundation for writing (Chapters 1-8)
before encountering the writing applications (Chapters 9-18). Reviewers and
users have recommended this organizational pattern consistently. If you prefer
to have your students write earlier, you can easily adapt the sequence and
content of this flexible text.

Changes in the organization to the Eleventh Edition include a revised Chap-
ter 1, “Interpersonal Communication and Listening” (formerly Chapter 2), that
offers an engaging, highly relevant beginning for the study of business commu-
nications.

Part 3, “THE WRITING PROCESS,” which covers the process of writing—
determining the purpose and channel, envisioning the audience, adapting the
message to the audience, organizing the message, writing the first draft, and
revising and proofreading—has been streamlined for more focused coverage.
Part 3 now includes Chapter 7, “Organizing and Composing Messages,” and
Chapter 8, “Revising and Proofreading Messages.”

BUSINESS COMMUNICATIONS EXPOSES
STUDENTS TO COMMUNICATION CHALLENGES
IN REAL-WORLD COMPANIES

Advice from a panel of committed executives and exposure to communication
dilemmas in real companies help students understand the relevance of effective
oral and written communication in their career success. Throughout the text
students learn to apply specific communication principles to real companies and
situations.

e A Student Foreword, “Effective Communication Skills: Key Ingredients,” chal-
lenges students to approach the course with added incentive. Examples from
current literature and personal anecdotes of executives help students see the
role of communication in the real world and the strong link to personal
career success.

e Communication mentors give your students a priceless opportunity to “look
over the shoulders” of a panel of communication mentors—six of the thir-
teen mentors are new to the Eleventh Edition. These corporate leaders rep-
resent numerous disciplines and various levels of management. As students
study a particular principle, one or more of the communication mentors
discuss how the principle actually works in today’s dynamic business envi-
ronment. They share related strategies for communicating effectively or pro-
vide concrete advice for developing the needed skill. To acquaint your stu-
dents with the members of the communication mentor panel, refer them to
the photos and brief profiles that appear at the end of the Student Foreword.
A special format alerts students that they are learning from the real-life expe-
riences of corporate executives.



Preface vii

A Communication in Action (CIA) case for each chapter is built around an
executive who addresses a communication dilemma in a real company. Cases
are based on personal interviews with the executives. Each CIA case in-
cludes critical thinking questions and legitimate writing assignments (in chap-
ters where writing has been introduced) that allow students to apply what
they have learned. Answers to questions and applications appear in the
Instructor’s Resource Manudal.

Selected chapter openers, photographs, marginal notes, and text discussion
also highlight communication issues in real companies.

Six videotapes take students inside real companies to learn how business
executives solve communication problems. Teaching and learning materials
in the textbook and Instructor’s Resource Manual help you use these videos
to enliven your classroom presentation.

BUSINESS COMMUNICATIONS OFFERS
COMPREHENSIVE COVERAGE OF TIMELY TOPICS

International, technological, ethical, legal, and interpersonal topics are integrated
throughout the text to reinforce the importance of these factors in all phases of
communication—oral and written. In addition to this comprehensive coverage,
selected features further emphasize these important topics.

A separate chapter on “Ethical and Legal Guidelines” (Chapter 6) builds
awareness of ethical issues facing students now and on the job. Using a
framework for analyzing ethical issues including legal aspects, students find
solutions to ethical dilemmas that do not compromise their own personal
values. Specific guidelines ensure students they are using effective commu-
nication ethically. Numerous examples from students’ daily life, the busi-
ness world, and cases offer ample opportunity to analyze complex issues
where right and wrong may not be clear.

Updated coverage on international and technology chapters (Chapters 4
and 5 respectively) reflect the latest issues including the Internet, online
catalogs and information services, collaborative software, document
conferencing, and detailed discussion of the ethical and legal implications
of technology.

End-of-chapter exercises and applications require students to solve prob-
lems with international, technological, ethical, legal, and interpersonal im-
plications. The implications inherent in each application or case are clearly
identified.

An e-mail application at the end of each chapter develops proficiency in
using this important tool in the workplace. Applications include sending the
instructor an outline and bibliography of an upcoming oral or written report
for approval, minutes of group meetings, and responses to cases where e-
mail is an appropriate channel. Students message one another to apply spe-
cific communication theory and to facilitate collaborative writing projects.
Advanced applications include querying an international agency through
Gopher to seek firsthand information about international communication and
performing an electronic search of a business research topic using the Internet.

g amd e Joart M
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BUSINESS COMMUNICATIONS
DEVELOPS CRITICAL THINKING SKILLS

The ability to analyze complex issues, organize thoughts logically, and commu-
nicate these complex ideas concisely is essential for career success. The peda-
gogy of previous editions of Business Communications has involved teaching
students to analyze and organize before beginning to write. Other features in
the Eleventh Edition that foster the development of critical thinking skills in-
clude the following:

e Marginal notes marked “Think It Over” involve critical thinking and

require students to analyze and apply the concepts presented in the text
discussion.

e An ethical framework is presented to teach students to analyze ethical dilem-
mas from multiple perspectives and to identify solutions that conform to
personal values.

e Cases for Analysis, the most challenging of the four ranges of difficulty avail-
able in the end-of-chapter activities, require students to analyze complex
issues and communicate the analysis in logical, concise documents.

e Practical applications in the Study Guide provide critical thinking questions,
or communication pointers, that help students analyze a situation and then
organize their thoughts logically and concisely.

e Selected end-of-chapter activities, marked with a GMAT icon, can be used as
a sample Analytical Writing Assessment (AWA) for students preparing for the
Graduate Management Admission Test (GMAT). The AWA portion of the GMAT
includes two writing tasks that assess the ability to think critically and com-
municate complex ideas. The Instructor’s Resource Manual contains guide-
lines for scoring the AWA following the holistic scoring method used by
GMAT graders.

BUSINESS COMMUNICATIONS PROVIDES
EXCELLENT INSTRUCTIONAL RESOURCES

A complete package of instructional resources complement the textbook as well
as your classroom presentations. Use these instructional materials to simplify
and strengthen the study of business communication to make both in- and out-
of-class time more effective.

Instructor’s Resource Manual

The comprehensive Instructor’s Resource Manual includes

e Suggestions for organizing the course in a semester and a quarter system,
administering the course, managing collaborative writing projects, and inte-
grating the six videotapes.
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e Guidelines for grading letters, reports, and oral presentations and holistic
scoring method for Analytical Writing Assessment (AWA) tasks required for
the Graduate Management Admissions Test (GMAT).

e Chapter learning objectives, an outline, and teaching suggestions for each
chapter.

e Answers to end-of-chapter review questions and suggested solutions to
exercises, e-mail applications, Communication in Action cases, applications,
and cases for analysis.

e Suggested Readings lists for each chapter that direct students to articles to
supplement the text and expose them to real-world communication
strategies.

e Transparency masters that contain solutions to exercises and cases, format-
ted for clear, easy projection.

Test Bank (Print and MicroExam)

The Test Bank includes approximately 1,000 test questions, 25 percent of
which are new to the Eleventh Edition. Each test bank chapter includes a
correlation table that classifies each question according to type and learning
objective. There are 20 true-false, 30 multiple choice, and 5 short-answer ques-
tions for each chapter and Appendix A. Page references from the text are
included. You can select factually and application oriented questions by refer-
ring to the marginal notation, factor appl for the classification of each multiple
choice question. About 75 percent of the questions are factual and 25 percent
are application. These class-tested questions have been evaluated for clarity
and accuracy.

South-Western’s automated testing program, MicroExam 4.0, contains all
the questions from the printed test bank, with a pull-down menu that allows
you to edit, add, delete, or randomly mix questions for customized tests.

Color Acetate Transparencies and PowerPoint® Screens

In addition to the transparency masters included in the Instructor’s Resource
Manual, a package of approximately 100 fully developed one-, two-, and four-
color overhead transparencies is available to adopters. The package is keyed
to the text and includes many of the figures in the text, key communication
concepts, activities designed to reinforce concepts presented in the text, and
solutions to selected end-of-chapter activities.

The acetates are also available on a presentation disk that contains files
created with PowerPoint®. (PowerPoint is a registered trademark of Microsoft
Corporation.) You simply load the files pertaining to a specific lecture and dis-
play them as needed. You will need a personal computer and LCD technology
to use the presentation disk in lieu of transparencies.

TEST BANK

BUSINESS COMMUNICATIONS

PREPARED 8Y LITTLEJOHN AND LENMAN

o~

LEHMAN, HIMSTREET, BATY 11TH ED.
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Study Guide

The Study Guide reinforces learning and includes three types of exercises:

e Review Questions. Students complete true/false and multiple choice ques-
tions for each chapter to help them master key principles. Twenty-five
percent of the study guide questions are new. The feedback provided for
each incorrect response clearly explains why the student’s response is wrong
and directs him or her to a page in the textbook for further study. Building
this solid theoretical foundation will prepare your students for the applica-
tions (writing problems) in the text and will lead to improved scores on
objective tests.

e Practical applications for Chapters 9-18. Students must solve three
business-writing problems for each chapter, one of which is new to the
Eleventh Edition. For the first two applications, students critique portions
of texts (paragraphs within an entire letter or sections of letters that are
difficult to write) and revise accordingly. Then, students compare their
critiques and revisions to a succinct list of strengths, weaknesses, and sug-
gested revisions. Before tackling the third application, students answer
critical thinking questions that require them to analyze the situation and
organize their thoughts. Comparing their work to the suggested answers
allows students to compose the required document with increased confi-
dence. Finally, they compare their document with the suggested solution
and are prepared to write a similar document for evaluation.

e Comprebensive review of major grammatical principles with exercises and
answers.

Videotapes with Teaching and Learning Materials

Six videotapes allow students to go inside real companies, meet business ex-
ecutives, and learn effective communication strategies. Each video ends with
“Business Tips,” a focused review of the major principles the executive ex-
plained. The videos have been carefully prepared to correspond with the ma-
jor concepts presented in each of the six parts of Business Communications.

Teaching and learning materials are available to help you integrate these
videotapes in your classroom. A full-page discussion of each tape appears in
the appropriate place within the text. Each of these “Video Connections” pre-
views the major points discussed in the film, includes five discussion ques-
tions that you can assign for homework or use to promote class discussion,
and includes an application requiring students to apply key principles. (Stu-
dents must write letters and memos for video applications in Parts 4-6 after
writing has been introduced.)

The video segments include

Part 1 (Chapter 3) Public Speaking
Salsbury Communications, Inc.
Ventura County, California

Part 2 (Chapter 4) Intercultural Communication
Pacific Bell Directory
Orange County, California
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Part 3 (Chapter 8) Revising and Proofreading
Amatulli and Associates
Cincinnati, Ohio

Part 4 (Chapter 11) Writing to Persuade
C. Pharr Marketing Communications
Dallas, Texas

Part 5 (Chapter 14) Communicating About Work and Jobs
Venture Stores, Inc.
St. Louis, Missouri

Part 6 (Chapter 15) Research Methods and the Report Process
Inteleco
Little Rock, Arkansas
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STUDENT

FOREWORD

EFFECTIVE COMMUNICATION SKILLS:
KEY INGREDIENTS IN CAREER SUCCESS

What is success? Is it graduating at the top of your class? Getting elected to an office?
Being on a winning sports team? Inventing a new product? Getting a promotion?
Success means different things to different people. In the most general sense,
success usually means achieving the goals you have set for yourself. For many people,
goals for success involve having meaningful work, financial security, a family and
home, and the ability to work for and contribute to the causes of your choice.
What goals you set, how you set them, and how you define your personal
vision of success is up to you. Achieving success is then largely dependent on hard
work and your commitment to developing the skills necessary to reaching the goals

you set for yourself.
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As a business student, your vision of success likely includes a career that will
be filled with many challenges and responsibilities. Whether you aspire to be a
manager, accountant, economist, financial analyst, computer programmer, mar-
ket researcher, or any other professional, your ability to communicate effectively
is essential. Good speaking and writing skills often are the only qualities that
can bring your ability to the attention of others and put you first in line for a
deserved promotion or challenging assignment.

Business leaders today adamantly support the relevance of communication
skills to career success. In a survey of leading firms in the United States, execu-
tives disagreed on the relative importance of numerous managerial skills, but
virtually all agreed that communication and interpersonal skills are second only
to integrity (Smith, 1991). Communication skills are a common thread through-
out many of the anecdotes of a professional’s progress toward career success
often included in The Wall Street Journal and other business publications. The
following statements from executives indicate the importance they attach to
communication skills:

Hugh B. Jacks, President and Owner, Potential Enterprises & Adventure
Safaris: Learning to communicate well should be a top priority for anyone
aspiring to lead or advance in a career. Strong technical skills are needed,
but technical ability alone will not result in career advancement. Those who
develop only technical skills always will work for people who have both
technical and leadership abilities, and communication is the key ingredient
in leadership.

Dennis R. Beresford, Chairman, Financial Accounting Standards Board: In
accounting and all other professions, we must have the appropriate techni-
cal skills. But if we cannot communicate what we know, the value of the
technical skills is lessened. For example, knowing how to compute corpo-
rate income taxes is a valuable skill. Being able to tell others how to do it
magnifies the value of that technical skill. Others can capitalize on your
knowledge only if you can communicate it.

Cynthia Pharr, President & CEO, C. Pharr Marketing Communications: More
than ever, sharp communication skills are essential to success. Ronald Reagan
was called “the great communicator” and considered the “media president”
because of his powerful ability to persuade via the media. Similar skills are
required of today’s business executives. Recent estimates are that chief ex-
ecutive officers of America’s largest companies spend over 70 percent of
their time on external affairs—communicating the messages of their compa-
nies. Businesspeople aspiring to top management slots should be increas-
ingly eager to improve their ability to communicate, especially their public
speaking skills.

Communication in today’s business environment is becoming increasingly
important because of rapidly changing computer technology and the highly com-
petitive global economy. Businesses of all sizes—not just large corporations—are
using computers to handle the large volume of information that must be pro-
cessed quickly. Managers are turning to executive workstations to increase their
productivity and save time. Primary applications include word processing, spread-
sheets, data management, desktop publishing, graphics, and telecommunications.
Business graduates who can communicate effectively using electronic communi-
cation technology will compete more favorably for available positions. Beginning
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businesspeople possessing these skills are more likely to earn respect, admira-
tion, and positive performance appraisals from their supervisors.

APPLICANTS ARE SCREENED FOR COMMUNICATION SKILLS

Because the ability to communicate effectively plays an important part in a
businessperson’s success on the job, many employers have begun to view the
ability to write and speak effectively as an important factor in selecting employ-
ees. Therefore, employers and professional certifying groups are screening
applicants for skills in oral and written communication. For example:

e BellSouth Services requires applicants to complete an extensive question-
naire that includes essay questions. In addition, applicants are given a test
similar to the ACT college entrance exam that includes a section on word
usage.

e A small manufacturing firm requires applicants for all positions, including
line workers, to write instructions for completing a typical task.

e Interviewers ask for specific evidence of applicants’ communication and in-
terpersonal skills. In other words, applicants are not asked, “Can you com-
municate well,” but rather, “Give me a specific incident when you communi-
cated effectively or worked well with others.” This question is often fol-
lowed with, “Good; now give me another example. . . .”

e The American Institute of Certified Public Accountants (AICPA) issued a state-
ment presenting its view of communication skills (Roy and MacNeil, 1967,
pp. 218-219):

To [CPAs] the ability to express [themselves] well is more than the hallmark
of educated [persons]; it is a professional necessity. Inability to express
[their] findings in understandable, explicit, unambiguous, intelligible En-
glish can be self-defeating, potentially misleading, and possibly disastrous
to clients, creditors, and investors. . . . We feel justified, therefore . . . in
being unequivocal about this requirement of the common body of knowl-
edge for beginning CPAs: Candidates who cannot write the English lan-
guage at least as well as a minimum-threshold should be denied admis-
sion to the profession, if need be on this account alone.

The state boards of accountancy are standing behind this powerful state-
ment. CPA exams are now evaluated for communication competence as well as
the technical content. Business departments are revising their curricula and com-
panies are providing in-service training with emphasis on refining communica-
tion and interpersonal skills.

THE VALUE OF GOOD COMMUNICATION SKILLS

Having good communication skills can give a job candidate an edge over other
prospects. Once hired, developing these abilities can lead to promotions and
advancements. However, people who have poor oral and written communica-
tion skills cannot expect to get the best jobs, nor can they expect to earn



