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The past decade will be remembered as a period of significant change in the
workplace. One of the most important developments has been the increased
importance of interpersonal skills in almost every type of organization. Em-
ployers want to hire persons who can work effectively in teams and who are
able to represent the employer favorably to clients, customers, and members
of the public. They want employees who possess the ability to communicate
effectively and in a pleasant manner.

Human Relations: Principles and Practices is an introduction to the impor-
tant human side of today’s work world. Based on the premise that the prac-
tice of good human relations is essential to career success, the text focuses
on the skills a person needs in order to function effectively while working
with people. By studying the concepts and strategies presented here, the
reader can learn to become a well-rounded “total person,” one who can ad-
just quickly to the demands of work and make wiser choices when people-
related problems arise.

The “total person” approach to human relations is the central theme of
Human Relations: Principles and Practices. We take the position that human
behavior at work is influenced by many interdependent traits such as physi-
cal fitness, emotional control, values orientation, self-awareness, nutrition,
self-concept, and personal appearance. A major goal of this text is to help
the reader develop a balanced blend of these important traits. It is our

xi



Xii

Preface

strong belief that if the whole person can be improved, significant benefits
occur to the employer and the employee.

Our aim has been to present the material in a non-technical, interesting,
and readable style. This is achieved, in part, by including a large number of
real-world examples of how human relations principles and practices de-
scribed in the book are being applied in a variety of contemporary organiza-
tional settings. These examples have been obtained from relatively small
companies such as Celestial Seasonings, as well as from large firms such as
Pitney Bowes, Marriott Corporation, Hewlett-Packard, and Quaker Oats.
Students preparing for a variety of careers will find the content practical
and relevant.

CHAPTER ORGANIZATION

SPECIAL FEATURES

Human Relations: Principles and Practices is comprised of nine chapters.
Chapter 1 provides a strong rationale for the study of human relations and
reviews the historical development of this field. It also includes a detailed
discussion of the major forces influencing behavior at work, as well as a
description of seven broad themes that emerge from a study of human rela-
tions. These themes are: communication, self-acceptance, self-awareness,
motivation, trust, self-disclosure, and conflict management.

Chapters 2-5 reflect the basic fact that our effectiveness in dealing with
others depends in large measure on our self-awareness and self-acceptance.
We believe that by building a positive self-concept and by learning to ex-
plore inner attitudes, motivations, and values, the reader will learn to be
more sensitive to the way others think, feel, and act.

Chapters 6-8 feature a variety of practical strategies that can be used to
develop and maintain good relationships with coworkers, supervisors, and
managers. These chapters, on learning to achieve emotional control, positive
reinforcement, and positive first impressions, discuss the importance of
these concepts in the workplace and help the reader develop skills in these
areas.

Chapter 9 deals with the special human relations challenge presented
by work-related changes. It describes ways we can cope more effectively
with personal and professional life changes.

Human Relations: Principles and Practices includes several special features
that enhance the teaching/learning process. Each chapter opens with a pre-
view of major topic areas and an opening vignette that builds reader inter-
est in the material. Numerous Thinking/Learning Starters within each
chapter give students a chance to reflect on the material and relate their
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own experiences to the concepts discussed. A series of thought-provoking
quotes from a variety of authors, leaders in business, and scholars, called
Total Person Insights, appears in every chapter. The chapters close with a
list of key terms and a series of review questions designed to reinforce the
reader’s understanding of important ideas. If students are interested in pur-
suing a particular subject in greater detail, a list of suggested readings is
also offered at the end of each chapter.

Each chapter features two case problems based on actual human rela-
tions situations. The majority of these cases deal with current situations in
real organizations. Some cases focus on an employee problem within the
context of a specific organization. Other cases focus on a human relations
problem that may require a change in organizational policies or procedures.
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ach year Fortune magazine conducts a nationwide poll of over
8,000 corporate executives, corporate directors, and financial
analysts to determine America’s most admired large corporation.
In 1989 Merck & Co., Inc. won the number one rating for the
third year in a row. What makes this pharmaceutical company so special?
One of the company’s major strengths is its awareness of the changing
makeup of the work force. Merck has been a pioneer in setting up flexible
work schedules, day care centers, and parental leave for both men and
women. The company was cited in a survey conducted by The Wall Street
Journal as one of the best employers for women and parents.!
Merck’s ranking among major U.S. corporations is based in large part
on the firm’s ability to attract, develop, and keep talented people. It is a
company that deemphasizes rank and title. There are no executive lunch-
rooms, and managers have adopted an open-door policy.

Merck and Company is not an isolated success story. Organizations
throughout the United States are discovering and rediscovering the benefits
that can be achieved when they improve the quality of work life. A growing
number of organizations, from hospitals to hotels, are giving greater atten-
tion to the human side of enterprise. Most of the organizations that survive
and prosper over a long period of time maintain a proper balance between
concern for production and concern for people.

These employees of Merck &
Co. are working as a team to
achieve their project goals.
Merck & Co. Inc.
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THE NATURE, PURPOSE, AND IMPORTANCE

OF HUMAN RELATIONS

Many of America’s best-managed organizations are going beyond being
“nice to people” to genuinely helping them come alive through their work.
Managers have learned that the goals of worker and workplace need not
conflict.3 This chapter focuses on the nature of human relations, its devel-
opment, and its importance to the achievement of individual and organiza-
tional goals.

Human Relations Defined

The term human relations in its broadest sense covers all types of interac-
tions among people—their conflicts, cooperative efforts, and group relation-
ships. It is the study of why our beliefs, attitudes, and behaviors sometimes
cause interpersonal conflict in our personal lives and in work-related situa-
tions. The study of human relations emphasizes the analysis of human be-
havior, prevention strategies, and resolution of behavioral problems.

Knowledge of human relations does not, of course, begin in the class-
room. Although this may be your first formal course in the subject, your
“education” in human relations actually began with your family, friends,
and early employment experiences. You learned what was acceptable and
what was not. You tested your behavior against that of others, formed close
relationships, experienced conflict, developed perceptions of yourself, and
discovered how to get most of your needs met. By the time you reached
college age, you had probably formed a fairly complex network of relation-
ships and had a pretty good idea of who you were.

However, behavior sometimes allowed at home or school cannot always
be used as a reliable guide to human relations on the job. For example, a
tendency to “do your own thing” without regard for the impact of your con-
duct on others could limit your chances for success or advancement in an
organization that values teamwork.

The Importance of Human Relations

One of the most significant developments of the past decade has been the
increased importance of interpersonal skills in almost every type of work
setting. In the minds of many employers, interpersonal skills represent an
important category of “basic skills” the worker is expected to bring to the
job. Technical ability is often not enough to achieve career success. Studies
indicate that many of the people who have difficulty obtaining or holding a
job, or advancing to positions of greater responsibility, possess the needed
technical competence but lack interpersonal competence.
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Many of today’s jobs require a
blend of technical skills and
human relations skills.

Lorraine Rorke/The Image
Works

Several trends in the workplace have given new importance to human
relations. Here we will discuss a few of the major trends.

The labor market has become a place of churning dislocation caused by
the heavy volume of mergers, buyouts, and business closings due to
economic volatility. These activities have been accompanied by thou-
sands of layoffs and the elimination of hundreds of product lines.* Some
20 million Americans leave their jobs each year, half involuntarily.
About 10 million workers change careers each year.”> As America at-
tempts to cope with rapid technological change and new competition
from multinational companies, there is every reason to believe we will
see more, not less, volatility in the labor force. In many respects, inter-
personal skills represent the critical “transferable skills” needed in an
ever changing labor market.

Organizations are developing an increasing orientation toward service
to clients, patients, and customers. As the authors of Service America
note, we now live in a new economy, a service economy, where relation-
ships are becoming more important than physical products. Restau-
rants, hospitals, banks, public utilities, colleges, airlines, and retail
stores all have the problem of gaining and retaining the patronage of
their clients and customers. In a service-type firm there are thousands of
“moments of truth,” those critical incidents in which customers come
into contact with the organization and form their impressions of its
quality and service.® Employees must not only be able to get along with
customers, they must project a favorable image of the organization they



