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Preface

ads; invariably the term communication is used. Thus this seventh edition con-
tinues the main thrust of the past six editions: Managers and executives—in-
deed, all employees of organizations—must possess excellence in written and
oral communication. Our term for communication in the business world is busi-
ness communication; that is, we are concerned with the movement of ideas via
either the written or oral word, in both for-profit or nonprofit organizations.

This book seeks to develop communication skills needed by those preparing
for, or who are already in, a business or management position. The seventh edi-
tion strengthens the research orientation and solid academic base of the previ-
ous editions. This fact, along with the authors’ combined total of more than 75
years of teaching undergraduate, graduate, and executive students at major
American and foreign universities, means that extensive pragmatic teaching in
the classroom adds to the academic base.

We maintained flexibility in the text; it can be adapted to either a one- or
two-semester or a quarter-length course at both two- and four-year colleges and
universities. Additionally, we have used the book in many continuing education
and executive programs in the United States and abroad. Finally, Effective Busi-
ness Communications has proved valuable as a handy reference guide long after
the course has been completed.

Pick up any newspaper, read scholarly research studies, look at personnel want

NEW MATERIALS AND CHANGES

m This textbook is more than 200 pages shorter than previous edi-
tions. Accomplishing that task was not easy because both authors and
readers become quite comfortable with familiar examples and topics. Re-
gardless, we omitted repetitious explanations but retained and added
new examples; decreased theoretical underpinnings but kept pragmatic
advice; combined related topics and replaced long illustrations with
shorter examples; omitted involved research discussions and inserted

- concise Communication Probes.

m We omitted the obvious, shortened the familiar. All the core busi-
ness topics of the past six editions are there; they are simply in brief form,
along with concise research probes and more checklists, the latter to ver-
ify that students have adequately covered the topic. Even long-used exer-
cises have been omitted from the text, but these tested and true exercises
are folded into the Instructor’s Manual.

XIl
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We are in paperback. When the three authors were in school, they too
had to purchase textbpoks for classroom use while on a limited budget.
This edition is less expensive than a hardcover book.

Communication Probes. To acknowledge the source of related infor-
mation, numerous research Communication Probes are included in each
chapter, rather than an inordinate number of footnotes. These probes are
succinct summaries of research statements relating to communication is-
sues discussed within the chapter. Scholarly journals are the dominate
source of these statements, but pragmatic and popular business-related
journals are also cited.

We underpin many pragmatic suggestions with research-oriented

statements. Perceptive readers will quickly see that the 1960s and 1970s
were the heyday for much communication research; we recognize that
fact, but we also added recent communication studies that are new or are
built upon previously completed efforts.
New Chapters. Chapter 4, “Business Communication and the Ethical
Context.” One cannot avoid the term ethics in the business world: News-
papers report daily on unethical activity; at annual meetings stockholders
raise questions that challenge company policies; and foreign governments
scrutinize the behavior of nondomestic firms. Thus one chapter is devoted
to ethical concerns, focusing on backgrounds to ethical contexts, influ-
ences on personal ethics, and communication and ethical issues.

Chapter 5, “Business Communication and the Technology Context.”
Three-year-olds play games on their computers. High school students—
and students even younger—surf the Internet. Dual telephone lines (fax
and phone) are hooked to many American homes. Instant worldwide com-
munication is common. Interviews are conducted via computer. CD-
ROMs make data instantly available. Communicating via satelite is the
norm. All these tools recognize that students, and the world of business, in-
creasingly depend on linking technology with central business communica-
tion principles. Thus Chapter 5 merges technology with both internal and
external communication. We touch the future but do not omit the past.
New Appendix. Appendix A, “Visual Aids in Business Communication.” Vi-
suals are so dominant in both written and oral communication that an entire
appendix is devoted to their discussion. Increasingly, boards of directors de-
mand consistency in all visuals; managers demand that reports avoid drab
black and white visuals that contain no color; instructors demand that the fa-
miliar three visual categories of pie charts, bar graphs, and line graphs no
longer be options in business communication but mandatory. Long columns
and rows of figures can be made more vivid. Appendix A suggests ways in
which to add vividness to either oral or written business communication.

m International Examples. Business is no longer insular. It is not limited

to the continental United States, nor are employees or you as a potential
executive confined to domestic concerns. Thus, about a third of our ex-
amples are from outside the United States. Because one of the authors
lived nearly 20 summers in Asia and because that part of the world is
turning eagerly to capitalism, many foreign examples are from Asia. But
those examples are not relevant to Asia alone; they are applicable to other
sections of the world as well.
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B Sidenotes. Whereas the Communication Probes are research-oriented
statements embedded in the text, the sidenotes in the margins are brief
summary statements that isolate significant points in the text that should
not be ignored. Occasionally we draw an inference or offer an opinion: to
reinforce the statements in the text, and possibly show our bias.

B Exercises and Problems. Every chapter’s exercises begin with two
questions demanding an international awareness. As businesses become
more global, students—and instructors—must become familiar with dif-
ferences and similarities in culture and global business communication.
We often link the frequent in-class foreign students (with their own com-
munication perceptions) with native class members. Both groups learn
from the assignments; both learn about each other’s culture; both im-
prove their current and future communication skills as they begin jobs in
global corporations. All the exercises are based on the instructors™ in-
volvement in or awareness of the international business environment.

Long-time users of previous editions are adamant that we retain “old
chestnut” exercises. We did remove some from this edition, but those we
moved—along with our suggested responses—to our new Instructor’s
Manual. This compromise allowed us to add many new examples and ex-
ercises yet keep popular questions from previous editions.

B Streamlined Prose. Each chapter that was retained from the sixth edi-
tion was rewritten for the seventh. As stated earlier, this book is 200-plus
pages shorter than previous editions, yet it includes the core of business
communication principles. The authors, and other instructors, often sup-
plement those central ideas by turning to innumerable other articles and
research studies that relate to the topics in this text. That is the intent be-
hind our more concise writing: to lay the foundation for effective busi-
ness communication. Then through Communication Probes, new exam-
ples and illustrations, new topics, and an increased emphasis on
international issues, students and instructors can supplement the infor-
mation provided here.

SPECIAL LEARNING FEATURES AND BENEFITS

Principles of the Seven Cs

Examples

No one knows the original source of the seven Cs; empbhasis on these principles
of completeness, conciseness, consideration, concreteness, clearness, courteous-
ness, and correctness is present in the works of Greek and Roman writers and af-
firmed in the Renaissance. We simply—as in the previous six editions—continue
to give the principles luster, in mnemonic form, to guide readers in choosing the
content and style of presentation adapted to the purpose and recipient of each
message.

Exemplary pedagogy moves on the wheels of good examples. As we mentioned,
at least a third of the examples are international in nature. More than 400 exam-
ples are directly from actual business and professional organizations. Classroom-
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Checklists

Cases

Visuals
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tested, the examples have benefited from comments received from thousands of
students and instructors over the years.

Previous editions were known for their usable and workable checklists. In this
seventh edition, Chapters 8, 9, and 10 have detailed capsule checklists; Chapter
7 is an entire chapter of examples acting as visual checklist; and all other chap-
ters have checklists embedded within. In fact, each checklist lets readers review
their progress, their homework, or even their understanding of the text. More
than 100 checklists are now part of the text.

Ly

Most chapters include minicases—some people call them incidents—and prob-
lems that quickly lend themselves to in-class analysis and impromptu evaluations
via either written or oral assignments. We continue the tradition of including as
many real instances as possible, omitting of course any reference to identifiable
companies or individuals.

With today’s PC software for graphics, it is a simple task to include illustrations,
graphs, charts, and tables to enhance prose and text discussion of a report or oral
presentation. Whenever we could visually enhance our prose, we did so, even in-
cluding an entire appendix devoted to visuals.

References and Explanatory Notes

Previous editions included numerous source citations as further support for the
text discussion. We omitted many of these citations in this edition, except in
Chapter 4, “Business Communication and the Ethical Context,” which depends
heavily on outside examples and citations. Only when necessary is a citation in-
cluded to which either the student or the instructor can turn for additional read-
ing. We used a modified version of the American Psychological Association
(APA) citation format.

Outlines and Summaries

Databases

We live in a visual world. Thus, each chapter opens with an outline of the main
topics followed by our traditional PAL: Porch (brief opening remarks), Aim (core
purpose of the chapter), and Layout (major topic divisions of the chapter). A
summary of the most important concepts discussed ends each chapter.

Technology’s footprint is obvious in this seventh edition. No longer can anyone
avoid the increasing use of databases in law, the social sciences, business, and a
host of other areas. References to CD-ROMs and the proliferating visual world
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of information are included where appropriate. Our intent is to awaken students
and encourage them to pursue the increasing numbers of electronic sources—as
supplements to this text—useful for well-documented written or oral forms of
business communication.

Appendixes

Positioning the following topics in the appendixes does not diminish their impor-
tance; it stresses their centrality in business communication:

m Appendix A, “Visual Aids in Business Communication,” focuses on six
common forms of visual support: outline charts, tables, bar graphs, pie
charts, line graphs, and area graphs, along with examples of each.

® Appendix B, “Grammar, Punctuation, and Style,” includes more than 60
examples that illustrate the common mechanical problems facing com-
municators.

m Appendix C, “Business Communication and Legal Issues,” looks at five
areas each businessperson will face in the future: defamation; invasion of
privacy; misrepresentation and fraud; laws regarding employment, credit,
and collections; and copyrights and computer data security.

SUPPLEMENTS

Instructor’'s Manual

To help fellow teachers do a better job of instructing, the Instructor’s Manual in-
cludes our suggestions, comments, and assistance for each chapter:

m Background information, including possible course content and organiza-
tion; suggestions for conducting various courses using this textbook;
longer, unique cases with simulation exercises.

m Possible answers and suggestions for each of the exercises, problems, and
cases in the text chapters.

® Transparency masters. Some illustrate significant text concepts; others
extend the textual material; several display possible answers to chapter
exercises and problems.

Microsoft PowerPoint™ for Checklists

Each of the shorter checklists (all those but the longer capsule checklists in
Chapters 8, 9, and 10) is available on a disk for instructors to project via com-
puter. We found in our classes that each checklist is a superior discussion starter.

Test Bank

A test bank is available, prepared by Betty Pritchett of Kennesaw State Univer-
sity. Each chapter contains a variety of questions, with answers.
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Computerized Test Bank

The test bank is also available in Microtest III™, a computerized test-prepara-
tion system in DOS, Windows, and Macintosh platforms.
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