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Preface

tudents don’t have to be convinced of the need for competent communication

skills. By the time they enter the business communication class, they already

know enough about the business environment to appreciate the critical role
communication plays in the contemporary organization. They’re also aware of the
role that communication will play in helping them secure an internship or get a job
and be successful at work.

To sustain this inherent interest, students need a textbook that is current, fast-
paced, and interesting—just like business itself. Thus, a major objective of the seventh
edition of Business Communication (BC) is to present comprehensive coverage of
real-world concepts in an interesting and lively manner.

This edition of BC has been considerably revised to provide students with the
skills they need to communicate effectively in the complex and ever-changing con-
temporary work environment. The revision was based on helpful feedback received
from current users around the country (and, indeed, around the English-speaking
world), changes in the discipline, and changes in the workplace itself.

The following discussion highlights the features of this complete teaching and
learning system:

® Streamlined organization

® Objective-based content

Business communication—in context
Work-team communication

Focus on contemporary issues

The 3Ps—Think First; Write Later
Basic skills first

Streamlined Organization

Long-time users of BC will remember that the first edition contained 18 chapters.
The sixth edition contained 15 chapters, and the current edition contains 12 chap-
ters. Although there is an increased emphasis on ethics, e-mail, and audience analy-
sis throughout the text, most of the change came about through reorganizing the
topics, including the following:

® Interpersonal communication topics have been grouped together and now
comprise a separate chapter (Chapter 3).

® The two chapters on writing with style have been combined into one chapter,
entitled “Revising Your Writing,” and that chapter now immediately follows
the chapter introducing the writing process.

® The three chapters on business report writing have been reorganized into
two chapters. (Buscom instructors know that students learn how to write by
writing—not by just reading about writing.)
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® The two chapters on oral communication have been combined into one chap-
ter. BC remains the only major text to provide practical advice for preparing
audience handouts and for making video presentations.

® The section on business etiquette has been moved to the chapter on employ-
ment communications—where students will apply this knowledge during em-
ployment interviews. Also new in the employment communication chapter is
a section on creating interactive HTML résumés as a means of communicating
one’s availability for employment by using the Internet.

Objective-Based Content

To a greater extent than is true for most other business courses, the content and or-
ganization of the basic business communication course differs markedly, depend-
ing on the institution at which it is taught, the department that teaches the course,
the level of the student, and the like. For example, some institutions place major
emphasis on business report writing, while others give the topic scant coverage. The
same is true, of course, for other topics such as oral communication, basic English
skills, and employment communications. Even more important, there are topics
within chapters that, because of time constraints or coverage in other courses, some
instructors choose not to cover. Thus, every chapter communication objective (CO)
may not be relevant for every business communication class.

The seventh edition of BC lets instructors easily customize their courses to
meet their particular needs. Each communication objective that is presented at the
beginning of each chapter has been defined to cover an important element of that
chapter’s content. Each chapter is then organized around these objectives, and the
particular objective being covered is identified in the margins. All content relating
to one objective is presented before moving on to the next consecutive objective.
Further, the chapter summary is organized around each objective, as are the end-of-
chapter exercises and test-bank questions.

This means that instructors can easily assign an entire chapter or only compo-
nents of the chapter, based on the communication objectives, and then easily iden-
tify the related end-of-chapter exercises and test-bank items.

Business Communication—In Context

Business communication problems in the real world do not occur in a vacuum.
Events have happened before the problem and will happen after the problem, af-
fecting its resolution. Thus, in addition to typical end-of-chapter exercises, three
learning tools in this text provide more complete long-term situations that provide
a “slice-of-life” reality students will actually face on the job.

An Insider’s Perspective Each chapter begins with an on-the-job interview with a
manager from a multinational company, a small entrepreneurial company, or a non-
profit organization. The opening vignettes have been shortened to one page and con-
tinue at the end of each chapter with a 3Ps (Problem, Process, and Product) activity.

New to this edition are chapter-opening interviews (and new end-of-chapter
exercises) with the following business managers:

® Jim Grenier, Vice President, Human Resources, Intuit
® Amy Purcell, Senior Manager, Pearle Vision Communications, Luxottica Group

PREFACE



Dick Hughes, Editorial Page Editor, Statesman Journal

Barry Huff, President, Glory Foods

Ken Chenault, Chairman and CEO, American Express

Janet Kelly, Assistant Director of Merchandising, Chinaberry, Inc.
Linda Girard, Senior Chemical Engineer, Procter & Gamble

Erika Weinstein, President and Cofounder, Stephen-Bradford Search

Continuing Text Examples and End-of-Chapter Exercises Continuing ex-
amples are often used throughout the chapter (and sometimes carried forward to
the next chapter) in both the text and end-of-chapter exercises. For example, in
Chapter 6, students first assume the role of buyer and write a claim letter. Later, they
assume the role of seller and answer the same claim letter by writing an adjustment
letter. In Chapter 7, students write a persuasive request from a subordinate; and in
Chapter 8 (about bad-news messages), they assume the role of superior and turn
down the well-written persuasive request.

Such situations are realistic because they provide a sense of following a prob-
lem through to completion. They are interesting because they provide a continuing
thread to the chapters. They also reinforce the concept of audience analysis because
students must first assume the role of sender and later the role of receiver for the
same communication task.

Real Company Letterheads Full-page models of each major writing task on
real company letterheads appear in this text, shown in complete, ready-to-send for-
mat, so that students become familiar with the appropriate format for every major
type of writing assignment. Each model provides marginal step-by-step composing
notes as well as grammar and mechanics notes that point out specific illustrations
of the grammar and mechanics rules presented in the business English chapters of
the text.

Urban Systems: An Ongoing Case Study Every chapter ends with a case study
involving Urban Systems (US), a small entrepreneurial start-up company whose
primary product is Ultra Light, a new paper-thin light source that promises to revo-
lutionize the illumination industry. All 12 case studies are new for this edition. A
company profile is contained in the Appendix to Chapter 1, and each chapter pre-
sents a typical communication problem faced by one of the employees. As students
systematically solve these case studies, they face communication problems similar
to those typically found in the workplace. The continuing nature of the case studies
provides these positive learning experiences:

® Students are able to use richer contextual clues to solve communication prob-
lems than is possible in the shorter end-of-chapter exercises.

® Students become intimately familiar with the managers and the company and
must select what is relevant from a mass of data, thereby learning to handle in-
formation overload. For added realism, each case includes an action photo-
graph illustrating that particular communication situation.

® Because the same situations frequently carry over into subsequent chapters,
students must face the consequences of their earlier decisions.

® Many cases require students to solve the same communication problem from
two different perspectives—thereby enhancing the concept of audience analysis.



® The cases provide realistic opportunities for practicing work-team communi-
cation and critical thinking skills.

Work-Team Communication

Fed by global competition and global opportunities, contemporary organizations are
making extensive use of project management, continuous process improvement, and
work teams to encourage their employees to work and communicate collaboratively
to solve complex workplace problems. Thus, competent communicators need to de-
velop high-level interpersonal skills for working in small groups as well as for writing
and presenting collaboratively.

Because many instructors assign group projects right from the beginning of the
term, work-team communication competence is one of those “up-front” skills stu-
dents must have to benefit completely from the discussion of other business com-
munication topics. Unfortunately, however, instructors often erroneously assume
students already know how to work together effectively.

Chapter 2, “Contemporary Issues in Business Communication,” introduces
these topics:

m The role of conflict, conformity, and consensus in work teams.

® Proven methods for giving constructive feedback, including commenting on
peer writing.

® Work-team intercultural diversity that stresses diversity within the United
States—for example, ethnicity, gender, age, and physical abilities.

® Ethics and communication.

Numerous end-of-chapter exercises provide students the opportunity to work
together in teams to solve typical business communication problems.

Focus on Contemporary Issues

Throughout the text, boxed features called Spotlights illustrate how business com-
munication is affected by three contemporary issues: the increasing international
and intercultural nature of today’s business world (with an emphasis on demo-
graphic diversity within the U.S. work environment), technology in the workplace,
and the growing importance of the ethical dimensions of communicating.

Spotlights are specifically designed to reinforce criteria from AACSB (the Asso-
ciation to Advance Collegiate Schools of Business) for teaching the international,
technological, ethical, and demographically diverse dimensions of business. Be-
cause these are contemporary issues, all 24 Spotlights (two per chapter) are new for
this edition. Also new to this edition, each Spotlight ends with a “Critical Thinking”
question to further engage the student.

The “Communication Snapshots”—colorful graphics that present up-to-date
factoids about issues directly relating to contemporary business communication—
are all new for this edition.

Today; if there is one business buzzword, it has to be technology. And with good
reason. Every aspect of contemporary business communication—from determin-
ing what information to communicate to processing the information and sharing
it—depends on technology. In BC, students learn to:

® Compose, format, and manage e-mail.
® Access the Internet and World Wide Web and evaluate the quality of the infor-
mation they receive.



B Format electronic résumés and interactive HTML résumés and search online
for a job.

® Give electronic presentations.

® Cite electronic sources such as webpages, online journals and directories,
e-mail, and other Internet sources in business, APA, and MLA formats.

The 3Ps—Think First; Write Later

The 3Ps (Problem, Process, and Product) models and activities, with their step-by-
step analyses of typical communication tasks, have been one of the most popular
features of previous editions. These models comprise the problem (the situation
that requires a communication task), the process (step-by-step guidance for accom-
plishing that task), and the product (a fully formatted finished document).

The 3Ps activities require students to focus their efforts on developing a strat-
egy for any message (including e-mail messages) before beginning to compose it,
and they serve as a step-by-step model for students when they compose their own
messages.

The 3Ps activities within each chapter all contain the solutions to the process
questions. The 3Ps exercises at the end of the chapter (plus additional ones in the
Instructor’s Resource Manual, on the instructor’s website, and online in the BusCom
Writer tutorials) pose process questions and then require students to provide the
solutions, thereby more actively engaging them in the problem-solving process.

Basic Skills First

Language Arts Basics (LABs) No one can communicate effectively if he or she
cannot communicate correctly. It is an unfortunate fact of life that many students
today have not had the advantage of the nuts-and-bolts grammar and mechanics
instruction that their instructors took for granted in their own education. Students
must learn these basic skills at some point, and the collegiate business communica-
tion course is probably their last opportunity.

The six LAB exercises in the Reference Manual of BC systematically teach and
test the most frequently occurring and most frequently misused rules of English
grammar and mechanics: '

Parts of Speech
Punctuation—Commas
Punctuation—Other Marks
Grammar

Mechanics

Word Usage

AL .

Unprecedented Instructor Support

The seventh edition of BC provides unprecedented instructor support.

Ask Ober BC takes the concept of communication to a new level. The “Ask
Ober” feature (e-mail: askober@comcast.net) permits and encourages direct dia-
logue between you or your students and the textbook author. Whenever you or
your students have a question or comment about this text or about the business



communication curriculum, just Ask Ober. Add this e-mail address to your own
contacts list and include it in your course syllabus. (Please ask students to copy you
on any e-mail so that both you and your students receive a personal response from
the author.) You and your students have never been so connected.

Also in this edition is an “Ask Ober” column in each chapter. This column con-
tains actual questions received from the hundreds of instructors and students who
have made use of this unique form of communication—along with the author’s re-
sponses. All questions are new for this edition.

Instructor Website The instructor website international.cenagage.com contains
detailed lecture and supplemental discussion notes for each chapter, additional
application exercises and cases, PowerPoint slides and handout masters for pre-
viewing and downloading, as well as a forum for exchanging ideas with the author,
publisher, and other instructors around the country teaching this course.

PowerPoint Slides The PowerPoint program consists of 200 author-prepared
slides, including summaries of key concepts, good/bad paired examples, and sup-
plementary information such as answers to selected exercises. For added interest,
the examples used in the slides are all different from those used in the text.

Enhanced! PowerPoint Slides We now provide two versions of slides: basic and
enhanced. The basic version provides a comprehensive lecture outline based on text-
book content, including key figures and tables from the textbook. For those instruc-
tors who want to go beyond the textbook content and introduce some interactivity
in their lectures, we provide an enhanced version of the basic slides that includes ad-
ditional figures, class exercises, quizzes, and debate issues.

Eduspace® Powered by Blackboard™ Houghton Mifflin’s online learning
tool is a customizable, powerful, and interactive platform that provides instruc-
tors with text-specific online courses and content in multiple disciplines. Edu-
space® gives instructors the ability to create all or part of their courses online
using the widely recognized tools of Blackboard and quality text-specific content.
Instructors can quickly and easily assign homework exercises, quizzes, tests,
tutorials, and supplemental study materials and can modify that content or even
add their own.

BusCom Writer Tutorials are a special component of the Eduspace program ac-
companying BC. Each of these self-paced tutorials, based on the textbook’s 3Ps
(Problem, Process, and Product) model, presents students with a unique business
situation; guides them through the process of analyzing the situation, developing
communication goals, and preparing the document; and prompts students to
proofread and revise the finished product to meet proper writing standards.

For the first time, we are also providing our Urban Systems simulation online
via Eduspace. This innovative case study simulation provides a total immersion ex-
perience for students. Based on the Urban Systems end-of-chapter continuing case,
the simulation brings business communication challenges to life by allowing stu-
dents to virtually experience the situation and actively solve the problem.
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Blackboard and WebCT Support Cengage Learning provides specific assis-
tance for instructors who want to create and customize online course materials for
use in distance learning or as supplements to traditional classes. This service helps
instructors create and manage their own websites to bring learning materials, class
discussions, and tests online. Cengage Learning provides all the necessary content
for an introductory course in business communication using BC.

Instructor’s Resource Manual The Instructor’s Resource Manual includes sam-
ple syllabi, correlation of SCANS competencies to text material, grading rubrics
(objective forms to help instructors evaluate student work), and suggestions for
guiding students in developing writing portfolios. In addition, the manual provides
chapter overviews; lecture and discussion notes; supplemental lecture notes; sug-
gested answers to and/or teaching tips for all writing exercises and case problems;
additional 3Ps (Problem, Process and Product) exercises with formulated solutions;
an answer key to grammar and mechanics exercises; fully formatted solutions to all
correspondence assignments; and a sample long report and memo report.

Test Bank and Computerized Test Bank The printed Test Bank and HMTest-
ing contain approximately 1,200 test items, including multiple-choice, true-false,
and short answer items. Many of these items are new, and the others have been ex-
tensively revised. HMTesting is software that allows instructors to prepare examina-
tions consisting of any quantity and combination of questions. Using this program,
the instructor selects questions from the Test Bank and produces a test master—and
alternative versions, if desired—for easy duplication.

Transparencies One hundred color transparencies are also available in pdf for-
mat on the instructor’s site, including summaries of key concepts, writing exam-
ples, text figures, and answers to selected exercises.

DVD Program Video case studies of well-known companies reinforce text con-
cepts by directly relating them to the footage being shown. In addition, discussion
questions and suggested writing assignments are provided for each video.
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Grading Symbols

abb
acc

act
agr

apol

app

aud

conc
conf
cons

dang

disc

emp
end

evid

expl

for
frag

head

Do not abbreviate this word. (page 500)

Verify the accuracy of this statement or
figure. (pages 120-122, 139, 297-299,
301, 364)

Prefer active voice. (pages 149-150, 438)

Make sure subjects, verbs, and pronouns
agree; use plural verbs and pronouns with
plural subjects and singular verbs and pro-
nouns with singular subjects.

(pages 496-497)

Do not apologize in this instance.

(pages 195, 196, 263) ,
Make sure that the appearance of your

document does not detract from its effec-
tiveness. (pages 120-122, 366)

Make sure the content and tone of your
message are appropriate for your specific
audience. (pages 106-111, 219-220,
389-390)

Be more concise; use fewer words to ex-
press this idea. (pages 144-147)

Use a more confident style of writing; avoid
doubtful expressions. (pages 155-156)

Be consistent; do not contradict yourself.
(page 21)

Avoid dangling expressions; place modifiers
close to the words they modify.

(pages 141-142)

Avoid discriminatory language.

(pages 51, 53-54, 162-165)

Emphasize this point. (pages 157-159, 360)
Make the ending of your message more ef-
fective—more interesting, more positive, or
more original. (pages 183, 195-198, 225,
237-238, 263-265, 351-354, 396)

Give more evidence to support this point.
(pages 111-113, 223-224, 231, 234-236,
318-323)

Use expletive beginnings (such as there are
or it is) sparingly. (pages 147, 496)

Use correct format. (pages 59-61, 514-527)
Avoid sentence fragments. Each sentence
must contain a complete thought. (page 495)
Use report headings effectively—descriptive,
concise, parallel, and not too many or too
few. (pages 347-349, 522)

info

int

list

mean
mod
num
obv
org-dir
org-ind
orig

par

para
plur
pos
pro

punc

quot

read

rel

Use all the relevant information in the prob-
lem; make only reasonable assumptions.

Interpret this point. Don't simply state facts
or repeat data from tables and figures; give
more information so that the reader under-
stands the importance and implications.
(pages 234-235, 317-322)

Consider putting these ideas in a numbered
(sequence important) or bulleted (sequence
not so important) list. (page 518)

Reword to make your meaning clearer or to
be more precise. (pages 139-144)

Use modifiers (adjectives and adverbs) cor-
rectly. (pages 495-496)

Express numbers correctly (either in words
or in figures). (pages 502-503)

Avoid obvious statements. (pages 156-157)

Use a direct organizational pattern here—
main idea before the supporting data.
(pages 180, 181-183, 221, 257-259)

Use an indirect organizational pattern
here—supporting data before the main
idea. (pages 180, 222-225, 259-261)

Use more original wording; avoid clichés
and avoid copying the wording from the
problem or text examples. (pages 142-144)
Use parallel structure; express similar ideas in
similar grammatical form. (pages 150151,
349)

Do not make paragraphs so long that they
appear uninviting to read. (page 154)

Do not confuse plurals and possessives.
(pages 490-491, 496-497)

Use positive language to express this idea.
(pages 159-160) L

Use pronouns and antecedents correctly.
(pages 359, 497-498)

Use appropriate punctuation to help your
reader understand your message.

(pages 481-494)

Use direct quotations sparingly; paraphrasing
is usually more effective. (pages 361-363)
Put the reader in the action; state this idea in
terms of reader response or reader benefits;
use the “you" attitude. (pages 160-162)

What is the relevance of this point?



rep Avoid redundancy and needless repetition. titl Express titles correctly—italicize (or under-
(pages 144-147) line) titles of complete works; enclose titles
run  Avoid run-on sentences. Use a semicolon to of parts of works in quotations. (page 492)
join two independent clauses or make two tone  Avoid a tone of insincerity, anger, flattery,
separate sentences. (page 495) condescension, preachiness, bragging, ac-
spec  Be more specific; avoid generalities. cusation, or exaggeration. (pages 154155,
(pages 20-21, 140-141) 156-157, 194, 357-359)
sp Use correct spelling. (pages 503-504) tran  Use trtirlrsitiog to make sentences flow
: o smoothly and to connect one topic with the
sub gaég;)rdmate this point. (pages 157-159, next, (pages 152-154, 360-3 61)p
h Use proper verb tense—past, present, or word  Choose your words carefully; do not confuse

Proofreaders’ TS

future. (pages 359-360)

similar-sounding words. (pages 506-5171)

PROOFREADERS' MARK DRAFT FINAL COPY
—— Capitalize Elmwood street Elmwood Street
}2' Delete a%mégfict a fact
ses Don't delete a ?zx.ég's’tory a true story
dS Double-space : 4 first line first line
S | secondline
second line
Y.
/\ Insert tc}\Aann Atlas to Mr. Aaron Atlas
7*\ Insert space pap%:lip the receipt paper clip the receipt
(© Make a period for todayJohn may for today. John may
[ Move left ! Thank you Thank you
‘ 3 Move right The segmd reason The second reason
C Omit space at the boof Store at the bookstore
QI Paragraph q-Pl‘o be sure To be sure
S S Single-space first line first line
SS second line
second line
, . -JP ;
2P Spell correctly Sincetly yours, Sincerely yours,
¢ Spell out only(4 }imes only four times

to see clearly '

tolglearly/Seq

in today's Tribune

(J) Transpose

___ Underline (or italicize) in today’s Tribune

/ Uyse‘ lowercase letter the I{resident of the president of



