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Preface

Management Communication serves a new generation of managers in a new century by
answering the questions beginning with “How?”"—How can communication tools help or-
ganizations achieve their missions? How can business writers and speakers adapt their
communications to the specific needs of their audiences? How can managers make the
best use of new communication technologies? How can rising executives prepare for in-
tercultural communications challenges? Above all, how can workers at all levels develop
sincere, ethical approaches to upward, lateral, and downward communication in their
organizations?

Through clear explanations and contemporary examples, this text answers these
questions and others. This book is different. Throughout, this book emphasizes the ethi-
cal imperative of doing the right thing for business communicators, not simply doing things
right. This expands the discussion beyond traditional and conventional issues to the issues
of strategy and style. Business writers pressed for time learn how to generate ideas on the
spot instead of waiting for inspiration. Business speakers with sweaty palms read a noted
psychiatrist’s advice for dealing with speaker’s nerves. Managers preparing for intercul-
tural business service find discussions of actual documents and presentations from major
trading cultures.

There are frequent opportunities to practice what the book preaches. Managers and
managers-in-training who use this book will find themselves engaged in the exciting chal-
lenge of thinking through various business dilemmas and communications solutions. In
the process, students will develop their own *“voices” in writing and speaking—person-
ally appropriate styles that they can use with confidence and commitment throughout their
careers. Special features include:

* Twenty-five cases keyed to chapter topics pose real-world business dilemmas that
can be resolved by strategic communication.

* A concise, bound-in handbook answers questions about grammar, punctuation, us-
age, and documentation.

* A variety of exercises for each chapter allows for a wide range of learning styles
and course orientations.
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* Dozens of full-length examples of business documents, some in before/after ver-
sions, show editing and revision possibilities.

* Helpful shortcuts and acronyms (for example, the SALES and ACTION patterns
for letters) help writers achieve professional results quickly.

* New communication technologies are not merely described; students learn strate-
gic ways to achieve their goals through specific techniques and tricks-of-the-trade
appropriate to e-mail, fax, videoconferencing, the Internet, and other electronic
communication channels.

This book is unique in other ways as well. First, it is co-authored by a man and a woman,
both of whom bring balanced treatment of their points of view. Second, it includes op-
tional Internet exercises and cases tied to the book’s Web site, which includes a powerful
Internet Resource Guide, an annotated directory with links to more than 800 Web ad-
dresses directly related to management communication. Third, it supplements lessons in
management writing, speaking, and listening with thorough coverage of many emerging
issues for advanced business students, such as, how to communicate during a company
crisis, how to present and ineract on camera, how to conduct behavioral hiring interviews,
how to seek career opportunities electronically, how to lead and participate in effective
meetings, how to meet the media, how to write and speak for intercultural audiences, how
to work collaboratively, and other important topics. We offer a global focus. In addition
to a full chapter dedicated to intercultural communication topics, the book integrates a
global perspective into the discussion of virtually all aspects of management communi-
cation. Above all, this book is written with enthusiasm for management communication
and is targeted to students who intend to enjoy their academic studies and management
careers.

An Instructor’s Manual is available that includes quizzes and tests, supplemental
cases, a guide to video and audio teaching materials, sample syllabi, marking guides, and
other useful aids. PowerPoint presentation slides can be viewed and downloaded from the
book’s Web site at http://www.wiley.com/college/bell. The Internet Resource Guide is
available on the Web.
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Introduction

We make three important assumptions in this textbook:

* You probably don’t have time to read these pages. Like most busy managers or
managers-in-training, you face information overload as a daily reality. Conse-
quently, we have tried to get to the point and stick to the point. We want each
sentence you read here to matter to your business and academic success.

You will rely less and less on books in the years ahead. The Internet has probably
already become an important resource in your educational and business life.
Therefore, we have accompanied this textbook with what we believe to be the
most complete guide to management communication resources available on the
Internet. In addition, we have based many of the textbook’s exercises and assign-
ments on Internet exploration and use.

* You care more about communicating than learning about communication. Be-
cause excellent communication skills are already a *“must-have” in your business
and academic life, you are no doubt eager to focus on specific techniques to im-
prove those skills. In this textbook, therefore, we follow the “explain it—try it—
evaluate it—perfect it” approach to communication instruction. We believe that
what you can do as a communicator is more important to your career than the
number of terms you can list.

The great majority of students using this textbook will not major in communication
nor will they become communication directors within their organizations. Instead, they
will find success in fields such as accounting, finance, marketing, management, informa-
tion systems, telecommunications, and human resources. For this reason, we have applied
the communication concepts and techniques in this textbook to business situations out-
side the area of communication itself. A quick glance at the Cases in Appendix A will
make the point concretely. There, and throughout the text, you will find the opportunity
to apply communication skills and insights to such fields as retail sales, manufacturing,
biotechnology, transportation, food services, real estate, personal and corporate financial
management, personal planning and supervision, and many other areas.

Finally, we want to express appreciation to the professors who have chosen to use
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this textbook and to the students who have purchased it. Your questions, comments, and
suggestions are welcomed by the authors and publisher. We invite you to e-mail us (Art
Bell’s e-mail: bell@usfca.edu, Dayle Smith’s e-mail: smithdm @usfca.edu) or write to us
at the McLaren School of Business, University of San Francisco, San Francisco, CA 94117.
You will receive a prompt response.



