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PREFACE

Our overall objective in this revision was to produce
the most technologically current and pedagogically
effective book in the field. We modestly believe we
have succeeded. Because in a sense business com-
munication is technology in today’s digital business
world, to thoroughly emphasize technology wherev-
er it applies was a logical first goal in our efforts. In
working to produce the most pedagogically effective
book possible, we continued to pursue the goals that
enabled preceding editions to enjoy wide acceptance.
These goals were to produce the most authoritative,
thorough, learnable, and teachable book possible. Our
specific efforts in pursuing all these goals are summa-
rized as follows.

TECHNOLOGICALLY CURRENT

Because the computer and the Internet have affected
business communication in so many ways, we worked
this subject into the book wherever applicable. Where
technology is integral to the way business communi-
cates today, we integrated it into the text discussion. In
those cases where technology helps students perform
special tasks, we presented it in boxes. Additionally,
both the textbook cases and the Web cases use tech-
nology in ways typical of today’s businesspeople. We
believe these efforts will enable students to leverage
the power of the computer to save time and improve
work quality.

AUTHORITATIVE

The authors are an interdisciplinary team with diverse
training and experience who have worked to bring
you the subject matter authoritatively from a thorough
review of the field. In addition to being well-respected
teachers, scholars, and leaders themselves, they have
integrated their ideas with information from other re-
searchers and practitioners in the mainstream of busi-
ness communication, providing the enhanced value of
multiple perspectives.

Throughout the text are realistic examples of cur-
rent business problems and practices. You will find
that business information is integrated into examples,
message models, reports, text boxes, and end-of-
chapter questions, problems, and cases. The exten-
sive range of cases covers both internal and external
communication as well as a wide variety of business
environments. Furthermore, the cases cover
spectrum of challenges that students ely

in the workplace—from routine, everyday cases to
complex scenarios requiring research and extensive
analysis.

THOROUGH

We worked diligently to cover the subject thoroughly.
The content of the earlier editions was based on the
results of two extensive surveys of business commu-
nication teachers. In this edition we supplemented
the results of those surveys with suggestions from
the highly competent professionals who reviewed the
book. And we implemented the research findings and
suggestions we heard from colleagues at profession-
al meetings. The result is a book whose content has
been developed and approved by experts in the field.
It includes sound advice on writing and speaking for
business in both internal and external communication
situations, using graphics or visuals, and leveraging
technological tools to improve the process and the
product. Additionally, it incorporates material that
meets the needs of both beginning and advanced stu-
dents. As well as we can determine, this edition covers
every topic that today’s business communication lead-
ers say it should have.

LEARNABLE

As in earlier editions, we worked hard to make the book
serve the student in every practical way. Our goal was
to make the learning experience easy and interesting.
The book’s structured problem-solving approach guides
students through the analytical process for various kinds
of business messages, blending concrete advice with a
focus on critical thinking, judgment, and creativity. To
support this we include the following features, all of
which have proved to be highly successful in preceding
editions:

Readable writing. The writing is in plain, everyday
English—the kind the book instructs the students
to use.

Learning objectives. Placed at the beginning of

all chapters, clearly worded objectives emphasize
the learning goals and are tied in to the chapter
summaries. ,
Introductory situations. A realistic description




Outlines of messages. To simplify and clarify the
instructions for writing the basic message types,
outlines of message plans follow the discussions.

Margin notes. Summaries of content appear in the
margins to help students emphasize main points
and to review text highlights.

Full document illustrations. Well-written models
with detailed margin comments are provided for
all kinds of documents—text messages, emails,
letters, memos, proposals, and short and long
reports.

Specialized report topics. A list of research
topics by major business discipline is available
for teachers who prefer to assign reports in the
students’ areas of specialization.

Communication matters. Boxes containing
anecdotal and authoritative communication
messages add interest and make points throughout
the book.

Abundant real business illustrations. Both good
and bad examples with explanatory criticisms
show the student how to apply the text instructions.

Cartoons. Carefully selected cartoons emphasize
key points and add interest.

Photographs. Full-color photographs throughout
the text emphasize key points and add interest to
content. Teaching captions enhance the textual
material.

Computer and web-based Internet applications.
Computer and web-based applications have

been integrated throughout the book wherever
appropriate—into topics such as readability analysis,
graphics, research methods, and formatting.
Computer use suggestions. For students who want
10 know more about how useful computers can be
in business communication, pertinent suggestions
appear in boxes and on the text website.

Chapter summaries by learning objectives. Ending
summaries in fast reading outline form and by
learning objectives enable students to recall text
highlights.

Critical thinking problems. Fresh, contemporary,
in-depth business cases are included for all
message and report Lypes—more than in any
competing text.
Critical thinking exercises. Challenging exercises
test the student’s understanding of text content.
Critical thinking questions. End-of-chapter
questions emphasize text concepts and provide
material for classroom discussion,
New cases. As in past editions, the realistic and
thorough case problems are new and updated.
IO HES

TEACHABLE o ol
ing we

Perhaps more valuable than anything
the teacher teach is to help tl:e student learn. The features
designed to provide such help (

are agdrliitional things we can do to help the teacmrm
We worked very hard to develop these teacmng mgg
and we think we were successful. We smcere!y believe
the following list of features created for this edition
is the most useful and effective ever assembled for a

business communication textbook.

rtion of the Online Learning
Student Resource po on g A

Center <www.mhhe.c .
urce: ided on a comprehensive,
ey 5 are online quizzes,

i ded
up-to-date website. Inclu o

int sli ases,
PowerPoint slides, web ¢ 4 :
extensive collection of annotated links to relevant

websites organized by topic, and more.

are listed above. But there

Instructor’s Resource Manual. The follOWil'IB
support material is available for easy use with each
lecture:

Sample syllabi and grading systems (rubrics).

Summary teaching notes. :

Teaching suggestions with notes for each kind

of message.

Illustrated discussion guides for the slides/

transparencies.

Answers to end-of-chapter critical thinking

questions.

Answers to end-of-chapter critical thinking

exercises.

Sample solutions to selected cases.

Case problems from the previous edition (online).
Grading checklists and software. (Partof the
Online Learning Center). Lists of likely errors
keyed to marking symbols are available for
messages and reports. Similarly, symbols for
marking grammatical and punctuation
are available. They help the teacher in
grading process and provide the students
explanations of their errors, Similarly,
tool coordinated with the text g g syt
available. It’s particularly helpful with
documents received digitally,.
PowerPoint slides. Complete f
shows are available for
colorful slides provide st
additional examples,




people, focusing on the importance of communica-
tion in the workplace. Each segment presents a real
business problem for student interpretation and
classroom discussions. In addition to being moti-
vational and informative, these videocases give the
students practice to develop their listening skills.
(Contact your McGraw-Hill/Irwin representative for
more information.)

Test bank. This comprehensive collection of
objective questions covers all chapters.

Computerized testing software. This advanced
test generator enables the teacher to build and
restructure tests to meet specific preferences.

Instructor resources portion of the Online
Learning Center. <www.mhhe.com/lesikarlle>
An up-to-date website fully supports the text. It
includes a database of cases, new web cases that
entail using web resources to write solutions, an
author-selected collection of annotated links to
relevant websites organized by topic, enhanced
links for technology chapter, and other active
learning material.

Blackboard/WebCT plug-ins for testing and review.

eBook in online and downloadable formats. A
customizable version of the text is available as an
ebook. One version can be subscribed to and viewed
on the Web for anytime/anyplace access. Another
version is downloadable for use with a new Zinio
reader, an especially desirable option for students
with tablets (or laptops) using Clear Type. For more
information go to <http://www.zinio.com>.

Tools and Techniques Blog. This blog, accessible
on the instructor’s website, will include up-to-date
material for lectures and assignments as well as a
place to communicate with the authors.

ORGANIZATION OF
THE BOOK

Because the reviewers and adopters generally approve
of the organization of the book, we made no major
organization changes. Thus the plan of presentation
that has characterized this book through ten successful
editions remains as follows:

Part I begins with an introductory summary of
the role of communication in the organization,
including a description of the business
communication process.

Part II is a review of the basic techniques of
writing and an introduction to messages and the
writing process. Here the emphasis is on clear
writing, the effect of words, and applications to
messages, especially to email.

Part ITI covers the patterns of business messages—
the most common direct and indirect ones.

Part IV concentrates on report writing. Although
the emphasis is on the shorter reports and
proposals, the long, analytical reports also receive
complete coverage.

Part V reviews the other forms of business
communication. Included here are communication
activities such as participating in meetings,
telephoning, dictating, and listening as well as
giving presentations.

Part VI consists of special topic chapters for
flexible use as customized for particular classes.
The part includes chapters on cross-cultural
communication, correctness, technology-assisted
communication, and business-research methods.

Because teachers use these topics in different ways
and in different sequences, they are placed in this
final part so that they can be used in the sequence
and way that best fit each teacher’s needs.

RETAINED FEATURES

Many of our reviewers have commented on the value
of particular items that we have kept and in some cases
polished. Some are well tested and widely used while
others, such as blogs, were in their infancy in the last
edition. Here are just a few you will find here again.

Ethical issues are integrated throughout with
particular focus on ethical treatment of the reader
and on ethical persuasion.

Students are walked through the writing process
and given effective strategies for planning, drafting,
and revising.

Traits of all major forms of business writing are
discussed, from letters, memos, and reports to
email, text messaging, and instant messaging.

A building-block approach to writing skills is taken,
providing advice on word choice, sentences, and
paragraphs before discussions of major message
types.

Foundational advice is provided on report writing
topics from data gathering and analysis to level of
formality, structure, and format.

Research is thoroughly covered, including
gathering primary and secondary information and
the use of databases and the Internet.

Cross-cultural communication is discussed, with
emphasis on using English with non-native English
speakers.

A full chapter on correctness is offered, using con-
temporary examples along with clear explanations.

3
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ADDITIONS TO CONTENT

As with previous editions, we thoroughly updated
this edition. We expanded coverage wherever we
and our reviewers thought it would improve content.
Our most significant additions or expansions are the
following:

* Information about technology has been updated and
integrated throughout with new emphasis on web-
based applications and Office 12.

The communication model has been adapted to
business communication with special emphasis on
business-related contexts and the communicators’
relationship.

Coverage of general persuasion concepts,
including reader benefits and persuasive appeals
(logical, emotional, and character based), has been
expanded.

Sections on internal messages have been added
to Chapters 6 and 7 with new information

on operational messages and negative
announcements.

The section on proposals has been extended,
covering different purposes, types, and
strategies.

A new section on delivering virtual presentations
has been included, along with expanded coverage
on the use of photos as graphics or visuals.

Updated material on job search, research, and
documentation has been provided.

Finally, the website has updated online quizzes and
new web-based and video cases. The web-based cases
include ones for iPods (and mp3 devices).

ACKNOWLEDGMENTS

Any comprehensive work such as this must owe
credit to a multitude of people. Certainly, we should
acknowledge the contributions of the pioneers in
the business communication field, especially those
whose teachings have become a part of our thinking.
We are especially indebted to those business com-
munication scholars who served as reviewers for
this and past editions. They truly deserve much of
the credit for improvements in this book. It is with
a sincere expression of gratitude that we recognize
them:

James J. Balakier, University of South Dakota
Lecia Barker, University of Colorado
Melissa Barth, Appalachian State University
Rathin Basu, Ferrum College &

Linda Bell, Reading Area Community College

Sandra K. Christianson, National American University
Sara Cushing, Piedmont Technical College

Mary Beth Debs, University of Cincinnati

Norma J. Dexter, Florida State University—Panama City
Gloria Diemer, Suffolk County Community College
Carolyn Embree, The University of Akron

Donna Everett, Morehead State University

Lu Ann Farrell, Clinton Community College

Dale Fike, Redlands Community College

Alicen Fiosi, Lamar University

Sheryl Fitzpatrick, Waldorf College

Fernando Ganivet, Florida International University

Glenn Good, Front Range Community College ;
Katherine Gotthardt, National American University 3
Diana Green, Weber State University

Frances K. Griffin, Oklahoma State University

Lisa E. Gueldenzoph, North Carolina AT&T University

Susan A. Heller, Reading Area Community College

Deborah Holder, Piedmont Technical College

Robert Insley, University of North Texas

Jane Johansen, University of Southern Indiana

Susan King, Union County College

Melinda Knight, University of Rochester

Marianna Larsen, Utah State University

John La Lone, Tarleton State University—Central Texas
Robert J. McMahon, National American University

Elizabeth Metzger, University of South Florida

Richard R. Meza, Columbia College of Missouri

Dr. R. Wayne Preslar, Methodist College

Zane Quible, Oklahoma State University

Pamela L. Ramey, Kent State University

Lillie A. Robinson, North Carolina AT&T University

Janet Sebesy, Cuyahoga Community College $Fey
Stacey Short, Northern Illinois University
Julie Simon, Clarkson College : 3
Eric Soares, California State University, East Bay );
Sandy Thomas, Kansas City Kansas Community College:
David Ward, University of Wisconsin—Madison
Gary T. Ward, Reedley College

Karen Schelter Williams, San Diego Mesa Colle
Laura Williams, Lipscomb University s

RS NI § o 2 et X




Finally, on our respective home fronts, we acknowl-
edge the support of our loved ones. Kathy acknowl-
edges the support of Dave, Caroline, and Michael
Rentz; her sister, Rebecca Horn; and friends in the
English Department at the University of Cincinnati.
Marie acknowledges her immediate family, friends,
and San Diego State University colleagues. Ray
acknowledges all his family members, both present

and departed, who have pro
over the years. Without th
people this book wc



BRIEF CONTENTS

Preface v

PART ONE
Introduction 1

CHAPTER ONE
Communication in the Workplace 2

PART TWO

Fundamentals of Business
Writing 23

CHAPTER TWO
Adaptation and the Selection of Words 24
CHAPTER THREE

Construction of Clear Sentences
and Paragraphs 46

CHAPTER FOUR

Writing for Effect 67

PART THREE

Basic Patterns of Business
Messages g5
CHAPTER FIVE

The Writing Process and an Introduction to
Business Messages 86

HAPTER SIX

“iness in Good-News and Neutral
esS 110

L¥ TER SEVEN
ness in Bad-News Messages 163
CHAPTER EIGHT
‘nairectness in Persuasive Messages 200
CHAPTER NINE
Strategies in the Job-Search Process 238

PART FOUR
Fundamentals of Report Writing 291

CHAPTER TEN
Basics of Report Writing 292
CHAPTER ELEVEN

Short Reports and Proposals 323

xvi

CHAPTER TWELVE
Long, Formal Reports 373

CHAPTER THIRTEEN
Graphics 412

PART FIVE :
Other Forms of Business
Communication 439

CHAPTER FOURTEEN : .
Informal Oral Communication 440

CHAPTER FIFTEEN

Public Speaking and Oral Reporting 461

PART SIX

Cross-Cultural Communication,
Correctness, Technology,
Research 4s3

CHAPTER SIXTEEN

Techniques of Cross-Cultural
Communication 484

CHAPTER SEVENTEEN

Correctness of Communication 502
CHAPTER EIGHTEEN

Technology-Enabled Communication 527
CHAPTER NINETEEN

Business Research Methods 549

APPENDIXES

A Corrections for the Self-Administered Diagnostic
Test of Correctness 585

B Physical Presentation of Lette

rs, Memos, and
Reports 587

C General Grading Checklist: Punctuation,
Grammar, Number, Spelling, Proofreading,
Technique, Strategy, and Formatting 607

0 Special Grading Checkli

sts: Messages and
Reports 611

E Documentation and the Bibliography 615

Photo Credits 628
Index 629




CONTENTS

Preface v

Fundamentals of Business Writing

Introduction CHABTER TWO
Adaptation and the Selection of Words 24

e Introductory Situation: Choosing Words That
Communicate 25

CHAPTER ONE
Communication in the Workplace 2

T'he Role of Communication i siness - ’
i el L The Importance of Adaptation 25

Technique of Adapting 25
Adaptation Hlustrated 25

The Importance of Communication Skills
to You 3

» Communication Matters: Some Quotes on

. s icati 5 ic Case o,
Communication by Business Professionals 4 e Communication Matters: A Classic C f

, _ Adaptation 26
Why Business Depends upon Communication 4
Adapting to Multiple Readers 26

o Communication Matters: Peter Drucker: ; )
R i D "(.L” Adaptation: Your Best Strategy for Effective
on the Importance of Communication in Wording 27

Business 5
Suggestions for Selecting Words 27

Use Familiar Words 28

Use Slang and Popular Clichés with Caution 29
Choose Short Words 29

Use Technical Words and Acronyms with Caution 30

Main Categories of Business Communication 5
Communication Networks of the Organization 8

Variation in Communication Activity by

Business 10
The Business Communication Process 10 e i
A Model of Business Communication 11 o Communication Matters: Technical
Language? 31
e Communication Matters: Channel Choice o . 31
Affects Message Success 13 UseiConciseeauuiEes
e Technology in Brief: Grammar and Style

Checkers Help Writers with Word Selection 32

Business Communication as Problem
Solving 14

e Communication Matters: Words of Use Active Verbs 33
Wisdom 16 Avoid Overuse of Camouflaged Verbs 34

Some Basic Truths about Communication 16 e Communication Matters: Words of Wisdom 35

The Importance of Adaptation 17 Select Words for Precise Meanings 35
The Goal and Plan of This Book 18 Suggestions for Nondiscriminatory Writing 37

The Plan: Situations, Solutions, Summaries 18 Use Gender-Neutral Words 37

An Overarching Rule: Ethical Communication 18 e Communication Matters: Meaning and the
Summary by Learning Objectives 18 Appearance of a Word 39

Avoid Words That Stereotype by Race, Nationality,

Critical Thinking Questions 20
or Sexual Orientation 40

Critical Thinking Exercises 20



TRgEEEyoy -

: Words of Wisdom 69
munication Matters:
Avoid Words That Stereotype by Age 40 ¢ Com

e i 9
Avoid Words That Typecast Those with Disabilities 41 Conversational Style 6

e ' to Be Formal 69
In Conclusion about Words 41 Resisting the Tendency I

i ief: imar and
Summary by Learning Objectives 41 o Technology in Brie (. Gru.n ran
l Style Checkers Help Identify Clichés,

Critical Thinking Questions 43 Colloguialisms, and Jargon 70

Critical Thinking Exercises 43 Cutting Out “Rubber Stamps 25/
CHAPTER THREE Proof through Contrasting Examples 71
Construction of Clear Sentences and

You-Viewpoint 72
Paragraphs 46

The You-Viewpoint lllustrated 72

e Introductory Situation: Writing Sentences and A Point of Controversy 74

Paragraphs That Communicate 47 Accent on Positive Language 74

Effects of Words 74

Care in Sentence Design 47 Examples of Word Choice 75
Using Short Sentences 48

The Importance of Adaptation 47

Courtesy 76
e Technology in Brief: Readability Statistics

e Communication Matters: A French General’s
Help Writers Evaluate Document Length and

. Justification of Politeness 77
Difficulty 49
icat Focusing Your Message on Your Reader 77
e Communication Matters: A Marathon R ining from Preaching 77
Sentence (308 Words) from U.S. Government efraining fror 8
Regulations 50 Doing More Than Is Expected 78
oidi oer 79
Limiting Sentence Content 50 A ?'dm‘%' Angel79
Economizing on Words 51 Being Sincere
ST is 80
e Communication Matters: The Starbucks The Role of Emphasis i
Study 54 Emphasis by Position 80
Space and Emphasis 81
Determining Emphasis in Sentence Design 55 . P Y
e : Sentence Structure and Emphasis 81
Giving the Sentences Unity 57 Al S
a is
Arranging Sentence Elements for Clarity 59 ectamicas MeansiofiBmphas
5 ; Coh 1
Care in Paragraph Design 60 ohierencels
Giving the Paragraphs Unity 60 Summary by Learning Objectives 82
Keeping Paragraphs Short 60 Critical Thinking Questions 83
Communication Matters: Words of Wisdom 61 Critical Thinking Exercises 83

Making Good Use of Topic Sentences 61
Leaving Out Unnecessary Detail 62
Making Paragraphs Coherent 63

Summary by Learning Objectives 64
Critical Thinking Questions 65

Critical Thinking Exercises 65

Basic Patterns of Business

CHAPTER FOUR Messages
Writing for Effect 67 &
e Introductory Situation: Affecting Human CHAPTER FIVE
Relations through Writing 68 The Writing Process and an Introduction to
The Importance of Effect. 68 Business Messages 86

xviii Contents



e Introductory Situation: The Nature of
Business Messages 87
The Process of Writing 87
Planning the Message 88
Drafting 90
Revising 90
The Importance of Readable Formatting 91
Letters 92
Memorandums 93
Defining Memorandums 93
Determining Memorandum Form 95
Viewing Memorandum Formality 95
Writing Memorandums 96
Email 96
Evaluating Email’s Pros and Cons 96
Including the Prefatory Elements 97
Beginning the Message 98
Organizing the Contents 98
Writing the Email Message: Formality
Considerations 98

Writing the Email Message: General
Considerations 100

e Technology in Brief: Using Good Email Etiquette
Helps Writers Convey Intended Message 101

Closing the Email Message 101

e Communication in Brief: Words of Wisdom 102

Using Emphasis Devices in Email 102
Using Initialisms Cautiously 102
Avoiding Inappropriate Use of Email 103

Text Messaging 103

Instant Messaging 105

Summary by Learning Objectives 106

Critical Thinking Questions 108

Critical Thinking Exercises 108

CHAPTER SIX
Directness in Good-News and Neutral
Messages 110

Preliminary Assessment 111

The General Direct Plan 111
Beginning with the Objective 111

Covering the Remaining Part of the
Objective 111

Ending with Adapted Goodwill 112

Routine Inquiries 112

o Introductory Situation: Routine Inquiries 112

Choosing from Two Types of Beginnings 112

Informing and Explaining Adequately 113

Structuring the Questions 113

o Communication Matters: How One Might
Write a Routine Inquiry 114

Ending with Goodwill 114

Reviewing the Order 114

e Technology in Brief: Picture Bullets Allow

Writers to List Equal Items with a Bit of
Flair 115

Contrasting Examples 115

e Communication Matters: Some Words
of Advice on Letter Writing from the Old
Masters 119

e Technology in Brief: Shortcut Tools Help
Writers Improve Productivity and Quality 120

General Favorable Responses 120

o Introductory Situation: General Favorable
Responses 120

Beginning with the Answer 120

Identifying the Message Being Answered 121

Logically Arranging the Answers 121

Skillfully Handling the Negatives 121

e Communication Matters: How Routine
Responses Were Written in the Late 1800s 122

Considering Extras 122

Closing Cordially 122

e Communication Matters: Skillful (?)
Handling of a Complaint 123

Reviewing the Plan 123

Contrasting Illustrations 123

Adjustment Grants 126

e Introductory Situation: Adjustment Grants 126

Considering Special Needs 126
Reviewing the Plan 128
Contrasting Adjustments 128

Order Acknowledgments 129

e Introductory Situation: Order
Acknowledgments 129

e Technology in Brief: Tables Help Writers
Organize Data for Easy Reading 131

Contents Xix




Using Directness and Goodwill Building 131
Being Tactful with Shipment Delays 131

Summarizing the Structure of Order
Acknowledgments 132

Conrrasting Acknowledgments 132
Claims 133
» Introductory Situation: Claims 133

Using Directess for Bad News 133
Choosing the Right Tone 133

Identifving the Problem in a Direct
Beginning 134

Stating the Problem Directly 134

Giving Choice in Correcting the Error 134

Overcoming Negariveness with a Fair-Minded
Close 134

Ourtlining the Claim Message 134
Conrrasting Examples of Claim Messages 137

e Communication Matters: Truthful (?)
Reporting in Recommendation Letters 139

Inquiries and Responses about Job Applicants 139
Operational Communications 139

Other Direct Message Situations 142

Summary by Learning Objectives 142

Critical Thinking Questions 143

Critical Thinking Exercises 144

Critical Thinking Problems 145

CHAPTER SEVEN
Indirectness in Bad-News Messages 163
Situations Requiring Indirectness 164
The General Indirect Plan 164
Using a Strategic Buffer 164
Serting Up the Negative News 164
Presenting the Bad News Positively 165
Offering an Alternative Solution 165
Ending on a Positive Note 165
Refused Requests 166
» Introductory Situation: Refused Requests 166

Developing the Strategy 166
Setting Up the Explanation in the Opening 166
Presenting the Explanation Convincingly 167
Handling the Refusal Positively 167
Using a Compromise When Practical 168

Closing with Goodwill 168
Fitting the General Plan to Refused Requests l“

Contrasting Refusals 168
Adjustment Refusals 169

» Introductory Situation: Adjustment
Refusals 169 :

o Technology in Brief: Email Merge Tool Allows
Writers to Customize Frequent Messages 172

Determining the Strategy 172

Setting Up Your Reasoning 172

Making Your Case 173
Refusing Positively and Closing Courteously 173

Adapting the General Plan 173

Contrasting Adjustment Refusal Messages 173
Credit Refusals 176

e Introductory Situation: Credit Refusals 176

Selecting the Strategy 176

e Communication Matters: A Not-So-Successful
Refusal 177

Adapting the General Plan 178

Fitting the General Plan to the Credit Refusal 179

Contrasting Credit Refusal lllustrations 179

o Communication Matters: Words of Wisdom 181

Negative Announcements 181

e Introductory Situation: Negative
Announcements 181

Determining the Strategy 182

Setting Up the Bad News 182

Positively Presenting the Bad News 182 ;
Focusing on Next Steps or Remaining Benefits 182
Closing on a Positive or Encouraging Note 184 '
Reviewing the Plan 184 R
Contrasting Negative Announcements 184
Using Directness in Some Cases 185 ;

Other Indirect Messages 186
Summary by Learning Objectives L&g |
Critical Thinking Questions 188 ‘5?;
Critical Thinking Exercises 188



Know Your Readers 201

Choose and Develop Targeted Reader
Benefits 201

Make Good Use of Three Kinds of Appeals 202
Make It Easy for Your Readers to Comply 202

Persuasive Requests 203

Sales

o Introductory Situation: Persuasive Requests 203
Determining the Persuasion 203

Gaining Attention in the Opening 205

Presenting the Persuasion 205

Making the Request Clearly and Positively 206
Summarizing the General Plan for Roqllc.;"l.v 206
Contrasting Persuasive Requests 206

e Communication Matters: Words of
Wisdom 210

Messages 210

e Introductory Situation: Sales Messages 210

Questioning the Acceptability of Sales

Messages 211

Preparing to Write a Sales Message 212

Determining the Central Appeal 212

e Communication Matters: The Growing
Popularity of White Papers 213

Determining the Makeup of the Mailing 213

Gaining Attention 214

Holding Attention in the Opening 215

Building a Persuasive Case 216

Stressing the You-Viewpoint 218

Choosing Words Carefully 218

e Communication Matters: The Importance of
Vividness in Sales Messages 221

Including All Necessary Information 221

Driving for the Sale 222

Urging the Action 223

Recalling the Appeal 223

Adding a Postscript 223

Offering Name Removal to Email Readers 223

Reviewing the General Sales Plan 223

Evaluating Contrasting Examples 224

e Technology in Brief: Visuals Help Business
Writers Add Interest to Sales Messages 226

Summary by Learning Objectives 226

Critical Thinking Questions 228

Critical Thinking Exercises 228

Critical Thinking Problems 230

CHAPTER NINE
Strategies in the Job-Search Process 238

o Introductory Situation: The Job-Search
Process 239

The Job Search 239
Building a Network of Contacts 239

Identifying Appropriate Jobs 240
Finding Your Employer 242
e Technology in Brief: Web Page Profiles Can
Work for You 244
Preparing the Application Documents 244
e Introductory Situation: Résumés and
Applications 244
Constructing the Résumé 245
Traditional Print Résumé 246
Scannable Print Résumé 253
Digital Résumé 261
Writing the Cover Message 264
e Communication Matters: Words of Wisdom 265

Print Cover Letters 265

e Communication Matters: Choice Lines
Gleaned from Application Letters 267

e Technology in Brief: Websites Offer Valuable
Interview Advice 273
Email Cover Message 274
Handling the Interview 275
Investigating the Company 275

Making a Good Appearance 275
Anticipating Questions and Preparing Answers 276

Putting Yourself at Ease 278
Helping to Control the Dialogue 278

e Communication Matters: Some
Quotes on Thank-you Notes by Today’s

Businesspeople 279

Following Up and Ending the Application 279
Other Job-Search Messages 279
Continuing Job-Search Activities 281

Summary by Learning Objectives 282
Critical Thinking Questions 284
Critical Thinking Exercises 284
Critical Thinking Problems 285

Contents xxi




Fundamentals of Report Writing

CHAPTER TEN
Basics of Report Writing 292

# Introductory Situation: Report Writing 293
Defining Reports 293
Determining the Report Purpose 294

The Preliminary Investigation 294
Need for a Clear Statement of the Problem 294
e Communication Matters: Report-Writing
Practices and the Sarbanes-Oxley Act 295
Determining the Factors 295
Use of Subtopics in Information Reports 295
Hypotheses for Problems Requiring Solution 296
Bases of Comparison in Evaluation Studies 296
Gathering the Information Needed 297
e Technology in Brief: OneNote Helps Writers
Integrate Ideas from Diverse Sources 298
Interpreting the Findings 298
Advice for Avoiding Human Error 299
Appropriate Attitudes and Practices 300
Statistical Tools in Interpretation 301
Organizing the Report Information 301
The Nature and Benefits of Outlining 301
e Technology in Brief: Software Tools Assist
the Writer in Both Identifying Factors and
Outlining 302
Organization by Division 303
Division by Conventional Relationships 303

Combination and Multiple Division
Possibilities 305

From Outline to Table of Contents 306
Writing the Report 310
Beginning and Ending 310
Requirement of Objectivity 311
e Communication Matters: An Example of
Objective Reporting? 312

Consistency in Time Viewpoint 312
Need for Transition 313

Xxii Contents

Matters: Choice Lines

ication :
it ident Reports Submitted to

Gleaned from Acc ’ ;
Insurance Companies 31

Maintaining Interest 315
» Communication Matters: Words of Wisdom 316

Collaborative Report Writing 316 e
Determination of Group Makeup

Techniques of Participation 3 16
Procedure of the Work 31 7t
Activities Involved 317

e Technology in Brief: Comment and Review
Tools Help Track Others’ Changes to Your

Documents 318
Summary by Learning Objectives 319
Critical Thinking Questions 321
Critical Thinking Exercises 322

CHAPTER ELEVEN
Short Reports and Proposals 323

o Introductory Situation: Short Reports and
Proposals 324
An Overview of Report Structure 324
Characteristics of Shorter Reports 326

Little Need for Introductory Information 326
Predominance of the Direct Order 326

e Communication Matters: Words of Wisdom 328
More Personal Writing Style 328

e Technology in Brief: Templates Help Writers
Format Reports 329

Less Need for a Structured Coherence Plan 330
Forms of Shorter Reports 330
The Short Report 330

Letter Reports 336
Email Reports 339

Types of Short Reports 340
Routine Operational Reports 340
Progress Reports 340
Problem-Solving Reports 341
Audit Reports 342

e Communication Matters: Unexpected
Findings in a Report 343

Meeting Minutes 343
Proposals 345
Types of Proposals 346




Proposal Format and Contents 348

e Communication Matters: The Seven Deadly
Sins of Proposal Writing 349

Summary of Learning Objectives 358
Critical Thinking Questions 360
Critical Thinking Exercises 360
Critical Thinking Problems 361
Topics for Report Problems 371
CHAPTER TWELVE

Long, Formal Reports 373

o Introductory Situation: Long, Formal
Reports 374

Organization and Content of Longer Reports 374
T'he Prefatory Parts 375

Title Fly 375

Title Page 376

Authorization Message 376

Transmittal Message, Foreword, Preface 377

o Communication Matters: A Questionable
Example of Effective Reporting 378
Table of Contents, List of Hllustrations 378
Executive Summary 378
The Report Proper 380
Introduction 380

e Technology in Brief: Using a Table of Contents
Generator for Speed and Accuracy 381

The Report Body 382

e Communication Matters: Technical Writer’s
Report on Humpty Dumpty 383

The Ending of the Report 383
Appended Parts 384
The Structural Coherence Plan 384
The Long Analytical Report Illustrated 386
Summary by Learning Objectives 402
Critical Thinking Questions 403
Critical Thinking Exercises 403
Critical Thinking Problems 404
Topic Suggestions for Intermediate-Length and Long

Reports 407

CHAPTER THIRTEEN
Graphics 412

e Introductory Situation: Graphics 413

Planning the Graphics 413
Determining the General Mechanics of
Construction 413
Size Determination 414
Layout Arrangement 414
Type 414
Rules and Borders 414
Color and Cross-Hatching 415
Clip Art 415
Background 415
Numbering 415
e Communication Matters: Clear Evidence of
the Value of Accurate Charts 416
Construction of Titles and Captions 416
Placement of Titles and Captions 416
Footnotes and Acknowledgments 417

Constructing Textual Graphics 417

Tables 417

Pull Quotes 419

Bullet Lists 419

Flowcharts and Process Charts 419
Constructing Visual Graphics 421

Bar and Column Charts 421

Pictographs 424

Pie Charts 424

Line Charts 424

Scatter Diagrams 427

Maps 427

Combination Charts 428

Three-Dimensional Graphics 428

Photographs 430

Other Graphics 431

Visual Integrity 431

e Communication Matters: Words of

Wisdom 432
Data-generated Graphs 432
e Communication Matters: Practicing Visual
Ethics 434

Visual Graphs 434
Placing and Interpreting the Graphics 435
Summary by Learning Objectives 436
Critical Thinking Questions 437

Critical Thinking Exercises 437

Contents




Other Forms of Business
Communication

CHAPTER FOURTEEN
Informal Oral Communication 440

e Introductory Situation: Informal Oral
Communication on the Job 441

Informal Talking 441

e Technology in Brief: Voice Input Saves
Writers Time Creating Documents 442,

Definition of Talking 442

e Communication Matters: Words of
Wisdom 443

Elements of Good Talking 443

Courtesy in Talking 444

Conducting and Participating in Meetings 444
e Technology in Brief: Collaborative Tools
Support Virtual Meetings 445
Techniques of Conducting Meetings 445

Techniques for Participating in a
Meeting 446
Using the Phone 447
Need for Favorable Voice Quality 447
Techniques of Courtesy 447
Effective Phone Procedures 448
Effective Voice Mail Techniques 448
Cell Phones and Their Courteous Use 449

Using Speech Recognition for Messages and
Reports 449

Techniques of Dictating 450
Hlustration 451

Listening 451
The Nature of Listening 451

e Communication Matters: Listening Error in a

Chain of Communication 452
Improving Your Listening Ability 452

The Reinforcing Role of Nonverbal
Communication 454

Xxiv Contents

Nature of Nonverbal Communication 454
Types of Nonverbal Communication 455

Summary by Learning Objectives 457
Critical Thinking Questions 459
Critical Thinking Exercises 460

CHAPTER FIFTEEN
Public Speaking and Oral
Reporting 461
e Introductory Situation: Formal
Speaking 462

Making Formal Speeches 462
Selection of the Topic 462
Preparation of the Presentation 462

o Communication Matters: A Speaker's Classic

Putdown of an Unruly Audience 464

Determination of the Presentation
Method 465

e Technology in Brief: Presentation Delivery
Tools Help You Convey Your Message
Effectively 466

Consideration of Personal Aspects 466

Audience Analysis 468

Appearance and Physical Actions 468

Use of Voice 470

e Communication Matters: Mark Tvain on
“Knowing When to Stop Talking” 471

Use of Visuals 471

A Summary List of Speaking Practices 472

Team (Collaborative) Presentations 473
Reporting Orally 474

A Definition of Oral Reports 474

Differences between Oral and Written
Reports 474

Planning the Oral Report 475
Presenting Virtually 476
A Definition of Virtual Presentations 476

Differences between Face-to-Face and Virtual
Presentations 477

Summary by Learning Objectives 478

Critical Thinking Questions 480
Critical Thinking Exercises 480




Cross-Cultural Communication.
Correctness, Technology, Research

CHAPTER SIXTEEN

Techniques of Cross-Cultural
Communication 484

e Introductory Situation: Cross-Cultural
Communication 485

Problems of Cultural Differences 485

e Technology in Brief: Web Tools for Cross-
Cultural Communication 486

Body Positions and Movements 487

» Communication Matters: Carefully Present
and Receive a Business Card in Japan 488

Views and Practices Concerning Factors of
Human Relationships 489

e Communication Matters: A Classic Defense
of Cultural Difference 490

e Communication Matters: Understanding East
Meets West 492

Effects on Business Communication
Techniques 493

Problems of Language 494
Lack of Language Equivalency 494

e Communication Matters: Blundering with
Words 495

Difficulties in Using English 495

A General Suggestion for Communicating across
Cultures 498

e Communication Matters: Words of
Wisdom 499

Summary by Learning Objectives 499
Critical Thinking Questions 500
Critical Thinking Exercises 501

CHAPTER SEVENTEEN
Correctness of Communication 502

e Introductory Situation: The Effects of
Correctness on Communication 503

The Nature of Correctness 50

Standards for Punctuation 505

° Communlcation t
the Differences in Me
Makes? 504 '

Apostrophe: Apos 1 505
Apos 2 505
Brackets: Bkts 505
Colon: Cin 1 505
Cln 2 506
Comma: Cma | 506
Cma 2-1 506
Cma 2-2 507
Cma 3 507
Cma 4-1 507
Cma 4-2 508
Cma 4-3 508
Cma 44 508
Cma 5-1 508
Cma 5-2 508
Cma 61 509
Cma 6-2 509
Dash: Dsh 509 :
Exclamation Mark: Ex 509
Hyphen: Hpn 1 509 :
Hpn 2-1 510
Hpn 2-2 510
Hpn 2-3 510
Italics: Ital 1 510
Ital 2 510
Ital 3 510 s
Parentheses: Parens 510
e Technology in Brief: Sof
Usefulness of Reference
Period: Pd 1 511
Pd2 512
Pd3 512
Question Mark: O

oM2 512
oM 3 513
oM4 513



Janning 528
e Communication Matters: Spell Check 514 Computer ;””;’;:: ,G’;l wering and Collecting
S
SC4 514 Bt

Information 531 ;
Standards for Grammar 514 Computer Tools for Analyzing and
Adjective-Adverb Confusion: AA 514 Organizing 533

Subject-Verb Agreement: Agmt SV 515 Computer Tools for Writing 534
Adverbial Noun Clause: AN 515
Awhkward: Awk 516

Dangling Modifiers: Dng 516
Sentence Fragment: Frag 516

o Technology in Brief: Backing Up Frequently
Is the Writer's Responsibility 538

Tools for Presenting Messages 540

are 540
Pronouns: Pn 1 517 vejwar
Hardware 541
Pn2 517 ' s41
Pn3 518 Tools for Transmitting Messages
Parallelism: Prl 518 Tools for Collaboration 544
Tense: Tns 519 Asynchronous Computer Tools 544
Tns1 519 Synchronous Computer Tools 545
fed B A Look to the Future 546
3 %
;m:’ 21: Summary by Learning Objectives 547
ns <
Tns S 519 Critical Thinking Questions 548
Word Use: WU 520 Critical Thinking Exercises 548
Wrong Word: WW 520
ETEEN
Standards for the Use of Numbers: NO 521 CHAPTER NIN
No 1 521 Business Research Methods 549
No 2 521 o Introductory Situation: Business Research
No 3 521 Methods 550
No 4 521 Secondary Research 550
No 5 521 Finding Publication Collections 551 ]
No 6 522 Taking the Direct Approach 552 $
No 7 522 Using Indirect Methods 557
No 8 522 Evaluating Websites 566 3
No9 522 e Technology in Brief: Doing More Efficient J
No 10 522 Repeat Searching through Favorites 567
Spelling: SP 522 Primary Research 568

Rules for Word Plurals 523

Searching through Company Records 568
Other Spelling Rules 523

Conducting an Experiment 568

Capitalization: CAP 524 Using the Observation Technique 570

Critical Thinking Questions 525 Collecting Information by Survey 572

A Self-Administered Diagnostic Test of e Technology in Brief: Survey Tools Help
Correctness 526 Writers Lay Out, Analyze, and Report Results

of Questionnaires 573
CHAPTER EIGHTEEN

= Evaluating and Reporting Data 580
Technology-Enabled Communication 527 RLie

i Summary by Learning Objectives 580
« Introductory Situation: Using Technology in 5 A :
Communication Tasks 528 Critical Thinking Questions 582

Tools for Constructing Messages 528 Critical Thinking Exercises 583

XXVi Contents




APPENDIXES

A Corrections for the Self-Administered Diagnostic
Test of Correctness 585 '

B Physical Presentation of Letters, Memos, and
Reports 587 S

C General Grading Checklist: Punctuation,
Grammar, Number, Spelling, Proofreading,
Technique, Strategy, and Formatting 607



