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CC0/rawpixel/Pixabay	Starting	a	small	business	may	sound	exciting	as	you	can	be	your	own	boss	and	spend	your	time	and	energy	on	something	you	are	passionate	about.	But	there	is	a	lot	to	consider	before	quitting	your	job	and	undertaking	this	venture.	Not	only	do	you	have	to	come	up	with	a	successful	idea,	but	also	create	a	business	plan,	research
the	market,	consider	how	it	will	be	sustainable,	keep	all	your	checks	and	balances	in	order	and	plenty	of	other	bits	and	pieces.	Thankfully	there	is	a	plethora	of	online	help	for	small	business	owners	that	can	make	these	daunting	tasks	seem	more	like	hills	to	overcome	rather	than	mountains.	Ideas	First	and	foremost,	you	need	to	have	a	strong	idea.	It
is	not	just	a	matter	of	picking	something	out	of	the	blue	but	really	taking	the	time	to	sit	down	and	research	what	areas	of	opportunity	there	are	around	you.	What	problems	do	your	current	co-workers,	friends	or	family	members	have	in	their	everyday	life	and	what	potential	solution	could	you	create	for	them?	If	there	is	already	a	solution,	how	can	you
make	your	product	or	service	better.	Or,	rather	than	staying	in	an	overcompetitive	and	overcrowded	market,	find	a	niche	area	that	has	plenty	of	room	for	growth.	Once	you	have	come	up	with	a	strong	shortlist	of	ideas,	it	is	time	to	narrow	it	down.	One	of	the	most	important	questions	to	consider	is,	what	idea	are	you	most	passionate	about?	What	is
the	area	that	will	get	you	up	in	the	morning	feeling	excited	about	the	day?	Business	Plan	Now	that	the	idea	is	in	place,	it	is	time	to	sit	down	and	start	writing	it	all	out	to	make	sure	everything	is	in	order.	While	the	business	plan	may	not	seem	necessary	to	some,	it	is.	It	is	essential	if	you	are	looking	for	funding,	but	also	an	ideal	way	of	knowing	which
areas	you	need	to	spend	more	time	working	on.	Business	plans	start	with	an	Executive	Summary,	which	is	often	actually	written	last,	a	description	of	the	current	problem	and	your	solution,	an	overview	of	the	product/service	you	are	offering,	who	the	target	market	is,	a	short	analysis	of	the	current	competitors,	a	breakdown	of	your	team,	their	roles,
and	a	projected	financial	plan.	While	it	may	not	be	the	most	exciting	thing	to	write,	it	will	give	you	a	better	idea	of	where	you	are	and	is	the	perfect	way	to	start	your	business.	Keep	in	mind	though	that	this	plan	should	be	a	living	document	and	constantly	adapted	as	your	company	grows.	It	will	continue	to	offer	insight	into	how	to	manage	your	small
business	to	be	more	effective	and	efficient.	Funding	Once	the	business	plan	is	in	place,	it	is	now	time	to	think	about	how	to	fund	the	small	business.	Consider	first	how	much	funding	is	needed	to	get	the	company’s	feet	off	the	ground	and	what	future	funds	it	will	need.	There	are	multiple	ways	to	approach	this	such	as	going	the	crowdfunding	route	and
asking	a	large	crowd	of	people	to	each	donate	a	small	amount	of	money.	If	you	can,	self-funding	is	another	way	to	go	which	can	be	risky	but	will	help	you	avoid	having	to	take	out	loans	that	you	may	not	be	able	to	repay.	Or	a	final	option	would	be	to	go	to	investors,	share	your	business	plan	with	them	and	hope	they	will	be	convinced	that	your	business
is	going	to	be	a	success	and	invest	in	it.	Advertising	In	order	for	the	business	to	be	successful,	it	needs	to	have	customers.	Thanks	to	social	media,	it	is	becoming	much	easier	to	reach	a	wider	audience	with	some	of	these	social	media	platforms	offering	small	businesses	the	option	to	pay	a	bit	more	in	exchange	for	advertisements	on	their	sites.	While
social	media	is	beneficial	in	many	ways,	every	business	should	also	have	a	website	that	potential	customers	can	go	back	to	and	easily	use.	This	is	the	perfect	place	to	show	off	your	products,	hear	from	previous	customers	and	explain	who	you	are	and	what	the	company	is	all	about.	Make	sure	to	optimize	your	local	SEO	which	will	give	you	more	traffic
and	hopefully	more	business.	Other	ways	to	advertise	include	radio,	local	TV,	flyers	or	newspaper	ads	showing	off	your	small	business.	Whichever	way	you	decide	to	advertise,	take	the	time	to	look	at	your	Return	on	Advertising	Spend	(ROAS)	to	see	which	way	of	advertising	is	performing	the	best	and	where	you	should	be	putting	your	future
marketing	investments.	Growth	To	help	grow	your	business,	continue	to	update	your	business	plan	and	financial	sheets	to	make	sure	you	are	on	track,	and	if	not,	to	adjust	your	projected	cash	flow.	If	your	business	really	starts	taking	off,	it	is	time	to	look	at	what	HR	forms	you	need	for	the	small	business,	how	to	hire	employees,	which	assets	you
should	buy	and	potential	expansions	or	merging	that	you	might	want	to	look	into.	MORE	FROM	LIFE123.COM	CC0/Free-Photos/Pixabay	When	good	communication	occurs	in	the	workplace,	it	helps	staff	members	feel	like	they’re	a	respected	part	of	the	team.	Dynamic	communication	must	not	only	occur	among	employees	but	also	with	the	executive
team	members	and	customers.	When	a	company	focuses	on	good	communication	with	all	aspects	of	its	business,	it’s	helping	drive	success.Effective	Communication	StrategiesThere	are	many	ways	to	approach	communication	plans	including	having	an	open	meeting.	These	meetings	help	everyone	present	be	heard	objectively,	especially	when	business
strategy	development	or	business	pricing	strategies	need	to	occur.	When	a	business	expansion	strategy	or	brand	development	strategy	discussion	needs	to	happen,	this	type	of	strategy	communication	can	also	take	place	during	an	open	meeting.	However,	because	notes	and	documenting	may	take	place,	it	may	be	best	to	conduct	sessions	in	a	board	or
meeting	room.	In	doing	so,	you	can	bring	in	presentations	and	other	visuals	that	can	further	add	to	the	discussion.Internal	Communication	StrategiesIf	communications	are	lacking	internally,	it	may	behoove	you	to	work	on	an	internal	communications	plan	with	your	team.	Use	internal	communication	tools	like	email	blasts,	newsletters,	and	calendar
applications	to	send	out	notices,	updates,	and	agendas	pertinent	to	the	team.	Each	time	someone	is	moving	up	the	in	the	ranks	or	moving	to	a	different	department,	send	out	congratulatory	emails.	Whenever	there’s	a	schedule	change,	update	everyone’s	calendar	applications.	Send	out	periodic	newsletters	containing	employee,	as	well	as	company-
specific	information	on	a	weekly	or	bi-weekly	basis.Customer	Communication	StrategiesWhen	customers	are	the	focus	of	the	business,	communication	must	be	the	priority.	Developing	strategies	for	integrating	customer	communications	could	include	encouraging	reviews	and	feedback	on	the	company’s	website	or	social	media.	You	could	also	add	a
customer	feedback	box	in	the	central	area	of	your	business	where	customers	visit	the	most.	Always	talk	to	your	customers	about	how	you	can	serve	them	better,	ways	they	can	experience	better	satisfaction,	and	how	they	believe	things	could	improve.	Taking	these	steps	not	only	helps	you	establish	trust	with	your	customer	base	but	also	develops
brand	recognition	for	your	company	as	well.	MORE	FROM	QUESTIONSANSWERED.NET	You're	Reading	a	Free	Preview	Page	2	is	not	shown	in	this	preview.	Please	donate	to	us.	Your	money	will	make	a	difference	-	improve	the	quality	of	our	file	sharing	community	to	help	more	people.	Progress	at	your	own	speedOptional	upgrade	availableThis
course,	part	of	the	Business	Fundamentals	Professional	Certificate	program,	will	sharpen	your	writing,	presentation,	and	interpersonal	communication	skills	to	help	you	succeed	in	the	business	world.	You	will	learn	a	range	of	successful	practices	and	guidelines	that	have	been	derived	from	both	research	and	experience.	You	will	learn	strategies	for
honing	your	communication	style,	improving	clarity,	conciseness	and	impact.	By	the	end	of	the	course,	you	will	be	able	to	think	strategically	about	all	forms	of	communication,	and	communicate	with	diverse	audiences.	Build	sound	and	logical	arguments	using	the	best	evidence	available	Communicate	effectively	in	a	business	setting	Understand	how	to
communicate	with	diverse	audiences	Create	a	variety	of	effective	and	clearly	written	supporting	business	documents	to	better	communicate	Unfortunately,	learners	residing	in	one	or	more	of	the	following	countries	or	regions	will	not	be	able	to	register	for	this	course:	Iran,	Cuba	and	the	Crimea	region	of	Ukraine.	While	edX	has	sought	licenses	from
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classics	to	ace	your	next	interviewPreface	Major	Changes	and	Improvements	in	This	Edition	Bovée	and	Thill	texts	have	long	set	the	benchmark	in	this	field	for	rigorous,	high-value	revisions	that	make	sure	instructors	and	students	have	the	most	comprehensive,	realistic,	and	contemporary	materials	available.	The	following	table	identifies	the	major
changes	and	improvements	in	the	tenth	edition	of	Excellence	in	Business	Communication.	Significant	In	addition	to	numerous	updates	and	streamlining	rewrites	throughout,	the	content	additions	following	sections	are	all	new	or	substantially	revised	with	new	material:	and	upgrades	•	Understanding	Why	Communication	Matters	(in	Chapter	1)	•	The
Social	Communication	Model	(in	Chapter	1)	•	Committing	to	Ethical	and	Legal	Communication	(in	Chapter	1;	new	coverage	of	transparency)	•	Distinguishing	Ethical	Dilemmas	from	Ethical	Lapses	(in	Chapter	1;	revised	and	streamlined)	•	Business	Communication	2.0:	Who’s	Responsible	Here?	(in	Chapter	1)	•	Communicating	Effectively	in	Teams	(in
Chapter	2;	new	coverage	of	collaboration)	•	Communicating	Across	Cultures:	Whose	Skin	Is	This,	Anyway?	(in	Chapter	2)	•	Social	Networks	and	Virtual	Communities	(in	Chapter	2;	updated)	•	Business	Etiquette	Online	(in	Chapter	2;	updated)	•	Developing	Cultural	Competency	(in	Chapter	3)	•	Communicating	Across	Cultures:	Us	Versus	Them:
Generational	Conflict	in	the	Workplace	(in	Chapter	3)	•	Speaking	and	Listening	Carefully	(in	Chapter	3;	updated	with	accommodation	strategies)	•	Business	Communication	2.0:	The	Web	2.0	Way	to	Learn	a	New	Language	(in	Chapter	3)	•	Analyzing	the	Situation	(in	Chapter	4;	revised)	•	Practicing	Ethical	Communication:	How	Much	Information	Is
Enough?	(in	Chapter	4)	•	Building	Reader	Interest	with	Storytelling	Techniques	(in	Chapter	4)	•	Emphasizing	the	Positive	(in	Chapter	5;	revised	coverage	of	euphemisms)	•	Communicating	Across	Cultures:	Protecting	Patients	with	Reader-Friendly	Prescription	Labels	(in	Chapter	6)	•	Business	Communication	2.0:	Walking	Around	with	the	Entire
Internet	in	Your	Hands	(in	Chapter	7)	•	Compositional	Modes	for	Electronic	Media	(in	Chapter	7)	•	Creating	Content	for	Social	Media	(in	Chapter	7;	updated)	xviiiPreface	xix	•	Social	Networking	and	Community	Participation	Websites	(in	Chapter	7)	Social	Networks	Business	Communication	Uses	of	Social	Networks	Strategies	for	Business
Communication	on	Social	Networks	User-Generated	Content	Sites	Community	Q&A	Sites	Community	Participation	Websites	•	Microblogging	(in	Chapter	7)	•	New	two-page	highlight	feature:	Business	Communicators	Innovating	with	Social	Media	(in	Chapter	7)	•	Continuing	with	a	Clear	Statement	of	the	Bad	News	(in	Chapter	9;	revised	coverage	of
using	conditionals)	•	Closing	on	a	Respectful	Note	(in	Chapter	9)	•	Making	Negative	Announcements	on	Routine	Business	Matters	(in	Chapter	9)	•	Rejecting	Suggestions	and	Proposals	(in	Chapter	9)	•	Refusing	Social	Networking	Recommendation	Requests	(in	Chapter	9)	•	Rejecting	Job	Applications	(in	Chapter	9)	•	Giving	Negative	Performance
Reviews	(in	Chapter	9;	substantially	revised)	•	Business	Communication	2.0:	We’re	Under	Attack!	Responding	to	Rumors	and	Criticism	in	a	Social	Media	Environment	(in	Chapter	9;	substantially	revised)	•	Writing	Promotional	Messages	for	Social	Media	(in	Chapter	10;	revised)	•	Online	Monitoring	Tools	(in	Chapter	11)	•	Sharpening	Your	Career
Skills:	Creating	an	Effective	Business	Plan	(in	Chapter	11;	revised)	•	Data	Visualization	(in	Chapter	12;	updated)	•	Maps	and	Geographic	Information	Systems	(in	Chapter	12;	updated)	•	Drawings,	Diagrams,	Infographics,	and	Photographs	(in	Chapter	12;	added	coverage	of	infographics)	•	Presentation	Close	(in	Chapter	14;	revised)	•	Embracing	the
Backchannel	(in	Chapter	14)	•	Choosing	Structured	or	Free-Form	Slides	(in	Chapter	14;	expanded	discussion)	•	Designing	Effective	Slides	(in	Chapter	14)	•	Designing	Slides	Around	a	Key	Visual	(in	Chapter	14)	•	Creating	Charts	and	Tables	for	Slides	(in	Chapter	14)	•	Business	Communication	2.0:	Presentations	Get	Social	(in	Chapter	14)	•	Creating
Effective	Handouts	(in	Chapter	14;	updated)	•	Finding	the	Ideal	Opportunity	in	Today’s	Job	Market	(in	Chapter	15)	Writing	the	Story	of	You	Learning	to	Think	Like	an	Employer	Translating	Your	General	Potential	into	a	Specific	Solution	for	Each	Employer	Taking	the	Initiative	to	Find	Opportunities	Building	Your	Network	Avoiding	Mistakesxx	Preface
•	Composing	Your	Résumé	(in	Chapter	15;	revised	with	the	latest	advice	on	keywords)	•	Producing	Your	Résumé	(in	Chapter	15;	with	new	coverage	and	cautions	about	infographic	résumés)	•	Printing	a	Scannable	Résumé	(in	Chapter	15;	updated	to	reflect	the	decline	of	this	format)	•	Creating	an	Online	Résumé	(in	Chapter	15)	•	Following	Up	After
Submitting	a	Résumé	(in	Chapter	16)	•	Learning	About	the	Organization	and	Your	Interviewers	(in	Chapter	16)	The	social	media	This	edition	includes	up-to-date	coverage	of	the	social	communication	model	revolution	that	is	redefining	business	communication	and	reshaping	the	relationships	between	companies	and	their	stakeholders.	Social	media
concepts	and	techniques	are	integrated	throughout	the	book,	from	career	planning	to	presentations.	Here	are	some	examples:	•	Social	media	questions,	activities,	and	cases	appear	throughout	the	book,	involving	Twitter,	Facebook,	LinkedIn,	and	other	media	that	have	taken	the	business	world	by	storm	in	the	past	couple	of	years.	•	Three	dozen
examples	of	business	applications	of	social	media	demonstrate	how	a	variety	of	companies	use	these	tools.	•	The	social	communication	model	is	now	covered	in	Chapter	1.	•	A	new	two-page,	magazine-style	feature	in	Chapter	7	highlights	the	innovative	uses	of	social	media	by	a	variety	of	companies.	•	Social	networking	sites	are	now	covered	as	a	brief-
message	medium	in	Chapter	7.	•	The	Twitter-enabled	backchannel,	which	is	revolutionizing	electronic	presentations,	is	covered	in	Chapter	14.	•	Social	media	tools	are	covered	extensively	in	the	career-planning	Prologue	and	the	two	employment	communication	chapters	(15	and	16).	Compositional	For	all	the	benefits	they	offer,	social	media	and	other
innovations	place	new	modes	for	demands	on	business	communicators.	This	edition	introduces	you	to	nine	electronic	media	important	modes	of	writing	for	electronic	media.	Personal	branding	As	the	workforce	continues	to	evolve	and	with	the	employment	situation	likely	to	remain	unstable	for	some	time	to	come,	it	is	more	vital	than	ever	for	you	to
take	control	of	your	career.	An	important	first	step	is	to	clarify	and	communicate	your	personal	brand,	a	topic	that	is	now	addressed	in	the	Prologue	and	carried	through	to	the	employment-message	chapters.	Storytelling	Some	of	the	most	effective	business	messages,	from	advertising	to	proposals	to	techniques	personal	branding,	rely	on	storytelling
techniques.	This	edition	offers	hands-on	advice	and	multiple	activities	to	help	you	develop	“business-class”	narrative	techniques.	Full	Every	aspect	of	this	new	edition	is	organized	by	learning	objectives,	from	implementation	of	the	chapter	content	to	the	student	activities	in	the	textbook	and	online	at	objective-driven	www.mybcommlab.com.	This
structure	makes	planning	and	course	management	learning	easier	for	instructors	and	makes	reading,	studying,	and	practicing	easier	for	students.	Deeper	This	essential	online	resource	now	offers	even	more	ways	to	test	your	integration	with	understanding	of	the	concepts	presented	in	every	chapter,	practice	vital	skills,	and	MyBcommLab	create
customized	study	plans.Preface	xxi	Multimedia	Extend	their	learning	experience	with	unique	Real-Time	Updates	“Learn	More”	resources	media	elements	that	connect	you	with	dozens	of	handpicked	videos,	podcasts,	New	On	the	Job	and	other	items	that	complement	chapter	content.	communication	vignettes	and	Chapter	1:	Toyota’s	Auto-Biography
user-generated	content	program	simulations	Chapter	6:	Noted	web	designer	Jefferson	Rabb’s	user-focused	design	New	review	and	principles	analysis	questions	Chapter	9:	Chargify’s	communication	errors	regarding	a	price	increase	and	skills-	Chapter	11:	MyCityWay’s	winning	business	plan	development	Chapter	13:	Garage	Technology	Ventures’s
advice	for	writing	executive	projects	New	summaries	communication	Chapter	14:	Comedy	super-agent	Peter	Principato’s	techniques	for	effective	cases	New	figures	and	presentations	more	annotated	Chapter	15:	ATK’s	cutting-edge	workforce	analytics	model	documents	Chapter	16:	Zappos’s	free-spirited	approach	to	recruiting	free-spirited	Critique
the	employees	Professionals	Dozens	of	new	questions	and	activities	are	offered	in	Learning	Objectives	Quick	Learning	Checkup,	Apply	Your	Knowledge,	and	Practice	Your	Skills	categories.	Guide	Communication	cases	give	you	the	opportunity	to	solve	real-world	communication	challenges	using	the	media	skills	you’ll	be	expected	to	have	in	tomorrow’s
workplace;	40	percent	of	the	125	cases	are	new	in	this	edition.	The	tenth	edition	offers	an	unmatched	portfolio	of	business	communication	exhibits.	Here	are	the	highlights:	•	Nearly	70	new	figures	provide	examples	of	the	latest	trends	in	business	communication.	•	Nearly	80	annotated	model	documents,	ranging	from	printed	letters	and	reports	to
websites,	blogs,	and	social	networking	sites,	show	you	in	detail	how	successful	business	messages	work.	•	70	exhibits	feature	communication	examples	from	real	companies,	including	Bigelow	Tea,	Burton	Snowboards,	Google,	IBM,	Microsoft	Bing,	Patagonia,	Red	Bull,	Segway,	Southwest	Airlines,	and	Zappos.	•	More	than	100	illustrated	examples	of
communication	technologies	help	students	grasp	the	wide	range	of	tools	and	media	formats	they	will	encounter	on	the	job.	This	new	activity	invites	you	to	analyze	an	example	of	professional	communication	using	the	principles	learned	in	each	chapter.	This	convenient	review	tool	at	the	end	of	every	chapter	lists	the	learning	objectives	with	page
references	for	review	and	defines	essential	terminology	from	the	chapter.xxii	Preface	Extend	the	Value	of	Your	Textbook	with	Free	Multimedia	Content	Excellence	in	Business	Communication’s	unique	Real-Time	Updates	system	automatically	provides	weekly	content	updates,	including	interactive	games	and	tools,	podcasts,	PowerPoint	presentations,
online	videos,	PDF	files,	and	articles.	You	can	subscribe	to	updates	chapter	by	chapter,	so	you	get	only	the	material	that	applies	to	the	chapter	you	are	studying.	You	can	access	Real-Time	Updates	through	MyBcommLab	or	by	visiting	http://	real-timeupdates.com/ebc10.	2	Click	on	any	chapter	to	see	1	Read	messages	from	the	the	updates	and	media
items	authors	and	access	special	for	that	chapter.	assignment	materials	and	“Learn	More”	media	items.	4	Subscribe	via	RSS	to	3	Scan	headlines	and	click	individual	chapters	to	on	any	item	of	interest	to	get	updates	automatically	read	the	article	or	download	for	the	chapter	you’re	the	media	item.	currently	studying.	Every	item	is	personally	5	Media
items	are	categorized	selected	by	the	authors	to	complement	the	text	and	by	type	so	you	can	quickly	find	support	in-class	activities.	podcasts,	videos,	PowerPoints,	and	more.Preface	xxiii	What	Is	the	Single	Most	Important	Step	You	Can	Take	to	Enhance	Your	Career	Prospects?	No	matter	what	profession	you	want	to	pursue,	the	ability	to	communicate
will	be	an	essential	skill—and	a	skill	that	employers	expect	you	to	have	when	you	enter	the	workforce.	This	course	introduces	you	to	the	fundamental	principles	of	business	communication	and	gives	you	the	opportunity	to	develop	your	communication	skills.	You’ll	discover	how	business	communication	differs	from	personal	and	social	communication,
and	you’ll	see	how	today’s	companies	are	using	blogs,	social	networks,	podcasts,	virtual	worlds,	wikis,	and	other	technologies.	You’ll	learn	a	simple	three-step	writing	process	that	works	for	all	types	of	writing	and	speaking	projects,	both	in	college	and	on	the	job.	Along	the	way,	you’ll	gain	valuable	insights	into	ethics,	etiquette,	listening,	teamwork,
and	nonverbal	communication.	Plus,	you’ll	learn	effective	strategies	for	the	many	types	of	communication	challenges	you’ll	face	on	the	job,	from	routine	messages	about	transactions	to	complex	reports	and	websites.	Colleges	and	universities	vary	in	the	prerequisites	established	for	the	business	communi-	cation	course,	but	we	advise	taking	at	least
one	course	in	English	composition	before	enroll-	ing	in	this	class.	Some	coursework	in	business	studies	will	also	give	you	a	better	perspective	on	communication	challenges	in	the	workplace.	However,	we	have	taken	special	care	not	to	assume	any	in-depth	business	experience,	so	you	can	use	Excellence	in	Business	Communi-	cation	successfully	even	if
you	have	limited	on-the-job	experience	or	business	coursework.	HOW	THIS	COURSE	WILL	HELP	YOU	Few	courses	can	offer	the	three-for-the-price-of-one	value	you	get	from	a	business	com-	munication	class.	Check	out	these	benefits:	●	In	your	other	classes.	The	communication	skills	you	learn	in	this	class	can	help	you	in	every	other	course	you	take
in	college.	From	simple	homework	assignments	to	complicated	team	projects	to	class	presentations,	you’ll	be	able	to	communicate	more	effectively	with	less	time	and	effort.	●	During	your	job	search.	You	can	reduce	the	stress	of	searching	for	a	job	and	stand	out	from	the	competition.	As	you’ll	see	in	Chapters	15	and	16,	every	activity	in	the	job	search
process	relies	on	communication.	The	better	you	can	communicate,	the	more	successful	you’ll	be	at	landing	interesting	and	rewarding	work.	●	On	the	job.	After	you	get	that	great	job,	the	time	and	energy	you	have	invested	in	this	course	will	continue	to	yield	benefits	year	after	year.	As	you	tackle	each	project	and	every	new	challenge,	influential
company	leaders—the	people	who	decide	how	quickly	you’ll	get	promoted	and	how	much	you’ll	earn—will	be	paying	close	attention	to	how	well	you	communicate.	They	will	observe	your	interactions	with	colleagues,	custom-	ers,	and	business	partners.	They’ll	take	note	of	how	well	you	can	collect	data,	find	the	essential	ideas	buried	under	mountains	of
information,	and	convey	those	points	to	other	people.	They’ll	observe	your	ability	to	adapt	to	different	audiences	and	circum-	stances.	They’ll	be	watching	when	you	encounter	tough	situations	that	require	careful	attention	to	ethics	and	etiquette.	The	good	news:	Every	insight	you	gain	and	every	skill	you	develop	in	this	course	will	help	you	shine	in
your	career.	HOW	TO	SUCCEED	IN	THIS	COURSE	Although	this	course	explores	a	wide	range	of	message	types	and	appears	to	cover	quite	a	lot	of	territory,	the	underlying	structure	of	the	course	is	actually	rather	simple.	You’ll	learn	a	few	basic	concepts,	identify	some	key	skills	to	use	and	procedures	to	follow—and	then	practice,	practice,	practice.
Whether	you’re	writing	a	blog	posting	in	response	to	one	of	the	real-company	cases	or	drafting	your	own	résumé,	you’ll	be	practicing	the	same	skills	again	and	again.	With	feedback	and	reinforcement	from	your	instructor	and	your	classmates,	your	confidence	will	grow	and	the	work	will	become	easier	and	more	enjoyable.	The	following	sections	offer
advice	on	approaching	each	assignment,	using	your	text-	book,	and	taking	advantage	of	some	other	helpful	resources.xxiv	Preface	The	note	has	a	clear	and	concise	title	that	avoids	puns	and	word	play.	Facebook	Notes	lets	writers	include	photos	and	other	images	in	their	notes.	The	note	is	succinct	while	emphasizing	the	most	vital	point	(that	a
previously	announced	purchase	promotion	was	ending	early).	The	note	directs	U.S.	and	Canadian	customers	to	separate	websites,	thereby	providing	each	audience	with	the	specific	information	it	needs.	Excellence	in	Business	Communication	uses	contemporary	examples	of	business	communication	while	emphasizing	the	fundamentals	of	audience-
focused	writing.	Approaching	Each	Assignment	In	the	spirit	of	practice	and	improvement,	you	will	have	a	number	of	writing	(and	possibly	speaking)	assignments	throughout	this	course.	These	suggestions	will	help	you	produce	better	results	with	less	effort:	●	First,	don’t	panic!	If	the	thought	of	writing	a	report	or	giving	a	speech	sends	a	chill	up	your
spine,	you’re	not	alone.	Everybody	feels	that	way	when	first	learning	business	communication	skills,	and	even	experienced	professionals	can	feel	nervous	about	ma-	jor	projects.	Keeping	three	points	in	mind	will	help.	First,	every	project	can	be	broken	down	into	a	series	of	small,	manageable	tasks.	Don’t	let	a	big	project	overwhelm	you;	it’s	nothing
more	than	a	bunch	of	smaller	tasks.	Second,	remind	yourself	that	you	have	the	skills	you	need	to	accomplish	each	task.	As	you	move	through	the	course,	the	as-	signments	are	carefully	designed	to	match	the	skills	you’ve	developed	up	to	that	point.	Third,	if	you	feel	panic	creeping	up	on	you,	take	a	break	and	regain	your	perspective.	●	Focus	on	one
task	at	a	time.	A	common	mistake	writers	make	is	trying	to	organize	and	express	their	ideas	while	simultaneously	worrying	about	audience	reactions,	grammar,	spelling,	formatting,	page	design,	and	a	dozen	other	factors.	Fight	the	temptation	to	do	everything	at	once;	otherwise,	your	frustration	will	soar	and	your	productivity	will	plummet.	In
particular,	don’t	worry	about	grammar,	spelling,	and	word	choices	during	your	first	draft.	Concentrate	on	the	organization	of	your	ideas	first,	then	the	way	you	express	those	ideas,	and	then	the	presentation	and	production	of	your	messages.	Following	the	three-step	writing	process	is	an	ideal	way	to	focus	on	one	task	at	a	time	in	a	logical	sequence.	●
Give	yourself	plenty	of	time.	As	with	every	other	school	project,	putting	things	off	to	the	last	minute	creates	unnecessary	stress.	Writing	and	speaking	projects	in	particular	are	much	easier	if	you	tackle	them	in	small	stages	with	breaks	in	between,	rather	than	trying	to	get	everything	done	in	one	frantic	blast.	Moreover,	there	will	be	instances	when
you	simply	get	stuck	on	a	project,	and	the	best	thing	to	do	is	walk	away	and	give	your	mind	a	break.	If	you	allow	room	for	breaks	in	your	schedule,	you’ll	minimize	the	frustration	and	spend	less	time	overall	on	your	homework,	too.	●	Step	back	and	assess	each	project	before	you	start.	The	writing	and	speaking	projects	you’ll	have	in	this	course	cover	a
wide	range	of	communication	scenarios,	and	it’sPreface	xxv	essential	that	you	adapt	your	approach	to	each	new	challenge.	Resist	the	urge	to	dive	in	and	start	writing	without	a	plan.	Ponder	the	assignment	for	a	while,	consider	the	vari-	ous	approaches	you	might	take,	and	think	carefully	about	your	objectives	before	you	start	writing.	Nothing	is	more
frustrating	than	getting	stuck	halfway	through	because	you’re	not	sure	what	you’re	trying	to	say	or	you’ve	wandered	off	track.	Spend	a	little	time	planning,	and	you’ll	spend	a	lot	less	time	writing.	●	Use	the	three-step	writing	process.	Those	essential	planning	tasks	are	the	first	step	in	the	three-step	writing	process,	which	you’ll	learn	about	in	Chapter
4	and	use	through-	out	the	course.	This	process	has	been	developed	and	refined	by	professional	writers	with	decades	of	experience	and	thousands	of	projects	ranging	from	short	blog	posts	to	500-page	textbooks.	It	works,	so	take	advantage	of	it.	●	Learn	from	the	examples	and	model	documents.	This	textbook	offers	dozens	of	realistic	examples	of
business	messages,	many	with	notes	along	the	sides	that	explain	strong	and	weak	points	(see	the	example	on	this	page).	Study	these	and	any	other	examples	that	your	instructor	provides.	Learn	what	works	and	what	doesn’t,	then	ap-	ply	these	lessons	to	your	own	writing.	The	headline	doesn’t	try	Fast	access	to	reader	to	be	clever	or	cute;	comments
and	a	retweet	instead,	it	instantly	button	that	makes	it	easy	conveys	important	for	readers	to	share	this	information	to	readers.	post	via	Twitter	help	FreshBooks	build	a	The	graph	shows	which	sense	of	community.	terms	generated	the	fastest	payments	One	minor	improvement	(shortest	blue	bars)	would	be	to	label	(with	and	highest	percentage	words
placed	directly	on	paid	(orange	dots).	the	graph)	the	two	best	combinations,	indicated	This	bold	header	quickly	with	the	green	arrows,	and	summarizes	the	nature	the	worst	combination,	of	the	analysis.	indicated	with	the	red	circle,	to	save	readers	the	These	clearly	written	time	required	to	interpret	paragraphs	explain	the	the	meaning	of	the	colors
two	aspects	of	the	and	shapes.	analysis,	and	they	speak	the	same	language	as	The	opening	paragraph	business	accounting	explains	the	analysis	professionals.	was	undertaken	in	order	to	help	customers	make	The	article	continues	more	money	in	less	beyond	here,	but	notice	time—a	vital	concern	again	the	concise,	for	every	business.	straightforward
wording	of	this	subheading	(the	section	Bold	terms	in	the	explains	that	polite	wording	paragraph	correspond	to	on	invoices	improves	the	variables	in	the	customer	responsiveness).	graph	above.	Notice	that	even	though	the	writer	uses	the	word	“we”	(the	company)	in	several	places,	this	message	is	fundamentally	about	“you”	(the	customer).	Here	is
one	of	nearly	90	annotated	model	documents	that	point	out	what	works	(and	sometimes,	what	doesn’t	work)	in	a	variety	of	professional	messages	and	documents.	Source:	Used	with	permission	of	FreshBooks.xxvi	Preface	●	Learn	from	experience.	Finally,	learn	from	the	feedback	you	get	from	your	instructor	and	from	other	students.	Don’t	take	the
criticism	personally;	your	instructor	and	your	classmates	are	commenting	about	the	work,	not	about	you.	View	every	bit	of	feedback	as	an	opportunity	to	improve.	Using	This	Textbook	Package	This	book	and	its	accompanying	online	resources	introduce	you	to	the	key	concepts	in	business	communication	while	helping	you	develop	essential	skills.	As
you	read	each	chapter,	start	by	studying	the	learning	objectives.	They	will	help	you	identify	the	most	important	concepts	in	the	chapter	and	give	you	a	feel	for	what	you’ll	be	learning.	Follow-	ing	the	learning	objectives,	the	“On	the	Job”	communication	vignette	features	a	successful	professional	role	model	who	uses	the	same	skills	you	will	be	learning
in	the	chapter.	As	you	work	your	way	through	the	chapter,	compare	the	advice	with	the	various	ex-	amples,	both	the	brief	in-text	examples	and	the	standalone	model	documents.	Also,	keep	an	eye	out	for	the	Real-Time	Updates	elements	in	each	chapter.	We	have	selected	these	videos,	podcasts,	presentations,	and	other	online	media	to	provide
informative	and	enter-	taining	enhancements	to	the	text	material.	At	the	end	of	each	chapter,	you’ll	revisit	the	“On	the	Job”	story	from	the	beginning	of	the	chapter	and	imagine	yourself	in	the	role	of	a	business	professional	solving	four	realistic	communication	dilemmas.	Next,	the	“Learning	Objectives	Checkup”	gives	you	the	chance	to	quickly	verify
your	grasp	of	important	concepts.	Each	chapter	includes	a	variety	of	ques-	tions	and	activities	that	help	you	gauge	how	well	you’ve	learned	the	material	and	are	able	to	apply	it	to	realistic	business	scenarios.	Several	chapters	have	activities	with	downloadable	media	such	as	podcasts;	if	your	instructor	assigns	these,	follow	the	instructions	in	the	text	to
locate	the	correct	files.	Several	chapters	have	activities	with	downloadable	media	such	as	presentations	and	podcasts	or	the	use	of	the	Bovée-Thill	wiki	simulator.	If	your	instructor	assigns	these	activities,	follow	the	instructions	in	the	text	to	locate	the	correct	files.	And	if	you’d	like	some	help	getting	started	with	Facebook,	Twitter,	or	LinkedIn,	we
have	created	screencasts	with	helpful	advice	on	these	topics.	In	addition	to	the	16	chapters	of	the	text	itself,	here	are	some	special	features	that	will	help	you	succeed	in	the	course	and	on	the	job:	●	Prologue:	Building	a	Career	with	Your	Communication	Skills.	This	section	(immediately	following	this	Preface)	helps	you	understand	today’s	dynamic
workplace,	the	steps	you	can	take	to	adapt	to	the	job	market,	and	the	importance	of	creating	an	employment	portfolio	and	building	your	personal	brand.	●	Handbook.	The	Handbook	of	Grammar,	Mechanics,	and	Usage	(see	page	H-1)	serves	as	a	convenient	reference	of	essential	business	English.	●	MyBcommLab.	If	your	course	includes
MyBcommLab,	you	can	take	advantage	of	this	unique	resource	to	test	your	understanding	of	the	concepts	presented	in	every	chapter.	●	Real-Time	Updates.	You	can	use	this	unique	newsfeed	service	to	make	sure	you’re	always	kept	up	to	date	on	important	topics.	Plus,	at	strategic	points	in	every	chapter,	you	will	be	directed	to	the	Real-Time	Updates
website	to	get	the	latest	information	about	specific	subjects.	To	sign	up,	visit	.	You	can	also	access	Real-Time	Updates	through	MyBcommLab.	●	Business	Communication	Web	Search.	With	our	unique	web	search	approach,	you	can	quickly	access	more	than	325	search	engines.	The	tool	uses	a	simple	and	intuitive	interface	engineered	to	help	you	find
precisely	what	you	want,	whether	it’s	PowerPoint	files,	Adobe	Acrobat	PDF	files,	Microsoft	Word	documents,	Excel	files,	videos,	or	podcasts.	Check	it	out	at	.com/websearch.	●	CourseSmart	eTextbooks	Online.	CourseSmart	is	an	exciting	new	choice	for	students	looking	to	save	money.	As	an	alternative	to	purchasing	the	print	text-	book,	you	can
purchase	an	electronic	version	of	the	same	content	and	receive	a	significant	discount	off	the	suggested	list	price	of	the	print	text.	With	a	Cours-	eSmart	eTextbook,	you	can	search	the	text,	make	notes	online,	print	out	readingPreface	xxvii	assignments	that	incorporate	lecture	notes,	and	bookmark	important	passages	for	later	review.	For	more
information	or	to	purchase	access	to	the	CourseSmart	eTextbook,	visit	www.coursesmart.com.	About	the	Authors	Courtland	L.	Bovée	and	John	V.	Thill	have	been	leading	textbook	authors	for	more	than	two	decades,	introducing	millions	of	students	to	the	fields	of	business	and	business	com-	munication.	Their	award-winning	texts	are	distinguished	by
proven	pedagogical	fea-	tures,	extensive	selections	of	contemporary	case	studies,	hundreds	of	real-life	examples,	engaging	writing,	thorough	research,	and	the	unique	integration	of	print	and	electronic	resources.	Each	new	edition	reflects	the	authors’	commitment	to	continuous	refinement	and	improvement,	particularly	in	terms	of	modeling	the	latest
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xxxPrologue	Building	a	Career	with	Your	Communication	Skills	Using	This	Course	to	Help	Launch	Your	Career	This	course	will	help	you	develop	vital	communication	skills	that	you’ll	use	throughout	your	career—and	those	skills	can	help	you	launch	an	interesting	and	rewarding	career,	too.	This	brief	prologue	sets	the	stage	by	helping	you	understand
today’s	dynamic	workplace,	the	steps	you	can	take	to	adapt	to	the	job	market,	and	the	importance	of	creating	an	em-	ployment	portfolio	and	building	your	personal	brand.	Take	a	few	minutes	to	read	it	while	you	think	about	the	career	you	hope	to	create	for	yourself.	Understanding	Today’s	Dynamic	Workplace	There	is	no	disguising	the	fact	that	you
are	entering	a	tough	job	market,	but	there	are	several	reasons	for	at	least	some	hope	over	the	longer	term.	First,	the	U.S.	economy	will	recover	from	the	Great	Recession,	although	it’s	going	to	take	a	while	before	the	majority	of	employers	feel	confident	enough	to	ramp	up	hiring	significantly.	Second,	the	large	demographic	bulge	of	Baby	Boomers	is
moving	into	retirement,	which	should	set	off	a	chain	reaction	of	openings	from	the	tops	of	companies	on	downward.	Third,	political	and	business	leaders	here	and	abroad	are	keenly	aware	of	the	problem	of	unemployment	among	young	adults,	both	as	it	affects	people	looking	for	work	and	in	the	loss	of	vitality	to	the	economy.	For	example,	programs
aimed	at	helping	graduates	start	companies	right	out	of	college,	rather	than	entering	the	conventional	job	market,	are	springing	up	under	government	and	philanthropic	efforts.1	As	the	recovery	plays	out,	you	can	count	on	a	few	other	forces	that	are	likely	to	affect	your	entry	into	the	job	market	and	your	career	options	in	years	to	come:2	●
Unpredictability.	Your	career	probably	won’t	be	as	stable	as	careers	were	in	your	parents’	generation.	In	today’s	business	world,	your	career	will	likely	be	affected	by	globalization,	mergers	and	acquisitions,	a	short-term	mentality	driven	by	the	demands	of	stockholders,	ethical	upheavals,	and	the	relentless	quest	for	lower	costs.	On	the	plus	side,	new
opportunities,	new	companies,	and	even	entire	industries	can	appear	almost	overnight.	So	while	your	career	might	not	be	as	predictable	as	careers	used	to	be,	it	could	well	be	more	of	an	adventure.	●	Flexibility.	As	companies	try	to	become	more	agile	in	a	globalized	economy,	many	employees—sometimes	of	their	choice	and	sometimes	not—are	going
solo	and	setting	up	shop	as	independent	contractors.	Innovations	in	electronic	communication	and	social	media	will	continue	to	spur	the	growth	of	virtual	organizations	and	virtual	teams,	in	which	independent	contractors	and	companies	of	various	sizes	join	forces	for	long-	or	short-term	projects,	often	without	formal	employment	arrangements.	●
Economic	globalization.	Commerce	across	borders	has	been	going	on	for	thousands	of	years,	but	the	volume	of	international	business	has	roughly	tripled	in	the	past	30		years.	One	significant	result	is	economic	globalization,	the	increasing	integration	xxxixxxii	Prologue	and	interdependence	of	national	economies	around	the	world.	Just	as	companies
now	compete	across	borders,	as	an	employee	or	independent	contractor	you	also	compete	globally.	This	situation	can	be	disruptive	and	traumatic	in	some	instances,	but	it	also	creates	opportunities.	●	Growth	of	small	business.	Small	businesses	employ	about	half	of	the	private-sector	workforce	in	this	country	and	create	somewhere	between	two-
thirds	and	three-quarters	of	new	jobs,	so	chances	are	good	that	you’ll	work	for	a	small	firm	at	some	point.	What	do	all	these	forces	mean	to	you?	First,	take	charge	of	your	career—and	stay	in	charge	of	it.	Understand	your	options,	have	a	plan,	and	don’t	count	on	others	to	watch	out	for	your	future.	Second,	as	you	will	learn	throughout	this	course,
understanding	your	audience	is	key	to	successful	communication,	so	it	is	essential	for	you	to	understand	how	employers	view	the	job	market.	HOW	EMPLOYERS	VIEW	TODAY’S	JOB	MARKET	From	an	employer’s	perspective,	the	employment	process	is	always	a	question	of	balance.	Maintaining	a	stable	workforce	can	improve	practically	every	aspect
of	business	perfor-	mance,	yet	many	employers	want	the	flexibility	to	shrink	and	expand	payrolls	as	business	conditions	change.	Employers	obviously	want	to	attract	the	best	talent,	but	the	best	talent	is	more	expensive	and	more	vulnerable	to	offers	from	competitors,	so	there	are	always	financial	trade-offs	to	consider.	Employers	also	struggle	with	the
ups	and	downs	of	the	economy.	When	unemploy-	ment	is	low,	the	balance	of	power	shifts	to	employees,	and	employers	have	to	compete	in	order	to	attract	and	keep	top	talent.	When	unemployment	is	high,	the	power	shifts	back	to	employers,	who	can	afford	to	be	more	selective	and	less	accommodating.	In	other	words,	pay	attention	to	the	economy;	at
times	you	can	be	more	aggressive	in	your	demands,	but	at	other	times	you	need	to	be	more	accommodating.	Many	employers	now	fill	some	labor	needs	by	hiring	temporary	workers	or	engaging	contractors	on	a	project-by-project	basis.	Many	U.S.	employers	are	now	also	more	willing	to	move	jobs	to	cheaper	labor	markets	outside	the	country	and	to
recruit	globally	to	fill	positions	in	the	United	States.	Both	trends	have	stirred	controversy,	especially	in	the	technology	sector,	as	U.S.	firms	recruit	top	engineers	and	scientists	from	other	countries	while	shifting	mid-	and	low-range	jobs	to	India,	China,	Russia,	the	Philippines,	and	other	countries	with	lower	wage	structures.3	In	summary,	companies
view	employment	as	a	complex	business	decision	with	lots	of	variables	to	consider.	To	make	the	most	of	your	potential,	regardless	of	the	career	path	you	pursue,	you	need	to	view	employment	in	the	same	way.	WHAT	EMPLOYERS	LOOK	FOR	IN	JOB	APPLICANTS	Given	the	complex	forces	in	the	contemporary	workplace	and	the	unrelenting	pressure
of	global	competition,	what	are	employers	looking	for	in	the	candidates	they	hire?	The	short	answer:	a	lot.	Like	all	“buyers,”	companies	want	to	get	as	much	as	they	can	for	the	money	they	spend.	The	closer	you	can	present	yourself	as	the	ideal	candidate,	the	better	your	chances	of	getting	a	crack	at	the	most	exciting	opportunities.	Specific
expectations	vary	by	profession	and	position,	of	course,	but	virtually	all	employers	look	for	the	following	general	skills	and	attributes:4	●	Communication	skills.	The	reason	this	item	is	listed	first	isn’t	that	you’re	reading	a	business	communication	textbook.	Communication	is	listed	first	because	it	is	far	and	away	the	most	commonly	mentioned	skill	set
when	employers	are	asked	about	what	they	look	for	in	employees.	Improving	your	communication	skills	will	help	in	every	aspect	of	your	professional	life.	●	Interpersonal	and	team	skills.	You	will	have	many	individual	responsibilities	on	the	job,	but	chances	are	you	won’t	work	alone	very	often.	Learn	to	work	with	others—and	help	them	succeed	as	you
succeed.Prologue	xxxiii	●	Intercultural	and	international	awareness	and	sensitivity.	Successful	employers	tend	to	be	responsive	to	diverse	workforces,	markets,	and	communities,	and	they	look	for	employees	with	the	same	outlook.	●	Data	collection,	analysis,	and	decision-making	skills.	Employers	want	people	who	know	how	to	identify	information
needs,	find	the	necessary	data,	convert	the	data	into	useful	knowledge,	and	make	sound	decisions.	●	Computer	and	electronic	media	skills.	Today’s	workers	need	to	know	how	to	use	common	office	software	and	to	communicate	using	a	wide	range	of	electronic	media.	●	Time	and	resource	management.	If	you’ve	had	to	juggle	multiple	priorities	during
college,	consider	that	great	training	for	the	business	world.	Your	ability	to	plan	projects	and	manage	the	time	and	resources	available	to	you	will	make	a	big	difference	on	the	job.	●	Flexibility	and	adaptability.	Stuff	happens,	as	they	say.	Employees	who	can	roll	with	the	punches	and	adapt	to	changing	business	priorities	and	circumstances	will	go
further	(and	be	happier)	than	employees	who	resist	change.	●	Professionalism.	Professionalism	is	the	quality	of	performing	at	the	highest	possible	level	and	conducting	oneself	with	confidence,	purpose,	and	pride.	True	professionals	strive	to	excel,	continue	to	hone	their	skills	and	build	their	knowledge,	are	dependable	and	accountable,	demonstrate	a
sense	of	business	etiquette,	make	ethical	decisions,	show	loyalty	and	commitment,	don’t	give	up	when	things	get	tough,	and	maintain	a	positive	outlook.	Adapting	to	Today’s	Job	Market	Adapting	to	the	workplace	is	a	lifelong	process	of	seeking	the	best	fit	between	what	you	want	to	do	and	what	employers	(or	clients,	if	you	work	independently)	are
willing	to	pay	you	to	do.	It’s	important	to	know	what	you	want	to	do,	what	you	have	to	offer,	and	how	to	make	yourself	more	attractive	to	employers.	WHAT	DO	YOU	WANT	TO	DO?	Economic	necessities	and	the	vagaries	of	the	marketplace	will	influence	much	of	what	happens	in	your	career,	of	course;	nevertheless,	it’s	wise	to	start	your	employment
search	by	examining	your	values	and	interests.	Identify	what	you	want	to	do	first,	then	see	whether	you	can	find	a	position	that	satisfies	you	at	a	personal	level	while	also	meeting	your	financial	needs.	Consider	these	questions:	●	What	would	you	like	to	do	every	day?	Research	occupations	that	interest	you.	Find	out	what	people	really	do	every	day.
Ask	friends,	relatives,	alumni	from	your	school,	and	contacts	in	your	social	networks.	Read	interviews	with	people	in	various	profes-	sions	to	get	a	sense	of	what	their	careers	are	like.	●	How	would	you	like	to	work?	Consider	how	much	independence	you	want	on	the	job,	how	much	variety	you	like,	and	whether	you	prefer	to	work	with	products,
machines,	people,	ideas,	figures,	or	some	combination	thereof.	●	How	do	your	financial	goals	fit	with	your	other	priorities?	For	instance,	many	high-	paying	jobs	involve	a	lot	of	stress,	sacrifices	of	time	with	family	and	friends,	and	frequent	travel	or	relocation.	If	location,	lifestyle,	intriguing	work,	or	other	factors	are	more	important	to	you,	you	may
well	have	to	sacrifice	some	level	of	pay	to	achieve	them.	●	Have	you	established	some	general	career	goals?	For	example,	do	you	want	to	pursue	a	career	specialty	such	as	finance	or	manufacturing,	or	do	you	want	to	gain	experience	in	multiple	areas	with	an	eye	toward	upper	management?	●	What	sort	of	corporate	culture	are	you	most	comfortable
with?	Would	you	be	happy	in	a	formal	hierarchy	with	clear	reporting	relationships?	Or	do	you	prefer	less	structure?	Teamwork	or	individualism?	Do	you	like	a	competitive	environment?	You	might	need	some	time	in	the	workforce	to	figure	out	what	you	really	want	to	do	or	to	work	your	way	into	the	job	you	really	want,	but	it’s	never	too	early	to	start
thinkingxxxiv	Prologue	TABLE	1	Career	Self-Assessment	What	work-related	activities	and	situations	do	you	prefer?	Evaluate	your	preferences	in	each	of	the	following	areas	and	use	the	results	to	help	guide	your	job	search.	Activity	or	Situation	Strongly	Agree	Agree	Disagree	No	Preference	1.	I	want	to	work	independently.								2.	I	want	variety	in	my
work.								3.	I	want	to	work	with	people.								4.	I	want	to	work	with	technology.								5.	I	want	physical	work.								6.	I	want	mental	work.								7.	I	want	to	work	for	a	large	organization.								8.	I	want	to	work	for	a	nonprofit	organization.								9.	I	want	to	work	for	a	small	business.								10.	I	want	to	work	for	a	service	business.								11.	I	want	to	start	or
buy	a	business	someday.								12.	I	want	regular,	predictable	work	hours.								13.	I	want	to	work	in	a	city	location.								14.	I	want	to	work	in	a	small	town	or	suburb.								15.	I	want	to	work	in	another	country.								16.	I	want	to	work	outdoors.								17.	I	want	to	work	in	a	structured	environment.								18.	I	want	to	avoid	risk	as	much	as	possible.								19.	I
want	to	enjoy	my	work,	even	if	that	means	making	less	money.								20.	I	want	to	become	a	high-level	corporate	manager.								about	where	you	want	to	be.	Filling	out	the	assessment	in	Table	1	might	help	you	get	a	clearer	picture	of	the	nature	of	work	you	would	like	to	pursue	in	your	career.	WHAT	DO	YOU	HAVE	TO	OFFER?	Knowing	what	you	want
to	do	is	one	thing.	Knowing	what	a	company	is	willing	to	pay	you	to	do	is	another	thing	entirely.	You	may	already	have	a	good	idea	of	what	you	can	of-	fer	employers.	If	not,	some	brainstorming	can	help	you	identify	your	skills,	interests,	and	characteristics.	Start	by	jotting	down	10	achievements	you’re	proud	of,	and	think	carefully	about	what	specific
skills	these	achievements	demanded	of	you.	For	example,	leadership	skills,	speaking	ability,	and	artistic	talent	may	have	helped	you	coordinate	a	successful	class	project.	As	you	analyze	your	achievements,	you	may	well	begin	to	recognize	a	pattern	of	skills.	Which	of	them	might	be	valuable	to	potential	employers?	Next,	look	at	your	educational
preparation,	work	experience,	and	extracurricular	activities.	What	do	your	knowledge	and	experience	qualify	you	to	do?	What	have	you	learned	from	volunteer	work	or	class	projects	that	could	benefit	you	on	the	job?	Have	you	held	any	offices,	won	any	awards	or	scholarships,	mastered	a	second	language?	What	skills	have	you	developed	in
nonbusiness	situations	that	could	transfer	to	a	business	position?	Take	stock	of	your	personal	characteristics.	Are	you	aggressive,	a	born	leader?	Or	would	you	rather	follow?	Are	you	outgoing,	articulate,	great	with	people?	Or	do	you	prefer	working	alone?	Make	a	list	of	what	you	believe	are	your	four	or	five	most	important	quali-	ties.	Ask	a	relative	or
friend	to	rate	your	traits	as	well.Prologue	xxxv	If	you’re	having	difficulty	figuring	out	your	interests,	characteristics,	or	capabilities,	consult	your	college	career	center.	Many	campuses	administer	a	variety	of	tests	that	can	help	you	identify	interests,	aptitudes,	and	personality	traits.	These	tests	won’t	reveal	your	“perfect”	job,	but	they’ll	help	you	focus
on	the	types	of	work	best	suited	to	your	personality.	HOW	CAN	YOU	MAKE	YOURSELF	MORE	VALUABLE?	While	you’re	figuring	out	what	you	want	from	a	job	and	what	you	can	offer	an	employer,	you	can	take	positive	steps	toward	building	your	career.	First,	look	for	volunteer	projects,	temporary	jobs,	freelance	work,	or	internships	that	will	help
expand	your	experience	base	and	skill	set.5	You	can	look	for	freelance	projects	on	Craigslist	(www	.craigslist.org)	and	numerous	other	websites;	some	of	these	jobs	have	only	nominal	pay,	but	they	do	provide	an	opportunity	for	you	to	display	your	skills.	Also	consider	applying	your	talents	to	crowdsourcing	projects,	in	which	companies	and	nonprofit
organizations	invite	the	public	to	contribute	solutions	to	various	challenges.	These	opportunities	help	you	gain	valuable	experience	and	relevant	contacts,	provide	you	with	important	references	and	work	samples	for	your	employment	portfolio,	and	help	you	establish	your	personal	brand	(see	the	following	sections).	Second,	learn	more	about	the
industry	or	industries	in	which	you	want	to	work	and	stay	on	top	of	new	developments.	Join	networks	of	professional	colleagues	and	friends	who	can	help	you	keep	up	with	trends	and	events.	Many	professional	societies	have	student	chapters	or	offer	students	discounted	memberships.	Take	courses	and	pursue	other	educational	or	life	experiences	that
would	be	difficult	while	working	full	time.	For	more	ideas	and	advice	on	planning	your	career,	check	out	the	resources	listed	in	Table	2.	BUILDING	AN	EMPLOYMENT	PORTFOLIO	Employers	want	proof	that	you	have	the	skills	to	succeed	on	the	job,	but	even	if	you	don’t	have	much	relevant	work	experience,	you	can	use	your	college	classes	to
assemble	that	proof.	Simply	create	and	maintain	an	employment	portfolio,	which	is	a	collection	of	proj-	ects	that	demonstrate	your	skills	and	knowledge.	You	can	create	a	print	portfolio	and	an	e-portfolio;	both	can	help	with	your	career	effort.	A	print	portfolio	gives	you	something	tangible	to	bring	to	interviews,	and	it	lets	you	collect	project	results	that
might	not	be	easy	to	show	online,	such	as	a	handsomely	bound	report.	An	e-portfolio	is	a	multimedia	presentation	of	your	skills	and	experiences.6	Think	of	it	as	a	website	that	contains	your	résumé,	work	samples,	letters	of	recommendation,	relevant	videos	or	podcasts	you	have	recorded,	any	blog	posts	or	articles	you	have	written,	and	other
information	about	you	and	your	skills.	If	you	have	set	up	a	lifestream	(a	real-time	ag-	gregation	of	your	content	creation,	online	interests,	and	social	media	interactions)	that	is	TABLE	2	Career	Planning	Resources	Resource	URL	Career	Rocketeer	www.careerrocketeer.com	The	Creative	Career	Brazen	Careerist	www.brazencareerist.com	Daily	Career
Connection	The	Career	Key	Rise	Smart	www.risesmart.com/risesmart/blog	Women’s	Leadership	Blog	The	Career	Doctor	www.careerdoctor.org/career-doctor-blogxxxvi	Prologue	professionally	focused,	consider	adding	that	to	your	e-portfolio.	Be	creative.	For	example,	a	student	who	was	pursuing	a	degree	in	meteorology	added	a	video	clip	of	himself
deliver-	ing	a	weather	forecast.7	The	portfolio	can	be	burned	on	a	CD	or	DVD	for	physical	distri-	bution	or,	more	commonly,	it	can	be	posted	online—whether	it’s	a	personal	website,	your	college’s	site	(if	student	pages	are	available),	a	specialized	portfolio	hosting	site	such	as	Behance	(www.behance.com),	or	a	résumé	hosting	site	such	as	VisualCV
(www.visualcv	.com)	that	offers	multimedia	résumés.	To	see	a	selection	of	student	e-portfolios	from	col-	leges	around	the	United	States,	go	to	click	on	“Stu-	dent	Assignments,”	and	then	click	on	“Prologue”	to	locate	the	link	to	student	e-portfolios.	Throughout	this	course,	pay	close	attention	to	the	assignments	marked	“Portfolio	Builder”	(they	start	in
Chapter	7).	These	items	will	make	particularly	good	samples	of	not	only	your	communication	skills	but	also	your	ability	to	understand	and	solve	business-	related	challenges.	By	combining	these	projects	with	samples	from	your	other	courses,	you	can	create	a	compelling	portfolio	when	you’re	ready	to	start	interviewing.	Your	portfolio	is	also	a	great
resource	for	writing	your	résumé	because	it	reminds	you	of	all	the	great	work	you’ve	done	over	the	years.	Moreover,	you	can	continue	to	refine	and	expand	your	portfo-	lio	throughout	your	career;	many	professionals	use	e-portfolios	to	advertise	their	services.	For	example,	Evan	Eckard,	a	specialist	in	web	design,	marketing,	and	branding,	promotes
his	capabilities	by	showing	a	range	of	successful	projects	in	his	online	portfolio,	which	you	can	view	at	www.evaneckard.com.	As	you	assemble	your	portfolio,	collect	anything	that	shows	your	ability	to	perform,	whether	it’s	in	school,	on	the	job,	or	in	other	venues.	However,	you	must	check	with	employers	before	including	any	items	that	you	created
while	you	were	an	employee	and	check	with	clients	before	including	any	work	products	(anything	you	wrote,	designed,	programmed,	and	so	on)	they	purchased	from	you.	Many	business	documents	contain	confidential	information	that	companies	don’t	want	distributed	to	outside	audiences.	For	each	item	you	add	to	your	portfolio,	write	a	brief
description	that	helps	other	peo-	ple	understand	the	meaning	and	significance	of	the	project.	Include	such	items	as	these:	●	Background.	Why	did	you	undertake	this	project?	Was	it	a	school	project,	a	work	assignment,	or	something	you	did	on	your	own	initiative?	●	Project	objectives.	Explain	the	project’s	goals,	if	relevant.	●	Collaborators.	If	you
worked	with	others,	be	sure	to	mention	that	and	discuss	team	dynamics	if	appropriate.	For	instance,	if	you	led	the	team	or	worked	with	others	long	distance	as	a	virtual	team,	point	that	out.	●	Constraints.	Sometimes	the	most	impressive	thing	about	a	project	is	the	time	or	budget	constraints	under	which	it	was	created.	If	such	constraints	apply	to	a
project,	consider	mentioning	them	in	a	way	that	doesn’t	sound	like	an	excuse	for	poor	quality.	If	you	had	only	one	week	to	create	a	website,	for	example,	you	might	say	that	“One	of	the	intriguing	challenges	of	this	project	was	the	deadline;	I	had	only	one	week	to	design,	compose,	test,	and	publish	this	material.”	●	Outcomes.	If	the	project’s	goals	were
measurable,	what	was	the	result?	For	example,	if	you	wrote	a	letter	soliciting	donations	for	a	charitable	cause,	how	much	money	did	you	raise?	●	Learning	experience.	If	appropriate,	describe	what	you	learned	during	the	course	of	the	project.	Keep	in	mind	that	the	portfolio	itself	is	a	communication	project	too,	so	be	sure	to	apply	everything	you’ll
learn	in	this	course	about	effective	communication	and	good	de-	sign.	Assume	that	every	potential	employer	will	find	your	e-portfolio	site	(even	if	you	don’t	tell	them	about	it),	so	don’t	include	anything	that	could	come	back	to	haunt	you.	Also,	if	you	have	anything	embarrassing	on	Facebook,	MySpace,	or	any	other	social	networking	site,	remove	it
immediately.	To	get	started,	first	check	with	the	career	center	at	your	college;	many	schools	now	offer	e-portfolio	systems	for	their	students.	(Some	schools	now	require	e-portfolios,	so	you	may	already	be	building	one.)	You	can	also	find	plenty	of	advice	online;	search	for	“e-portfolio,”	“student	portfolio,”	or	“professional	portfolio.”Prologue	xxxvii
BUILDING	YOUR	PERSONAL	BRAND	Products	and	companies	have	brands	that	represent	collections	of	certain	attributes,	such	as	the	safety	emphasis	of	Volvo	cars,	the	performance	emphasis	of	BMW,	or	the	luxury	emphasis	of	Cadillac.	Similarly,	when	people	who	know	you	think	about	you,	they	have	a	particular	set	of	qualities	in	mind	based	on
your	professionalism,	your	priorities,	and	the	various	skills	and	attributes	you	have	developed	over	the	years.	Perhaps	without	even	being	conscious	of	it,	you	have	created	a	personal	brand	for	yourself	(see	Figure	1).	As	you	plan	the	next	stage	of	your	career,	start	managing	your	personal	brand	deliber-	ately.	Branding	specialist	Mohammed	Al-Taee
defines	personal	branding	succinctly	as	“a	way	of	clarifying	and	communicating	what	makes	you	different	and	special.”8	You	can	learn	more	about	personal	branding	from	the	sources	listed	in	Table	3,	and	you	will	have	multiple	opportunities	to	plan	and	refine	your	personal	brand	during	this	Figure	1	Personal	Branding	on	LinkedIn	Scott	Anderson,	a
marketing	executive	in	the	computer	industry,	makes	good	use	of	LinkedIn	to	present	himself	as	an	experienced	professional	capable	of	handling	considerable	levels	of	responsibility.xxxviii	Prologue	TABLE	3	Personal	Branding	Resources	Resource	URL	Personal	Branding	Blog	www.personalbrandingblog.com	Mohammed	Al-Taee	Brand	Yourself
Krishna	De	www.krishnade.com/blog	Cube	Rules	Jibber	Jobber	www.jibberjobber.com/blog	The	Engaging	Brand	Brand-Yourself	course.	For	example,	Chapter	7	offers	tips	on	business	applications	of	social	media,	which	are	key	to	personal	branding,	and	Chapters	15	and	16	guide	you	through	the	process	of	creating	a	résumé,	building	your	network,
and	presenting	yourself	in	interviews.	To	get	you	started,	here	are	the	basics	of	a	successful	personal	branding	strategy:9	●	Figure	out	the	“story	of	you.”	Simply	put,	where	have	you	been	in	life,	and	where	are	you	going?	Every	good	story	has	dramatic	tension	that	pulls	readers	in	and	makes	them	wonder	what	will	happen	next.	Where	is	your	story
going	next?	●	Clarify	your	professional	theme.	Volvos,	BMWs,	and	Cadillacs	can	all	get	you	from	Point	A	to	Point	B	in	safety,	comfort,	and	style—but	each	brand	emphasizes	some	at-	tributes	more	than	others	to	create	a	specific	image	in	the	minds	of	potential	buyers.	Similarly,	you	want	to	be	seen	as	something	more	than	just	an	accountant,	a
supervisor,	a	salesperson.	What	will	your	theme	be?	Brilliant	strategist?	Hard-nosed,	get-it-done	tactician?	Technical	guru?	Problem	solver?	Creative	genius?	Inspirational	leader?	●	Reach	out	and	connect.	Major	corporations	spread	the	word	about	their	brands	with	multimillion-dollar	advertising	campaigns.	You	can	promote	your	brand	for	free	or
close	to	it.	The	secret	is	networking,	which	you’ll	learn	more	about	in	Chapter	15.	You	build	your	brand	by	connecting	with	like-minded	people,	sharing	information,	demonstrating	skills	and	knowledge,	and	helping	others	succeed.	●	Deliver	on	your	brand’s	promise—every	time,	all	the	time.	When	you	promote	a	brand,	you	make	a	promise—a	promise
that	whoever	buys	that	brand	will	get	the	benefits	you	are	promoting.	All	of	this	planning	and	communication	is	of	no	value	if	you	fail	to	deliver	on	the	promises	that	your	branding	efforts	make.	Conversely,	when	you	deliver	quality	results	time	after	time,	your	talents	and	your	professionalism	will	speak	for	you.	We	wish	you	great	success	in	this
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Through	Effective	Business	Communication	CHAPTER	2	Mastering	Team	Skills	and	Interpersonal	Communication	CHAPTER	3	Communicating	in	a	World	of	Diversity	No	other	skill	can	help	your	career	in	as	many	ways	as	communication.	Discover	what	business	communication	is	all	about,	why	communication	skills	are	essential	to	your	career,	and
how	to	adapt	your	communication	experiences	in	life	and	college	to	the	business	world.	Improve	your	skills	in	such	vital	areas	as	team	interaction,	etiquette,	listening,	and	nonverbal	communication.	Explore	the	advantages	and	the	challenges	of	a	diverse	workforce,	and	develop	the	skills	that	every	communicator	needs	to	succeed	in	today’s	global
business	environment.	Asia	Images	Group-Royalty	Free,	Getty	Images,	Inc.	11	Achieving	Success	Through	Effective	Business	Communication	LEARNING	OBJECTIVES	After	studying	this	chapter,	you	will	be	able	to	1	Explain	the	importance	of	effective	communication	to	4	List	four	general	guidelines	for	using	communication	your	career	and	to	the
companies	where	you	will	work	technology	effectively	2	Describe	the	communication	skills	employers	will	expect	5	Define	ethics,	explain	the	difference	between	an	ethical	you	to	have	and	the	nature	of	communicating	in	an	dilemma	and	an	ethical	lapse,	and	list	six	guidelines	for	organization	by	using	an	audience-centered	approach	making	ethical
communication	choices	3	Describe	the	communication	process	model	and	the	MyBcommLab	Where	you	see	MyBcommLab	in	this	ways	that	social	media	are	changing	the	nature	of	business	communication	chapter,	go	to	www.mybcommlab.com	for	additional	activities	on	the	topic	being	discussed.	ON	THE	JOB:	COMMUNICATING	AT	TOYOTA
Toyota’s	user-generated	content	campaign,	Auto-Biography,	invited	Inviting	Customers	to	Help	Rejuvenate	owners	to	submit	stories,	photos,	and	videos	that	describe	their	favorite	a	Brand’s	Reputation	moments	and	memories	with	their	Toyota	vehicles.	Source:	Used	with	permission	of	Toyota.	Imagine	that	you’re	in	the	market	for	a	new	car	and	need
to	learn	about	the	various	models,	options,	dealers,	and	other	factors	2	involved	in	this	important	purchase.	Fortunately,	a	friend	has	just	gone	through	this	process	and	can	provide	valuable	information	from	a	consumer’s	perspective.	Now	imagine	that	you	have	a	hundred	or	a	thousand	or	ten	thousand	friends	who	have	recently	purchased	cars.
Imagine	how	much	information	you	could	get	from	all	these	people—and	all	you	need	to	do	is	jump	on	Facebook,	Epinions,	or	another	social	media	website.	Consumers	have	been	sharing	information	online	for	as	long	as	computers	have	been	connected,	but	the	rapid	growth	of	social	media	has	merged	these	isolated	conversations	into	a	global
phenomenon	that	has	permanently	changed	the	nature	of	business	communication.	The	Japanese	automaker	Toyota	is	one	of	the	millions	of	companies	around	the	world	using	social	media	to	supplement	or	even	replace	traditional	forms	of	customer	communication.	Toyota	was	looking	for	some	positive	communication	in	2010,	after	concerns	about
sticking	gas	pedals	led	to	the	recall	of	millions	of	vehicles	and	prompted	the	company	to	halt	sales	of	eight	models	while	it	investigated	the	problem.	The	situation	was	potentially	serious,	to	be	sure,	but	Toyota	executive	Bob	Zeinstra	said	that	loyal	Toyota	owners	responded	with	an	“outpouring	of	support	and	care.”C	HAP	T	ER	1	Achieving	Success
Through	Effective	Business	Communication	3	To	capitalize	on	this	goodwill,	built	up	through	years	of	with	photos	or	videos	of	themselves	and	their	cars.	Toyota	delivering	safe,	dependable	vehicles,	Toyota	invited	owners	to	highlighted	a	small	number	of	the	stories	through	professionally	tell	their	stories	through	a	Facebook	campaign	it	called	“Auto-
produced	animated	or	live	videos,	which	it	then	featured	Biography.”	The	program	featured	a	customized	Facebook	prominently	on	the	Auto-Biography	page	and	used	in	print	application	that	encouraged	owners	to	“showcase	your	most	and	television	advertising.	memorable	moments	[with	your	Toyota]	and	get	inspired	by	the	stories	of	other	loyal
Toyota	owners.”	By	inviting	satisfied	customers	to	the	tell	their	own	stories	through	user-generated	content	(which	you’ll	read	more	about	Thousands	of	Toyota	owners	contributed,	sharing	in	Chapter	7),	the	campaign	helped	Toyota	repair	its	reputation	everything	from	the	pet	names	they	gave	their	cars	to	how	they	among	potential	car	buyers	and
respond	to	negative	stories	in	use	their	cars	for	work	or	play	to	the	way	their	families	passed	the	news	media.	Moreover,	Zeinstra	says	the	Facebook	initiative	down	a	Toyota	from	one	generation	to	the	next.	Many	listed	the	also	reminded	current	Toyota	owners	“why	they	love	their	cars	number	of	miles	they	had	on	their	cars,	some	up	to	300,000	or	so
much.”1	more,	making	strong	statements	to	support	the	Toyota	message	of	reliability.	Many	owners	also	personalized	their	stories	www.facebook.com/toyota	Understanding	Why	Communication	Matters	1	LEARNING	OBJECTIVE	Whether	it’s	as	simple	as	a	smile	or	as	ambitious	as	a	Facebook	campaign	such	as	Toyota’s	Explain	the	importance	of
effective	(profiled	in	the	chapter-opener),	communication	is	the	process	of	transferring	informa-	communication	to	your	career	and	tion	and	meaning	between	senders	and	receivers,	using	one	or	more	written,	oral,	visual,	or	to	the	companies	where	you	will	electronic	media.	The	essence	of	communication	is	sharing—providing	data,	information,	work.
insights,	and	inspiration	in	an	exchange	that	benefits	both	you	and	the	people	with	whom	you	are	communicating.2	Communication	is	the	process	of	transferring	information	and	You	will	invest	a	lot	of	time	and	energy	in	this	course	to	develop	your	communication	meaning	between	senders	and	skills,	so	it’s	fair	to	ask	whether	the	effort	will	be
worthwhile.	This	section	outlines	the	many	receivers.	ways	in	which	good	communication	skills	are	critical	for	your	career	and	for	any	company	you	join.	COMMUNICATION	IS	IMPORTANT	TO	YOUR	CAREER	Ambition	and	great	ideas	aren’t	enough;	you	need	to	be	able	to	Improving	your	communication	skills	may	be	the	single	most	important	step
you	can	take	communicate	with	people	in	order	in	your	career.	You	can	have	the	greatest	ideas	in	the	world,	but	they’re	no	good	to	your	to	succeed	in	business.	company	or	your	career	if	you	can’t	express	them	clearly	and	persuasively.	Some	jobs,	such	as	sales	and	customer	support,	are	primarily	about	communicating.	In	fields	such	as	engi-	Strong
communication	skills	neering	or	finance,	you	often	need	to	share	complex	ideas	with	executives,	customers,	and	give	you	an	advantage	in	the	job	colleagues,	and	your	ability	to	connect	with	people	outside	your	field	can	be	as	important	market.	as	your	technical	expertise.	If	you	have	the	entrepreneurial	urge,	you	will	need	to	commu-	nicate	with	a
wide	range	of	audiences,	from	investors,	bankers,	and	government	regulators	MyBcommLab	to	employees,	customers,	and	business	partners.	•	Access	this	chapter’s	As	you	take	on	leadership	and	management	roles,	communication	becomes	even	more	simulation	entitled	Successful	important.	The	higher	you	rise	in	an	organization,	the	less	time	you
will	spend	using	the	Business	Communication,	located	technical	skills	of	your	particular	profession	and	the	more	time	you	will	spend	communi-	at	www.mybcommlab.com.	cating.	Top	executives	spend	most	of	their	time	communicating,	and	businesspeople	who	can’t	communicate	well	don’t	stand	much	chance	of	reaching	the	top.	FPO	Many	employers
express	frustration	at	the	poor	communication	skills	of	many	employees—particularly	recent	college	graduates	who	haven’t	yet	learned	how	to	adapt	their	communication	styles	to	a	professional	business	environment.	If	you	learn	to	write	well,	speak	well,	listen	well,	and	recognize	the	appropriate	way	to	communicate	in	any	situation,	you’ll	gain	a
major	advantage	that	will	serve	you	throughout	your	career.3	This	course	teaches	you	how	to	send	and	receive	information	more	effectively	and	helps	you	improve	your	communication	skills	through	practice	in	an	environment	that	provides	honest,	constructive	criticism.	You	will	discover	how	to	collaborate	in	teams,	listen	effec-	tively,	master
nonverbal	communication,	and	participate	in	productive	meetings.	You’ll	learn	about	communicating	across	cultural	boundaries.	You’ll	learn	a	three-step	process4	PART	1	Understanding	the	Foundations	of	Business	Communication	that	helps	you	write	effective	business	messages,	and	you’ll	get	specific	tips	for	crafting	a	variety	of	business	messages
using	a	wide	range	of	media,	from	social	networks	to	blogs	to	online	presentations.	Develop	these	skills,	and	you’ll	start	your	business	career	with	a	clear	competitive	advantage.	Effective	communication	yields	COMMUNICATION	IS	IMPORTANT	TO	YOUR	COMPANY	numerous	business	benefits.	Aside	from	the	personal	benefits,	communication
should	be	important	to	you	because	it	is	important	to	your	company.	Effective	communication	helps	businesses	in	numerous	ways.	It	provides:4	●	Closer	ties	with	important	communities	in	the	marketplace	●	Opportunities	to	influence	conversations,	perceptions,	and	trends	●	Increased	productivity	and	faster	problem	solving	●	Better	financial
results	and	higher	return	for	investors	●	Earlier	warning	of	potential	problems,	from	rising	business	costs	to	critical	safety	issues	●	Stronger	decision	making	based	on	timely,	reliable	information	●	Clearer	and	more	persuasive	marketing	messages	●	Greater	employee	engagement	with	their	work,	leading	to	higher	employee	satisfaction	and	lower
employee	turnover	Effective	messages	are	practical,	WHAT	MAKES	BUSINESS	COMMUNICATION	EFFECTIVE?	factual,	concise,	clear,	and	persuasive.	Effective	communication	strengthens	the	connections	between	a	company	and	all	of	its	stakeholders,	those	groups	affected	in	some	way	by	the	company’s	actions:	customers,	employees,
shareholders,	suppliers,	neighbors,	the	community,	the	nation,	and	the	world	as	a	whole.5	Conversely,	when	communication	is	ineffective,	the	results	can	range	from	time	wasting	to	tragic.	To	make	your	communication	efforts	as	effective	as	possible,	focus	on	making	them	practical,	factual,	concise,	clear,	and	persuasive:	●	Provide	practical
information.	Give	recipients	useful	information,	whether	it’s	to	help	them	perform	a	desired	action	or	understand	a	new	company	policy.	●	Give	facts	rather	than	vague	impressions.	Use	concrete	language,	specific	detail,	and	information	that	is	clear,	convincing,	accurate,	and	ethical.	Even	when	an	opinion	is	called	for,	present	compelling	evidence	to
support	your	conclusion.	●	Present	information	in	a	concise,	efficient	manner.	Concise	messages	show	respect	for	people’s	time,	and	they	increase	the	chances	of	a	positive	response.	●	Clarify	expectations	and	responsibilities.	Craft	messages	to	generate	a	specific	re-	sponse	from	a	specific	audience.	When	appropriate,	clearly	state	what	you	expect
from	audience	members	or	what	you	can	do	for	them.	●	Offer	compelling,	persuasive	arguments	and	recommendations.	Show	your	readers	precisely	how	they	will	benefit	from	responding	to	your	message	the	way	you	want	them	to.	Keep	these	five	important	characteristics	in	mind	as	you	review	Figures	1.1	and	1.2.	At	first	glance,	both	emails	appear
to	be	well	constructed,	but	Figure	1.2	is	far	more	effective,	as	the	comments	in	blue	explain.	2	LEARNING	OBJECTIVE	Communicating	in	Today’s	Global	Business	Environment	Describe	the	communication	skills	employers	will	expect	you	to	have	You’ve	been	communicating	your	entire	life,	of	course,	but	if	you	don’t	have	a	lot	of	work	and	the	nature
of	communicating	experience	yet,	meeting	the	expectations	of	a	professional	environment	might	require	in	an	organization	by	using	an	some	adjustment.	This	section	offers	a	brief	look	at	the	unique	challenges	of	business	audience-centered	approach.C	HAP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	5	The	vague	subject
Opening	paragraph	fails	line	fails	to	alert	to	provide	necessary	people	to	the	background	information	for	upcoming	meeting.	anyone	who	missed	the	meeting.	The	greeting	is	cold	and	off-putting.	This	request	for	action	fails	to	clarify	who	needs	to	do	A	negative,	accusatory	what	by	when.	tone	here	puts	readers	on	the	defensive.	The	wording	here	The
meeting	information	assumes	that	people	includes	the	day	not	the	who	won’t	attend	date,	which	could	lead	to	don’t	want	to,	which	confusion.	might	not	be	true.	The	writer	fails	to	provide	The	lack	of	a	closing	alternative	contact	(such	as	“thank	you”)	information	or	invite	contributes	to	the	harsh,	questions	about	the	abrupt	tone.	meeting,	making	it
harder	for	team	members	to	clarify	Figure	1.1	Ineffective	Business	Communication	their	assignments	or	raise	At	first	glance,	this	email	message	looks	like	a	reasonable	attempt	at	communicating	concerns.	with	the	members	of	a	project	team.	However,	review	the	blue	annotations	to	see	just	how	many	problems	the	message	really	has.	MyBcommLab
Apply	Figure	1.1's	key	concepts	by	revising	a	new	document.	Go	to	Chapter	1	in	www.mybcommlab.com	and	select	Document	Makeovers.	communication,	the	skills	that	employers	will	expect	you	to	have,	the	nature	of	commu-	nication	in	an	organizational	environment,	and	the	importance	of	adopting	an	audience-	centered	approach.
UNDERSTANDING	THE	UNIQUE	CHALLENGES	You	will	need	to	adjust	your	OF	BUSINESS	COMMUNICATION	communication	habits	to	the	more	formal	demands	of	business	and	Business	communication	is	often	more	complicated	and	demanding	than	the	social	com-	the	unique	environment	of	your	munication	you	typically	engage	in	with	family,
friends,	and	school	associates.	This	section	company.	highlights	five	issues	that	illustrate	why	business	communication	requires	a	high	level	of	skill	and	attention.	Smart	employers	recognize	the	benefits	of	a	more	diverse	The	Globalization	of	Business	and	the	Increase	in	Workforce	Diversity	workforce—and	the	additional	challenges	of	ensuring
smooth	Today’s	businesses	increasingly	reach	across	international	borders	to	market	their	products,	communication	between	people	partner	with	other	businesses,	and	employ	workers	and	executives—an	effort	known	as	from	diverse	backgrounds.	globalization.	Many	U.S.	companies	rely	on	exports	for	a	significant	portion	of	their	sales,	sometimes
up	to	50	percent	or	more,	and	managers	and	employees	in	these	firms	need	to	communicate	with	many	other	cultures.	Moreover,	thousands	of	companies	from	all	around	the	world	vie	for	a	share	of	the	massive	U.S.	market,	so	chances	are	you’ll	do	business	with	or	even	work	for	a	company	based	in	another	country	at	some	point	in	your	career.
Businesses	are	paying	more	attention	to	workforce	diversity—all	the	differences	among	people	who	work	together,	including	differences	in	age,	gender,	sexual	orienta-	tion,	education,	cultural	background,	religion,	ability,	and	life	experience.	As	Chapter	36	PART	1	Understanding	the	Foundations	of	Business	Communication	An	informative	subject
The	opening	paragraph	fills	line	helps	people	in	missing	information	so	grasp	key	content	that	everyone	can	grasp	the	immediately.	importance	of	the	message.	The	greeting	is	friendly	The	request	provides	without	being	too	causal.	enough	information	to	enable	readers	to	respond.	This	paragraph	emphasizes	the	The	closing	paragraph	importance	of
the	invites	questions	ahead	of	meeting.	time	so	that	they	don’t	derail	the	meeting.	The	writer	offers	everyone	a	chance	to	participate,	without	making	anyone	feel	guilty	about	not	being	able	to	attend	in	person.	(WebEx	is	an	online	meeting	system.)	Like	the	greeting,	the	close	has	a	warm	and	personal	tone,	without	being	too	casual.	The	email
signature	provides	additional	information	and	alternative	contact	options.	Figure	1.2	Effective	Business	Communication	This	improved	version	of	the	email	message	from	Figure	1.1	does	a	much	better	job	of	communicating	the	essential	information	these	team	members	need	in	order	to	effectively	prepare	for	the	meeting.	Information	has	become	one
of	discusses,	successful	companies	realize	that	a	diverse	workforce	can	yield	a	significant	com-	the	most	important	resources	in	petitive	advantage,	but	it	also	requires	a	more	conscientious	approach	to	communication.	business	today.	The	Increasing	Value	of	Business	Information	Business	communication	today	is	heavily	dependent	on	a	growing	As
global	competition	for	talent,	customers,	and	resources	continues	to	grow,	the	impor-	array	of	technologies.	tance	of	information	continues	to	escalate	as	well.	Companies	in	virtually	every	industry	rely	heavily	on	knowledge	workers,	employees	at	all	levels	of	an	organization	who	special-	ize	in	acquiring,	processing,	and	communicating	information.
Three	examples	help	to	illustrate	the	value	of	information	in	today’s	economy:	●	Competitive	insights.	The	more	a	company	knows	about	its	competitors	and	their	plans,	the	better	able	it	will	be	to	adjust	its	own	business	plans.	●	Customer	needs.	Information	about	customer	needs	is	analyzed	and	summarized	in	order	to	develop	goods	and	services
that	better	satisfy	customer	demands.	●	Regulations	and	guidelines.	Today’s	businesses	must	understand	and	follow	a	wide	range	of	government	regulations	and	guidelines	covering	such	areas	as	employment,	environment,	taxes,	and	accounting.	No	matter	what	the	specific	type	of	information,	the	better	you	are	able	to	understand	it,	use	it,	and
communicate	it	to	others,	the	more	competitive	you	and	your	company	will	be.	The	Pervasiveness	of	Technology	Technology	influences	virtually	every	aspect	of	business	communication	today.	To	benefit	from	these	tools,	however,	you	need	to	have	at	least	a	basic	level	of	skills.	If	your	level	ofC	HAP	T	ER	1	Achieving	Success	Through	Effective
Business	Communication	7	technical	expertise	doesn’t	keep	up	with	that	of	your	colleagues	and	coworkers,	the	imbal-	Organizations	with	tall	structures	ance	can	put	you	at	a	disadvantage	and	complicate	the	communication	process.	Through-	may	unintentionally	restrict	out	this	course,	you’ll	gain	insights	into	using	numerous	tools	and	systems	more
effectively.	the	flow	of	information;	flatter	structures	can	make	it	easier	to	The	Evolution	of	Organizational	Structures	and	Leadership	Styles	communicate	effectively.	Every	firm	has	a	particular	structure	that	defines	the	relationships	among	units	in	the	Newer	types	of	organization	company,	and	these	relationships	influence	the	nature	and	quality	of
communication	structures	such	as	matrices	throughout	the	organization.	Tall	structures	have	many	layers	of	management	between	the	and	networks	present	new	lowest	and	highest	positions,	and	they	can	suffer	communication	breakdowns	and	delays	communication	challenges.	as	messages	are	passed	up	and	down	through	multiple	layers.6	Open
corporate	cultures	benefit	To	overcome	such	problems,	many	businesses	have	adopted	flat	structures	that	reduce	from	free-flowing	information	the	number	of	layers	and	promote	more	open	and	direct	communication.	However,	with	and	employee	input.	fewer	formal	lines	of	control	and	communication	in	these	organizations,	individual	em-	ployees
are	expected	to	assume	more	responsibility	for	communication.	Working	in	a	team	makes	you	even	more	responsible	for	Specific	types	of	organization	structures	present	unique	communication	challenges.	In	communicating	effectively.	a	matrix	structure,	for	example,	employees	report	to	two	managers	at	the	same	time,	such	as	a	project	manager	and
a	department	manager.	The	need	to	coordinate	workloads,	sched-	ules,	and	other	matters	increases	the	communication	burden	on	everyone	involved.	In	a	network	structure,	sometimes	known	as	a	virtual	organization,	a	company	supplements	the	talents	of	its	employees	with	services	from	one	or	more	external	partners,	such	as	a	design	lab,	a
manufacturing	firm,	or	a	sales	and	distribution	company.	Regardless	of	the	particular	structure	a	company	uses,	your	communication	efforts	will	also	be	influenced	by	the	organization’s	corporate	culture:	the	mixture	of	values,	traditions,	and	habits	that	gives	a	company	its	atmosphere	and	personality.	Many	success-	ful	companies	encourage
employee	contributions	by	fostering	open	climates	that	promote	candor	and	honesty,	helping	employees	feel	free	enough	to	admit	their	mistakes,	disagree	with	the	boss,	and	share	negative	or	unwelcome	information.	A	Heavy	Reliance	on	Teamwork	Both	traditional	and	innovative	company	structures	can	rely	heavily	on	teamwork,	and	you	will
probably	find	yourself	on	dozens	of	teams	throughout	your	career.	Teams	are	commonly	used	in	business	today,	but	they’re	not	always	successful—and	a	key	reason	that	teams	fail	to	meet	their	objectives	is	poor	communication.	Chapter	2	offers	insights	into	the	complex	dynamics	of	team	communication	and	identifies	skills	you	need	in	order	to	be	an
effective	communicator	in	group	settings.	UNDERSTANDING	WHAT	EMPLOYERS	EXPECT	FROM	YOU	Today’s	employers	expect	you	to	be	com-	petent	at	a	wide	range	of	communication	tasks.	Fortunately,	the	skills	that	employers	expect	from	you	are	the	same	skills	that	will	help	you	advance	in	your	career:7	●	Organizing	ideas	and	information	logi-
cally	and	completely	●	Expressing	ideas	and	information	co-	herently	and	persuasively	●	Actively	listening	to	others	●	Communicating	effectively	with	people	from	diverse	backgrounds	and	experiences	●	Using	communication	technologies	ef-	fectively	and	efficiently	Successful	companies	know	that	diverse	workforces	can	create	powerful	competitive
advantages,	but	they	require	closer	attention	to	communication	in	order	to	eliminate	barriers	●	Following	accepted	standards	of	gram-	mar,	spelling,	and	other	aspects	of	high-	between	groups	with	different	communication	styles.	quality	writing	and	speaking	Source:	©	Corbis	Super	RF/Alamy.8	PART	1	Understanding	the	Foundations	of	Business
Communication	Employers	expect	you	to	possess	●	Communicating	in	a	civilized	manner	that	reflects	contemporary	expectations	of	busi-	a	wide	range	of	communication	ness	etiquette,	even	when	dealing	with	indifferent	or	hostile	audiences	skills.	●	Communicating	ethically,	even	when	choices	aren’t	crystal	clear	●	Managing	your	time	wisely	and
using	resources	efficiently	You’ll	have	the	opportunity	to	practice	these	skills	throughout	this	course—but	don’t	stop	there.	Successful	professionals	continue	to	hone	communication	skills	throughout	their	careers.	The	formal	communication	COMMUNICATING	IN	AN	ORGANIZATIONAL	CONTEXT	network	mirrors	the	company’s	organizational
structure.	In	addition	to	having	the	proper	skills,	you	need	to	learn	how	to	apply	those	skills	in	the	business	environment,	which	can	be	quite	different	from	the	social	and	scholastic	environ-	Social	media	play	an	increasingly	ments	you	are	accustomed	to.	Every	organization	has	a	formal	communication	network,	important	role	in	the	informal	in	which
ideas	and	information	flow	along	the	lines	of	command	(the	hierarchical	levels)	communication	network.	in	the	company’s	organization	structure	(see	Figure	1.3).	Throughout	the	formal	network,	information	flows	in	three	directions.	Downward	communication	flows	from	executives	to	employees,	conveying	executive	decisions	and	providing
information	that	helps	employ-	ees	do	their	jobs.	Upward	communication	flows	from	employees	to	executives,	providing	insight	into	problems,	trends,	opportunities,	grievances,	and	performance—thus	allowing	executives	to	solve	problems	and	make	intelligent	decisions.	Horizontal	communication	flows	between	departments	to	help	employees	share
information,	coordinate	tasks,	and	solve	complex	problems.8	Every	organization	also	has	an	informal	communication	network,	often	referred	to	as	the	grapevine	or	the	rumor	mill,	that	encompasses	all	communication	that	occurs	outside	the	formal	network.	Some	of	this	informal	communication	takes	place	naturally	as	a	result	of	employee	interaction
both	on	the	job	and	in	social	settings,	and	some	of	it	takes	place	when	the	formal	network	doesn’t	provide	information	that	employees	want.	In	fact,	the	inherent	limitations	of	formal	communication	networks	helped	spur	the	growth	of	social	media	in	the	business	environment.	President	Vice	president	Vice	president	Vice	president	Vice	president	of
finance	of	marketing	of	research	and	of	production	development	Accounting	manager	Director	Director	of	Plant	of	sales	advertising	and	manager	Industrial	sales	Retail	promotion	Advertising	sales	manager	manager	manager	E-commerce	manager	Examples	of	downward	communication	Line	A	Line	B	Line	C	Examples	of	upward	communication
supervisor	supervisor	supervisor	Examples	of	horizontal	communication	Figure	1.3	Formal	Communication	Network	The	formal	communication	network	is	defined	by	the	relationships	between	the	various	job	positions	in	the	organization.	Messages	can	flow	upward	(from	a	lower-level	employee	to	a	higher-level	employee),	downward	(from	a	higher-
level	employee	to	a	lower-level	employee),	and	horizontally	(across	the	organization,	between	employees	at	the	same	or	similar	levels).C	HAP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	9	ADOPTING	AN	AUDIENCE-CENTERED	APPROACH	An	audience-centered	approach	involves	understanding,	An	audience-centered
approach	involves	understanding	and	respecting	the	members	of	respecting,	and	meeting	the	needs	your	audience	and	making	every	effort	to	get	your	message	across	in	a	way	that	is	meaning-	of	your	audience	members.	ful	to	them	(see	Figure	1.4).	This	approach	is	also	known	as	adopting	the	“you”	attitude,	in	contrast	to	messages	that	are	about
“me.”	Learn	as	much	as	possible	about	the	biases,	education,	age,	status,	style,	and	personal	and	professional	concerns	of	your	receivers.	If	you’re	addressing	people	you	don’t	know	and	you’re	unable	to	find	out	more	about	them,	try	to	project	yourself	into	their	position	by	using	common	sense	and	imagination.	This	ability	to	relate	to	the	needs	of
others	is	a	key	part	of	emotional	intelligence,	which	is	widely	considered	to	be	a	vital	characteristic	of	successful	managers	and	leaders.9	The	more	you	know	about	the	people	you’re	communicating	with,	the	easier	it	will	be	to	concentrate	on	their	needs—which,	in	turn,	will	make	it	easier	for	them	to	hear	your	message,	understand	it,	and	respond
positively.	The	headline	doesn’t	try	Fast	access	to	reader	to	be	clever	or	cute;	comments	and	a	retweet	instead,	it	instantly	button	that	makes	it	easy	conveys	important	for	readers	to	share	this	information	to	readers.	post	via	Twitter	help	FreshBooks	build	a	The	graph	shows	which	sense	of	community.	terms	generated	the	fastest	payments	One	minor
improvement	(shortest	blue	bars)	would	be	to	label	(with	and	highest	percentage	words	placed	directly	on	paid	(orange	dots).	the	graph)	the	two	best	combinations,	indicated	This	bold	header	quickly	with	the	green	arrows,	and	summarizes	the	nature	the	worst	combination,	of	the	analysis.	indicated	with	the	red	circle,	to	save	readers	the	These
clearly	written	time	required	to	interpret	paragraphs	explain	the	the	meaning	of	the	colors	two	aspects	of	the	and	shapes.	analysis,	and	they	speak	the	same	language	as	The	opening	paragraph	business	accounting	explains	the	analysis	professionals.	was	undertaken	in	order	to	help	customers	make	The	article	continues	more	money	in	less	beyond
here,	but	notice	time—a	vital	concern	again	the	concise,	for	every	business.	straightforward	wording	of	this	subheading	(the	section	Bold	terms	in	the	explains	that	polite	wording	paragraph	correspond	to	on	invoices	improves	the	variables	in	the	customer	responsiveness).	graph	above.	Notice	that	even	though	the	writer	uses	the	word	“we”	(the
company)	in	several	places,	this	message	is	fundamentally	about	“you”	(the	customer).	Figure	1.4	Audience-Centered	Communication	MyBcommLab	This	blog	post	from	the	developers	of	the	FreshBooks	online	business	accounting	system	demonstrates	audience	focus	in	multiple	ways,	starting	with	the	effort	behind	Apply	Figure	1.4's	key	concepts	by
revising	a	new	the	message.	Every	company	worries	about	how	quickly	customers	will	pay	their	bills,	document.	Go	to	Chapter	1	in	www.mybcommlab.com	so	FreshBooks	analyzed	the	customer	data	it	had	on	hand	to	see	which	payment	terms	and	select	Document	Makeovers.	and	invoice	messages	generated	the	quickest	responses.	This	alone	is
remarkable	customer	service;	the	audience-focused	presentation	of	the	information	makes	it	that	much	better.	Source:	Used	with	permission	of	FreshBooks.	Page	2	10	PART	1	Understanding	the	Foundations	of	Business	Communication	Etiquette,	the	expected	norms	A	vital	element	of	audience-centered	communication	is	etiquette,	the	expected
norms	of	behavior	in	any	particular	of	behavior	in	any	particular	situation.	In	today’s	hectic,	competitive	world,	etiquette	might	situation,	can	have	a	profound	seem	a	quaint	and	outdated	notion.	However,	the	way	you	conduct	yourself	and	interact	influence	on	your	company’s	with	others	can	have	a	profound	influence	on	your	company’s	success	and
your	career.	success	and	your	career.	When	executives	hire	and	promote	you,	they	expect	your	behavior	to	protect	the	com-	pany’s	reputation.	The	more	you	understand	such	expectations,	the	better	chance	you	have	of	avoiding	career-damaging	mistakes.	The	principles	of	etiquette	discussed	in	Chapter	2	will	help	you	communicate	with	an	audience-
centered	approach	in	a	variety	of	business	settings.	3	LEARNING	OBJECTIVE	Exploring	the	Communication	Process	Describe	the	communication	As	you	no	doubt	know	from	your	personal	interactions	over	the	years,	even	well-	process	model	and	the	ways	intentioned	communication	efforts	can	fail.	Messages	can	get	lost	or	simply	ignored.	that	social
media	are	changing	The	receiver	of	a	message	can	interpret	it	in	ways	the	sender	never	imagined.	In	fact,	the	nature	of	business	two	people	receiving	the	same	information	can	reach	different	conclusions	about	what	communication.	it	means.	Fortunately,	by	understanding	communication	as	a	process	with	distinct	steps,	you	can	improve	the	odds	that
your	messages	will	reach	their	intended	audiences	and	produce	their	intended	effects.	This	section	explores	the	communication	process	in	two	stages:	first	by	fol-	lowing	a	message	from	one	sender	to	one	receiver	in	the	basic	communication	model,	and	second	by	expanding	on	that	basic	scenario	to	include	multiple	messages	and	participants	in	the
social	communication	model.	Viewing	communication	as	a	THE	BASIC	COMMUNICATION	MODEL	process	helps	you	identify	steps	you	can	take	to	improve	your	By	viewing	communication	as	a	process	(see	Figure	1.5),	you	can	identify	and	improve	the	success	as	a	communicator.	skills	you	need	in	order	to	be	more	successful.	Many	variations	on	this
process	model	exist,	but	these	eight	steps	provide	a	practical	overview:	1.	The	sender	has	an	idea.	Whether	a	communication	effort	will	ultimately	be	effective	starts	right	here.	For	example,	if	you	have	a	clear	idea	about	a	procedure	change	that	will	save	your	company	time	and	money,	the	communication	process	is	off	to	a	strong	start.	On	the	other
hand,	if	all	you	want	to	do	is	complain	about	how	the	company	is	wasting	time	and	money	but	don’t	have	any	solutions,	you	probably	won’t	communi-	cate	anything	of	value	to	your	audience.	8.	Audience	provides	feedback	to	the	sender	1.	Sender	2.	Sender	3.	Sender	4.	Sender	5.	Audience	6.	Audience	7.	Audience	has	an	encodes	the	produces	the
transmits	receives	the	decodes	the	responds	to	idea	message	in	message	the	message	idea	in	a	through	message	message	message	a	medium	a	channel	Figure	1.5	A	Model	of	the	Communication	Process	These	eight	steps	illustrate	how	an	idea	travels	from	a	sender	to	a	receiver.	After	you	explore	the	process	in	more	detail	in	the	following	pages,
refer	to	Figure	1.7	on	page	15	for	advice	on	improving	your	skills	at	each	step.	This	diagram	offers	a	simplified	view	of	a	process	that	is	both	complex	and	subtle,	but	it	provides	a	good	foundation	on	which	to	build	your	understanding	of	communication.C	H	AP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	11	2.	The	sender
encodes	the	idea	as	a	message.	When	someone	puts	an	idea	into	a	The	medium	is	the	form	a	message	message—which	you	can	think	of	as	the	“container”	for	an	idea—he	or	she	is	encoding	takes	and	the	channel	is	the	system	it,	or	expressing	it	in	words	or	images.	Much	of	the	focus	of	this	course	is	on	developing	used	to	deliver	the	message.	the	skills
needed	to	successfully	encode	your	ideas	into	effective	messages.	3.	The	sender	produces	the	message	in	a	transmittable	medium.	With	the	appropri-	ate	message	to	express	an	idea,	the	sender	now	needs	a	communication	medium	to	present	that	message	to	the	intended	audience.	As	you’ll	read	in	Chapter	4,	media	for	transmitting	messages	can	be
divided	into	oral,	written,	visual,	and	electronic	forms.	4.	The	sender	transmits	the	message	through	a	channel.	Just	as	technology	continues	to	increase	the	number	of	media	options	at	your	disposal,	it	continues	to	provide	new	communication	channels	you	can	use	to	transmit	your	messages.	The	distinction	be-	tween	medium	and	channel	can	get	a	bit
murky,	but	think	of	the	medium	as	the	form	a	message	takes	and	the	channel	as	the	system	used	to	deliver	the	message.	The	channel	can	be	a	face-to-face	conversation,	the	Internet,	another	company—any	method	or	system	capable	of	delivering	messages.	5.	The	audience	receives	the	message.	If	the	channel	functions	properly,	the	message	reaches
its	intended	audience.	However,	mere	arrival	at	the	destination	is	no	guarantee	that	the	message	will	be	noticed	or	understood	correctly.	As	“How	Audiences	Receive	Messages”	(page	12)	explains,	many	messages	are	either	ignored	or	misinterpreted	as	noise.	6.	The	audience	decodes	the	message.	After	a	message	is	received,	the	receiver	needs	to
extract	the	idea	from	the	message,	a	step	known	as	decoding.	“How	Audiences	Decode	Messages”	(page	13)	takes	a	closer	look	at	this	complex	and	subtle	step	in	the	process.	7.	The	audience	responds	to	the	message.	By	crafting	messages	in	ways	that	show	the	benefits	of	responding,	senders	can	increase	the	chances	that	recipients	will	respond	in
positive	ways.	However,	as	“How	Audiences	Respond	to	Messages”	(page	14)	points	out,	whether	a	receiver	responds	as	the	sender	hopes	depends	on	the	receiver	(a)	remembering	the	message	long	enough	to	act	on	it,	(b)	being	able	to	act	on	it,	and	(c)	being	motivated	to	respond.	8.	The	audience	provides	feedback	to	sender.	In	addition	to
responding	(or	not	responding)	to	the	message,	audience	members	may	give	feedback	that	helps	the	sender	evaluate	the	effectiveness	of	the	communication	effort.	Feedback	can	be	ver-	bal	(using	written	or	spoken	words),	nonverbal	(using	gestures,	facial	expressions,	or	other	signals),	or	both.	Just	like	the	original	message,	however,	this	feedback
from	the	receiver	also	needs	to	be	decoded	carefully.	A	smile,	for	example,	can	have	many	meanings.	The	following	sections	take	a	closer	look	at	two	important	aspects	of	the	process:	environmental	barriers	that	can	block	or	distort	messages	along	the	way,	and	the	steps	audiences	take	to	receive,	decode,	and	respond	to	messages.	Barriers	in	the
Communication	Environment	A	number	of	barriers	can	block	or	distort	messages	before	they	reach	Within	any	communication	environment,	messages	can	be	disrupted	by	a	variety	of	the	intended	audience.	communication	barriers.	These	include	noise	and	distractions,	competing	messages,	filters,	and	channel	breakdowns:	●	Noise	and	distractions.
External	distractions	range	from	uncomfortable	meeting	rooms	to	crowded	computer	screens	with	instant	messages	and	reminders	popping	up	all	over	the	place.	Internal	distractions	are	thoughts	and	emotions	that	prevent	audiences	from	focusing	on	incoming	messages.	The	common	habit	of	multitasking,	attempting	more	than	one	task	at	a	time,	is
practically	guaranteed	to	create	commu-	nication	distractions.	Moreover,	research	suggests	that	“chronic	multitasking”	can	reduce	productivity	and	increase	errors.10	●	Competing	messages.	Having	your	audience’s	undivided	attention	is	a	rare	luxury.	In	most	cases,	you	must	compete	with	other	messages	that	are	trying	to	reach	your12	PART	1
Understanding	the	Foundations	of	Business	Communication	REAL-TIME	UPDATES	audience	at	the	same	time,	which	is	why	it	is	so	essential	Learn	More	by	Watching	This	Video	to	craft	messages	that	your	audience	will	care	about.	Are	you	damaging	yourself	with	noise?	●	Filters.	Messages	can	be	blocked	or	distorted	by	filters,	any	human	or
technological	interventions	between	the	Sound	expert	Julian	Treasure	highlights	the	serious	problems	sender	and	the	receiver.	Filtering	can	be	both	intentional	associated	with	noisy	environments	and	offers	insights	into	improving	(such	as	automatically	filing	incoming	messages	based	on	your	work	and	personal	lives	through	careful	attention	to
sound.	sender	or	content)	or	unintentional	(such	as	an	overly	ag-	Go	to	and	click	on	Learn	More.	gressive	spam	filter	that	deletes	legitimate	emails).	As	you	If	you	are	using	MyBcommLab,	you	can	access	Real-Time	Updates	read	earlier,	the	structure	and	culture	of	an	organization	within	each	chapter	or	under	Student	Study	Tools.	can	also	inhibit	the
flow	of	vital	messages.	And,	in	some	cases,	the	people	or	companies	you	rely	on	to	deliver	your	message	can	distort	it	or	filter	it	to	meet	their	own	needs.	●	Channel	breakdowns.	Sometimes	the	channel	simply	breaks	down	and	fails	to	deliver	your	message	at	all.	A	colleague	you	were	counting	on	to	deliver	a	message	to	your	boss	might	have	forgotten
to	do	so,	or	a	computer	server	might	have	crashed	and	prevented	your	blog	from	updating.	Minimizing	barriers	and	Everyone	in	an	organization	can	help	minimize	barriers	and	distractions.	In	any	situ-	distractions	in	the	communication	ation,	a	small	dose	of	common	sense	and	courtesy	goes	a	long	way.	Turn	off	that	mobile	environment	is	everyone’s
phone	before	you	step	into	a	meeting.	Don’t	talk	across	the	tops	of	other	people’s	cubicles.	responsibility.	Be	sensitive	to	personal	differences,	too.	For	instance,	some	people	enjoy	working	with	music	on,	but	music	is	a	huge	distraction	for	others,	so	use	headphones.11	Finally,	take	steps	to	insulate	yourself	from	distractions.	Don’t	let	messages
interrupt	you	every	minute	of	the	day.	Instead,	try	to	set	aside	time	to	attend	to	messages	all	at	once	so	that	you	can	focus	the	rest	of	the	time.	Inside	the	Mind	of	Your	Audience	After	a	message	works	its	way	through	the	communication	channel	and	reaches	the	in-	tended	audience,	it	encounters	a	whole	new	set	of	challenges.	Understanding	how
audi-	ences	receive,	decode,	and	respond	to	messages	will	help	you	create	more	effective	messages.	To	actually	receive	a	message,	How	Audiences	Receive	Messages	For	an	audience	member	to	receive	a	message,	three	events	audience	members	need	to	sense	need	to	occur:	The	receiver	has	to	sense	the	presence	of	a	message,	select	it	from	all	the
other	it,	select	it,	then	perceive	it	as	a	messages	clamoring	for	attention,	and	perceive	it	as	an	actual	message	(as	opposed	to	random,	message.	pointless	noise).12	You	can	appreciate	the	magnitude	of	this	challenge	by	driving	down	any	busy	street	in	a	commercial	section	of	town.	You’ll	encounter	liter-	ally	hundreds	of	messages—billboards,	posters,
store	window	displays,	car	stereos,	pedestrians	waving	or	talking	on	mobile	phones,	car	horns,	street	signs,	traffic	lights,	and	so	on.	However,	you	sense,	select,	and	perceive	only	a	small	fraction	of	these	messages.	Today’s	business	audiences	are	much	like	drivers	on	busy	streets.	They	are	inundated	with	so	many	messages	and	so	much	noise	that
they	can	miss	or	ignore	many	of	the	messages	intended	for	them.	Through	this	course,	you	will	learn	a	variety	of	techniques	to	craft	messages	that	get	noticed.	In	general,	follow	these	five	principles	to	increase	your	chances	of	success:	Message	overload	is	a	constant	challenge	in	contemporary	life;	your	messages	must	●	Consider	audience
expectations.	Deliver	compete	with	many	others	clamoring	for	the	audience’s	attention.	messages	using	the	media	and	channels	that	Source:	©	Extrastock	/SuperStock.	the	audience	expects.	If	colleagues	expect	meeting	notices	to	be	delivered	by	email,	don’t	suddenly	switch	gears	and	start	delivering	the	notices	via	blog	postings	without	telling



anyone.	Of	course,	sometimes	going	againstC	H	AP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	13	expectations	can	stimulate	audience	attention,	which	is	why	advertisers	sometimes	do	To	improve	the	odds	that	your	wacky	and	creative	things	to	get	your	attention.	However,	for	most	business	commu-	messages	will	be
successfully	nication	efforts,	following	the	expectations	of	your	audience	is	the	most	efficient	way	perceived	by	your	audience,	pay	to	get	your	message	across.	close	attention	to	expectations,	●	Ensure	ease	of	use.	Your	audience	will	have	a	tough	time	receiving	your	messages	if	ease	of	use,	familiarity,	empathy,	you	make	them	hard	to	find,	hard	to
access,	or	hard	to	read.	Poorly	designed	websites	and	technical	compatibility.	with	confusing	navigation	are	common	culprits	in	this	respect.	●	Emphasize	familiarity.	Use	words,	images,	and	designs	that	are	familiar	to	your	Decoding	is	a	complex	process;	audience.	For	example,	most	visitors	to	company	websites	expect	to	see	information	receivers
often	extract	different	about	the	company	on	a	page	called	“About”	or	“About	Us.”	meanings	from	messages	than	the	●	Practice	empathy.	Make	sure	your	messages	speak	to	the	audience	by	clearly	address-	meanings	senders	intended.	ing	their	wants	and	needs—not	yours.	People	are	inclined	to	notice	messages	that	relate	to	their	individual
concerns.13	Selective	perception	occurs	●	Design	for	compatibility.	For	the	many	messages	delivered	electronically	these	days,	when	people	ignore	or	distort	be	sure	to	verify	technological	compatibility	with	your	audience.	For	instance,	if	your	incoming	information	to	fit	their	website	requires	visitors	to	have	a	particular	video	capability	in	their
browsers,	you	preconceived	notions	of	reality.	won’t	reach	those	audience	members	who	don’t	have	that	software	installed.	How	Audiences	Decode	Messages	A	received	message	doesn’t	“mean”	anything	until	the	recipient	decodes	it	and	assigns	meaning	to	it,	and	there	is	no	guarantee	that	the	receiver	will	assign	the	same	meaning	that	the	sender
intended.	Even	well-crafted,	well-intentioned	communication	efforts	can	fail	at	this	stage,	because	assigning	meaning	through	decoding	is	a	highly	personal	process	that	is	influenced	by	culture,	individual	experience,	learning	and	thinking	styles,	hopes,	fears,	and	even	temporary	moods.	Moreover,	audiences	tend	to	extract	the	meaning	they	expect	to
get	from	a	message,	even	if	it’s	the	opposite	of	what	the	sender	intended.14	In	fact,	rather	than	“extract”	your	meaning,	it’s	more	accurate	to	say	that	your	audience	members	re-create	their	own	meaning—or	meanings—from	the	message.	Cultural	and	personal	beliefs	and	biases	influence	the	meaning	that	audiences	get	from	messages.	For	instance,
the	human	brain	organizes	incoming	sensations	into	a	mental	“map”	that	represents	the	person’s	individual	perception	of	reality.	If	an	incoming	detail	doesn’t	fit	into	that	perception,	a	message	recipient	may	simply	distort	the	information	to	make	it	fit	rather	than	rearrange	his	or	her	mental	map—a	phenomenon	known	as	selective	perception.15	For
example,	an	executive	who	has	staked	her	reputation	on	a	par-	ticular	business	strategy	might	distort	or	ignore	evidence	that	suggests	the	strategy	is	failing.	Differences	in	language	and	usage	also	influence	received	meaning.	If	you	ask	an	em-	ployee	to	send	you	a	report	on	sales	figures	“as	soon	as	possible,”	does	that	mean	within	10	seconds,	10
minutes,	or	10	days?	By	clarifying	expectations	and	resolving	potential	ambiguities	in	your	messages,	you	can	minimize	such	uncertainties.	In	general,	the	more	experiences	you	share	with	another	person,	the	more	likely	you	are	to	share	perception	and	thus	share	meaning	(see	Figure	1.6).	Little	shared	Average	amount	of	Large	amount	of	experience
shared	experience	shared	experience	Meanings	Meanings	Meanings	dissimilar	similar	very	similar	Misunderstanding	Average	degree	of	High	degree	of	understanding	understanding	Figure	1.6	How	Shared	Experience	Affects	Understanding	The	more	that	two	people	or	two	groups	of	people	share	experiences—personal,	professional,	and	cultural—
the	more	likely	it	is	that	receivers	will	extract	the	intended	meanings	that	senders	encode	into	the	messages.14	PART	1	Understanding	the	Foundations	of	Business	Communication	Audiences	will	likely	respond	to	Individual	thinking	styles	are	another	important	factor	in	message	decoding.	For	a	message	if	they	remember	it,	example,	someone	who
places	a	high	value	on	objective	analysis	and	clear	logic	might	if	they’re	able	to	respond,	and	interpret	a	message	differently	than	someone	who	values	emotion	or	intuition	(reaching	if	they’re	properly	motivated	to	conclusions	without	using	rational	processes).	respond.	How	Audiences	Respond	to	Messages	Your	message	has	been	delivered,	received,
and	By	explaining	how	audiences	will	correctly	decoded.	Now	what?	Will	audience	members	respond	in	the	way	you’d	like	them	benefit	by	responding	to	your	to?	Only	if	three	events	occur.	messages,	you’ll	increase	their	motivation	to	respond.	First,	the	recipient	has	to	remember	the	message	long	enough	to	act	on	it.	Simplifying	greatly,	memory
works	in	several	stages:	Sensory	memory	momentarily	captures	incom-	ing	data	from	the	senses;	then,	whatever	the	recipient	pays	attention	to	is	transferred	to	short-term	memory.	Information	in	short-term	memory	will	quickly	disappear	if	it	isn’t	transferred	to	long-term	memory,	which	can	be	done	either	actively	(such	as	when	a	person	memorizes
a	list	of	items)	or	passively	(such	as	when	a	new	piece	of	information	connects	with	something	else	the	recipient	already	has	stored	in	long-term	memory).	Finally,	the	information	needs	to	be	retrieved	when	the	recipient	wants	to	act	on	it.16	In	general,	people	find	it	easier	to	remember	and	retrieve	information	that	is	important	to	them	personally	or
professionally.	Consequently,	by	communicating	in	ways	that	are	sensitive	to	your	audience’s	wants	and	needs,	you	greatly	increase	the	chance	that	your	messages	will	be	remembered	and	retrieved.	Second,	the	recipient	has	to	be	able	to	respond	as	you	wish.	Obviously,	if	recipients	simply	cannot	do	what	you	want	them	to	do,	they	will	not	respond
according	to	your	plan.	By	understanding	your	audience	(you’ll	learn	more	about	audience	analysis	in	Chapter	4),	you	can	work	to	minimize	these	unsuccessful	outcomes.	Third,	the	recipient	has	to	be	motivated	to	respond.	You’ll	encounter	many	situations	in	which	your	audience	has	the	option	of	responding	but	isn’t	required	to.	For	instance,	a
record	company	may	or	may	not	offer	your	band	a	contract,	or	your	boss	may	or	may	not	respond	to	your	request	for	a	raise.	Throughout	this	course,	you’ll	learn	techniques	for	crafting	messages	that	can	help	motivate	readers	to	respond.	Now	that	you	have	some	additional	insights	into	what	makes	communication	succeed,	take	another	look	at	the
communication	process	model.	Figure	1.7	identifies	the	key	chal-	lenges	in	the	process	and	summarizes	the	steps	you	can	take	along	the	way	to	become	a	more	effective	communicator.	The	social	communication	model	THE	SOCIAL	COMMUNICATION	MODEL	is	interactive,	conversational,	and	usually	open	to	all	who	wish	to	The	basic	model
presented	in	Figure	1.5	shows	how	a	single	idea	moves	from	one	sender	to	participate.	one	receiver.	In	a	larger	sense,	it	also	helps	represent	the	traditional	nature	of	much	busi-	ness	communication,	which	was	primarily	defined	by	a	publishing	or	broadcasting	mindset.	The	conversational	and	interactive	Externally,	companies	issued	carefully
scripted	messages	to	a	mass	audience	that	often	had	social	communication	model	few	options	for	responding	to	those	messages	or	initiating	messages	of	their	own.	Custom-	is	revolutionizing	business	ers	and	other	interested	parties	had	few	ways	to	connect	with	one	another	to	ask	questions,	communication.	share	information,	or	offer	support.
Internally,	communication	tended	to	follow	the	same	“we	talk,	you	listen”	model,	with	upper	managers	issuing	directives	to	lower-level	supervi-	sors	and	employees.	However,	a	variety	of	technologies	have	enabled	and	inspired	a	new	approach	to	business	communication.	In	contrast	to	the	publishing	mindset,	this	new	social	commu-	nication	model	is
interactive	and	conversational.	Customers	and	other	groups	are	now	empowered	through	social	media,	electronic	media	that	transform	passive	audiences	into	active	participants	in	the	communication	process	by	allowing	them	to	share	content,	revise	content,	respond	to	content,	or	contribute	new	content.	Just	as	Web	2.0	signifies	this	second
generation	of	World	Wide	Web	technologies	(social	networks,	blogs,	and	other	tools	that	you’ll	read	about	in	Chapter	7),	Business	Communication	2.0	is	a	convenient	label	for	this	new	approach	to	business	communication.	On	the	surface,	this	approach	might	look	like	it’s	just	added	some	new	media	tools.	However,	as	Figure	1.8	on	page	16	shows,	the
changes	are	much	deeper	and	more	profound.	In	a	typical	1.0	approach,	messages	are	scripted	by	designated	communicators,	approvedC	H	AP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	15	8.	Audience	provides	feedback	to	the	sender	Potential	Problems	•	No	means	of	providing	feedback	•	Feedback	ignored	•
Misinterpretation	of	nonverbal	signals	Solutions	•	Enable	and	encourage	feedback.	•	Listen	to	and	learn	from	feedback.	•	Learn	to	interpret	nonverbal	signals.	Process	2.	Sender	3.	Sender	4.	Sender	5.	Audience	6.	Audience	7.	Audience	encodes	the	produces	the	transmits	receives	the	decodes	the	responds	to	1.	Sender	message	in	message	the
message	has	an	idea	in	a	through	message	message	idea	message	a	medium	a	channel	Potential	Problems	•	Inappropriate	•	Noise	and	•	Message	•	Meaning	•	No	response	medium	distractions	missed	misinterpreted	•	Wrong	response	•	Unclear	ideas	•	Unclear	writing	•	Message	•	Uncertain	goals	•	Inefficient	•	Distracting	•	Competing	•	Message
design	messages	ignored	forgotten	writing	•	Unfocused	•	Filters	•	Channel	writing	breakdowns	Solutions	•	Outline	•	Choose	•	Reduce	noise	•	Focus	on	•	Understand	•	Emphasize	carefully.	medium	and	distractions.	audience	needs.	audience	beliefs	benefits	of	•	Clarify	purpose	carefully.	and	biases.	responding.	before	•	Improve	•	Eliminate	filters.	•
Meet	audience	beginning.	writing	skills.	•	Change	expectations.	•	Use	compatible	•	Clarify	desired	language	and	response,	restrictive	•	Make	messages	images.	making	it	easy	policies	and	easy	to	find.	to	respond.	corporate	•	Maintain	good	cultures.	etiquette.	•	Monitor	for	breakdowns.	Figure	1.7	Becoming	an	Effective	Business	Communicator	The
communication	process	presents	many	opportunities	for	messages	to	get	lost,	distorted,	or	misinterpreted	as	they	travel	from	sender	to	receiver.	Fortunately,	you	can	take	action	at	every	step	in	the	process	to	increase	your	chances	of	success.	by	someone	in	authority,	distributed	through	selected	channels,	and	delivered	without	The	“Business
Communication	2.0”	modification	to	a	passive	audience	that	is	not	invited	or	even	expected	to	respond.	In	the	approach	can	increase	the	speed	2.0	approach,	the	rules	change	dramatically.	Customers	and	other	stakeholders	participate	of	communication,	lower	costs,	in,	influence,	and	often	take	control	of	conversations	in	the	marketplace.	They	rely
on	each	improve	access	to	expertise,	and	other	for	information	about	products,	offer	technical	support,	and	even	participate	in	group	boost	employee	satisfaction.	buying	using	social	tools.17	For	both	internal	and	external	communication,	Web	2.0	tools	can	increase	the	speed	of	communication,	lower	communication	costs,	improve	access	to	pockets	of
expertise,	and	boost	employee	satisfaction.18	Of	course,	no	company,	no	matter	how	enthusiastically	it	embraces	the	2.0	mindset,	is	going	to	be	run	as	a	social	club	in	which	everyone	has	a	say	and	a	vote.	Instead,	a	hybrid	approach	is	emerging	in	which	some	communications	follow	the	traditional	approach	and	others	follow	the	2.0	approach.19	If
you’re	an	active	user	of	Web	2.0	technologies,	you’ll	fit	right	in	with	this	new	com-	munication	environment—and	possibly	even	have	a	head	start	on	more	experienced	pro-	fessionals	who	are	still	adapting	to	the	new	tools	and	techniques.	For	the	latest	information	on	communicating	in	a	Web	2.0	environment,	visit	and	select	Chapter	1.16	PART	1
Understanding	the	Foundations	of	Business	Communication	Business	Communication	1.0	Business	Communication	2.0	Tendencies	Tendencies	Publication	Conversation	Lecture	Discussion	Intrusion	Permission	Unidirectional	Bidirectional,	multidirectional	One	to	many	One	to	one,	many	to	many	Influence	Control	High	message	frequency	Low	message
frequency	Many	channels	Information	sharing	Few	channels	Dynamic	Information	hoarding	Egalitarian	Amorphous	Static	Collaboration	Hierarchical	Reactive	Structured	Responsive	Isolation	Planned	Isolated	Figure	1.8	Business	Communication:	1.0	versus	2.0	Business	Communication	2.0	differs	from	conventional	communication	strategies	and
practices	in	a	number	of	significant	ways.	4	LEARNING	OBJECTIVE	Using	Technology	to	Improve	List	four	general	guidelines	for	Business	Communication	using	communication	technology	effectively.	Today’s	businesses	rely	heavily	on	technology	to	enhance	communication.	In	fact,	many	of	the	technologies	you	might	use	in	your	personal	life,	from
microblogs	to	video	games	to	virtual	worlds,	are	also	used	in	business.	You	will	find	technology	discussed	extensively	throughout	this	book,	with	specific	advice	on	using	both	common	and	emerging	tools.	The	four-page	photo	essay	“Powerful	Tools	for	Communicating	Efficiently”	(see	pages	18–21)	provides	an	overview	of	the	technologies	that	connect
people	in	offices,	factories,	and	other	business	settings.	Anyone	who	has	used	a	computer,	a	smartphone,	or	other	advanced	gadget	knows	that	the	benefits	of	technology	are	not	automatic.	Poorly	designed	or	inappropriately	used	tech-	nology	can	hinder	communication	more	than	help.	To	communicate	effectively,	learn		to	keep	technology	in
perspective,	guard	against	information	overload	and	information	addic-	tion,	use	technological	tools	productively,	and	disengage	from	the	computer	frequently	to	communicate	in	person.	REAL-TIME	UPDATES	KEEPING	TECHNOLOGY	IN	PERSPECTIVE	Learn	More	by	Reading	This	PDF	Perhaps	the	single	most	important	point	to	remember	about
Steps	you	can	take	to	help	reduce	technology	is	that	it	is	simply	a	tool,	a	means	by	which	you	information	overload	can	accomplish	certain	tasks.	Technology	is	an	aid	to	inter-	personal	communication,	not	a	replacement	for	it.	Technol-	Everyone	needs	to	play	a	part	in	reducing	the	burden	of	too	much	ogy	can’t	think	for	you	or	communicate	for	you,
and	if	you	data	and	information	in	the	work	environment;	this	document	has	lack	some	essential	skills,	technology	can’t	fill	in	the	gaps.	plenty	of	helpful	tips.	Go	to	and	click	on	Learn	More.	If	you	are	using	MyBcommLab,	you	can	access	While	this	advice	might	sound	obvious,	it	is	easy	to	get	Real-Time	Updates	within	each	chapter	or	under	Student
Study	Tools.	caught	up	in	the	“gee	whiz”	factor,	particularly	with	new	technologies.	No	matter	how	exotic	or	entertaining	it	may	be,	technology	has	business	value	only	if	it	helps	deliver	the	right	information	to	the	right	people	at	the	right	time.C	HAP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	17	GUARDING	AGAINST
INFORMATION	REAL-TIME	UPDATES	OVERLOAD	Learn	More	by	Reading	This	Article	The	overuse	or	misuse	of	communication	technology	Will	your	social	media	habits	kill	your	can	lead	to	information	overload,	in	which	people	re-	career?	ceive	more	information	than	they	can	effectively	process.	Follow	these	tips	to	make	sure	your	social	media
habits	don’t	keep	Information	overload	makes	it	difficult	to	discriminate	you	from	getting	a	job	or	derail	your	career	after	it	has	begun.	Go	between	useful	and	useless	information,	lowers	pro-	to	and	click	on	Learn	More.	ductivity,	and	amplifies	employee	stress	both	on	the	If	you	are	using	MyBcommLab,	you	can	access	Real-Time	Updates	job	and	at
home—even	to	the	point	of	causing	health	and	within	each	chapter	or	under	Student	Study	Tools.	relationship	problems.20	As	a	recipient,	you	often	have	some	level	of	control	over	the	number	and	types	of	messages	you	choose	to	receive.	Use	the	filtering	features	of	your	communication	systems	to	isolate	high-priority	messages	that	Information
overload	results	when	deserve	your	attention.	Also,	be	wary	of	subscribing	to	too	many	blog	feeds,	Twitter	follows,	people	receive	more	information	Facebook	updates,	and	other	sources	of	recurring	messages.	Focus	on	the	information	you	than	they	can	effectively	process.	truly	need	to	do	your	job.	As	a	sender,	you	can	help	reduce	information
overload	by	making	sure	you	don’t	send	unnecessary	messages.	In	addition,	when	you	send	messages	that	aren’t	crucial,	let	people	know	so	they	can	prioritize.	Even	though	most	communication	systems	let	you	mark	messages	as	urgent,	use	this	feature	only	when	it	is	truly	needed.	Overusing	it	leads	to	annoyance	and	anxiety,	not	action.	USING
TECHNOLOGICAL	TOOLS	PRODUCTIVELY	Communicating	in	today’s	business	environment	requires	Facebook,	Twitter,	YouTube,	IM,	and	other	technologies	are	key	parts	of	what	has	been	at	least	a	basic	level	of	technical	called	the	“information	technology	paradox,”	in	which	information	tools	can	waste	as	competence.	much	time	as	they	save.
Concerns	over	inappropriate	use	of	social	networking	sites,	for	example,	have	led	many	companies	to	ban	employees	from	accessing	them	during	work	hours.21	Inappropriate	web	use	not	only	distracts	employees	from	work	responsibilities	but	can	leave	employers	open	to	lawsuits	for	sexual	harassment	if	inappropriate	images	are	displayed	in	or
transmitted	around	the	company.22	Social	media	have	created	another	set	of	managerial	challenges,	given	the	risk	that	employee	blogs	or	social	networking	pages	can	expose	confidential	information	or	damage	a	firm’s	reputation	in	the	marketplace.	With	all	these	technologies,	the	best	solution	lies	in	developing	clear	policies	that	are	enforced
evenly	for	all	employees.23	In	addition	to	using	your	tools	appropriately,	knowing	how	to	use	them	efficiently	can	make	a	big	difference	in	your	productivity.	You	don’t	have	to	become	an	expert	in	most	cases,	but	you	need	to	be	familiar	with	the	basic	features	and	functions	of	the	tools	you	are	expected	to	use	on	the	job.	As	a	manager,	you	also	need	to
ensure	that	your	employees	have	sufficient	training	to	productively	use	the	tools	you	expect	them	to	use.	RECONNECTING	WITH	PEOPLE	Remember	to	step	out	from	behind	your	computer	occasionally	and	Let’s	say	you	IM	a	colleague	asking	how	she	did	with	her	sales	presentation	to	an	impor-	connect	in	person.	tant	client,	and	her	answer	comes
back	simply	as	“Fine.”	What	does	fine	mean?	Is	an	order	Source:	©	Radius	Images/Alamy.	expected	soon?	Or	did	she	lose	the	sale	and	doesn’t	want	to	talk	about	it?	If	you	visit	with	her	in	person,	or	at	least	talk	over	the	phone,	she	might	provide	additional	information,	or	you	might	be	able	to	offer	advice	or	support	during	a	difficult	time.	Even
enthusiastic	users	know	that	technology	has	limits.	Jill	Smart,	an	executive	with	the	consulting	firm	Accenture,	often	takes	advantage	of	the	company’s	advanced	telepres-	ence	videoconferencing	systems	(discussed	in	Chapter	2)	but	still	travels	frequently	to	meet	with	clients—particularly	clients	in	other	countries	and	cultures.	She	says,	“You	get
things	from	being	there,	over	breakfast	and	dinner,	building	relationships	face	to	face.”24Powerful	Tools	for	Communicating	Effectively	The	tools	of	business	communication	evolve	with	every	new	generation	of	digital	technol-	Electronic	Presentations	ogy.	Selecting	the	right	tool	for	each	situation	can	enhance	your	business	communication	in	many
ways.	In	today’s	flexible	office	settings,	communication	technology	helps	people	keep	in	touch	and	stay	productive.	When	coworkers	in	different	cities	or	countries	need	to	collaborate,	they	can	meet	and	share	ideas	without	costly	travel.	Companies	use	commu-	nication	technology	to	keep	track	of	parts,	orders,	and	shipments—and	to	keep	custom-	ers
well-informed.	Those	same	customers	can	also	communicate	with	companies	in	many	ways	at	any	time	of	the	day	or	night.	For	a	closer	look	at	the	latest	business	uses	of	social	media	tools	in	particular,	see	pages	188-195	in	Chapter	7.	Wireless	Networks	Source:	Belkin	International,	Inc.	REDEFINING	THE	OFFICE	Source:	Photodisc/Getty	Images.
Many	business	professionals	today	have	Technology	makes	it	easier	for	Electronic	presentations,	both	only	part-time	offices	or	no	offices	at	all,	business	professionals	to	stay	on-site	and	online,	are	a	mainstay	relying	on	wireless	networks	to	stay	connected	with	customers	and	of	business	communication.	connected	with	colleagues	and	colleagues,
wherever	their	work	customers.	takes	them.	Electronic	Virtual	Meeting	Spaces	presentations,	shared	workspaces,	Shared	Workspaces	and	virtual	meeting	spaces	can	Source:	Cranaial	Tap,	Inc.	bring	professionals	together	at	the	same	time	or	give	them	access	to	A	number	of	companies	(such	as	vital	resources	on	their	own	Cranial	Tap,	whose	virtual
schedules.	Wireless	networks	and	headquarters	is	shown	here)	now	mobile-phone	data	services	let	hold	meetings,	host	conferences,	and	workers	“cut	the	wire”	from	the	demonstrate	products	and	services	in	home	office	and	move	around	as	virtual	worlds	such	as	Second	Life.	they	need	to.	Source:	©	2002	Ethan	Hill.	Source:	EMC	Documentum.
Unified	Communications	Online	workspaces	such	as	Many	workers	can	now	access	their	Documentum	eRoom	and	Share	voice	and	electronic	communication	Point	Workspace	make	it	easy	for	(including	email	and	instant	far-flung	team	members	to	access	messaging)	through	a	single	portal.	shared	files	anywhere	at	any	Follow-me	phone	service
time.The	workspace	can	control	automatically	forwards	incoming	which	team	members	can	read,	edit,	calls.	Text-to-speech	features	using	and	save	specific	files.	voice	synthesis	can	convert	email	and	IM	to	voice	messages.	18Wikis	Web-Based	Meetings	Source:	Reprint	Courtesy	of	International	Business	COLLABORATING	Source:	InstantPresenter.
Machines	Corporation,	©	2011	International	Business	Machines	Corporation.	Working	in	teams	is	essential	in	Web-based	meetings	allow	team	almost	every	business.	Teamwork	members	from	all	over	the	world	to	Wikis	promote	collaboration	by	simplifying	can	become	complicated,	collaborate	online.	Various	systems	the	process	of	creating	and
editing	online	however,	when	team	members	support	instant	messaging,	video,	content.	Anyone	with	access	(some	wikis	are	work	in	different	parts	of	the	real-time	editing	tools,	and	more.	private;	some	are	public)	can	add	and	modify	company,	in	different	time	zones,	pages	as	new	information	becomes	available.	or	even	for	different	companies.
Technology	helps	bridge	the	Social	Networking	distance	by	making	it	possible	to	brainstorm,	attend	virtual	meet-	ings,	share	files,	meet	new	business	partners,	and	collaborate	with	experts	outside	the	company	from	widely	separated	locations.	Videoconferencing	and	Telepresence	Crowdsourcing	and	Collaboration	Platforms	Source:	©	2010	Biznik,
Inc.--Biznik	is	an	Source:	©	2002	Ethan	Hill.	online	community	of	independent	business	people	interested	in	helping	each	other	Videoconferencing	provides	many	of	succeed.	Blending	the	best	of	social	media	the	benefits	of	in-person	meetings	at	with	in-person	events	Biznik	encourages	a	fraction	of	the	cost.	Advanced	collaboration,	inspiration,
education	and	systems	feature	telepresence,	in	ultimately...	professional	relationships	which	the	video	images	are	life-sized	that	produce	more	business.	and	extremely	realistic.	(	).	Source:	Used	with	permission	of	Businesses	use	a	variety	of	social	Innocentive.	networks	as	specialized	networks	to	engage	customers,	find	new	employees,
Crowdsourcing,	inviting	input	from	attract	investors,	and	share	ideas	and	groups	of	people	inside	or	outside	the	challenges	with	peers.	organization,	can	give	companies	access	to	a	much	wider	range	of	ideas,	solutions	to	problems,	and	insights	into	market	trends.	19RSS	Newsfeeds	Social	Tagging	and	and	Aggregators	Bookmarking	Aggregators,
sometimes	called	SHARING	INFORMATION	Source:	del.icio.us/Ross_Pennick.	newsreaders,	automatically	collect	information	about	new	blogposts,	Companies	use	a	variety	of	Audiences	become	part	of	the	podcasts,	and	other	content	via	communication	technologies	to	communication	channel	when	Really	Simple	Syndication	(RSS)	create	products
and	services,	they	find	and	recommend	online	newsfeeds,	giving	audiences	more	deliver	them	to	customers,	and	content	through	tagging	and	control	over	the	content	they	support	users	with	vital	informa-	bookmarking	sites	such	as	receive.	tion.	The	ability	to	easily	access	Delicious	and	Digg.	and	share	the	latest	information	Community	Q&A
improves	the	flow	and	timing	of	Interactive	Data	supplies,	lowers	operating	costs,	Visualization	Source:	Autodesk,	Inc.	improves	customer	satisfaction,	and	boosts	financial	performance.	Source:	Used	with	permission	of	TouchGraph.	Many	companies	now	rely	heavily	Easy	information	access	also	on	communities	of	customers	to	helps	companies
respond	to	A	stunning	array	of	new	tools	helps	help	each	other	with	product	customer	needs	by	providing	business	professionals	analyze,	questions	and	other	routine	them	accurate	information	and	display,	and	share	vast	quantities	of	matters.	timely	product	deliveries.	data	and	nonnumeric	information.	20	Supply	Chain	Management	Software
Manufacturers,	distributors,	and	retailers	now	automatically	share	information	that	used	to	require	labor-intensive	manual	reporting.	Improved	information	flow	increases	report	accuracy	and	helps	each	company	in	the	supply	chain	manage	inventory.	Source:	©	Peter	Christopher/Masterfile.Online	Customer	Support	User-Generated	Content	Source:
CustomerReach.	INTERACTING	WITH	Source:	Used	with	permission	Segway,	Inc.	CUSTOMERS	For	online	shoppers	who	need	User-generated	content	sites	let	instant	help,	many	retail	websites	Maintaining	an	open	dialogue	is	businesses	host	photos,	videos,	make	it	easy	to	connect	with	a	live	essential	to	finding,	engaging,	and	software	programs,
technical	sales	rep	via	phone	or	instant	supporting	customers.	Today’s	solutions,	and	other	valuable	messaging.	Alternatively,	software	communication	technologies,	content	for	their	customer	tools	known	as	virtual	agents	or	particularly	the	ever-evolving	field	communities.	bots	can	answer	simple	questions	of	social	media,	make	it	easier	for	and
respond	to	requests	for	customers	to	interact	with	a	Blogs	electronic	documents.	company	whenever,	wherever,	and	however	they	wish.	Companies	Podcast	that	take	the	lead	in	fostering	a	conversation	with	their	markets	have	a	big	advantage	over	companies	that	don’t.	Source:	Marcio	Jose	Sanchez/AP	Wide	World	Photos.	Source:	Christine	Winter,
Xerox.	With	the	portability	and	convenience	of	Blogs	let	companies	connect	with	downloadable	audio	and	video	customers	and	other	audiences	in	a	recordings,	podcasts	have	quickly	fast	and	informal	way.	Commenting	become	a	popular	means	of	delivering	features	let	readers	participate	in	the	everything	from	college	lectures	to	conversation,	too.
marketing	messages.	Podcasts	are	also	used	for	internal	communication,	21	replacing	conference	calls,	newsletters,	and	other	media.	Microblogs	Microblogging	services	(of	which	Twitter	is	by	far	the	best	known)	are	a	great	way	to	share	ideas,	solicit	feedback,	monitor	market	trends,	and	announce	special	deals	and	events.	Source:	Courtesy	of
Patagonia,	Inc.22	PART	1	Understanding	the	Foundations	of	Business	Communication	5	LEARNING	OBJECTIVE	Committing	to	Ethical	and	Legal	Communication	Define	ethics,	explain	the	difference	Ethics	are	the	accepted	principles	of	conduct	that	govern	behavior	within	a	society.	Ethical	between	an	ethical	dilemma	and	an	behavior	is	a
companywide	concern,	but	because	communication	efforts	are	the	public	face	ethical	lapse,	and	list	six	guidelines	of	a	company,	they	are	subjected	to	particularly	rigorous	scrutiny	from	regulators,	legisla-	for	making	ethical	communication	tors,	investors,	consumer	groups,	environmental	groups,	labor	organizations,	and	anyone	choices.	else	affected
by	business	activities.	Ethical	communication	includes	all	relevant	informa-	Any	time	you	try	to	mislead	your	tion,	is	true	in	every	sense,	and	is	not	deceptive	in	any	way.	In	contrast,	unethical	com-	audience,	the	result	is	unethical	munication	can	distort	the	truth	or	manipulate	audiences	in	a	variety	of	ways.	Examples	of	communication.	unethical
communication	include:25	Transparency	gives	audience	●	Plagiarism.	Plagiarism	is	presenting	someone	else’s	words	or	other	creative	products	members	access	to	all	the	as	your	own.	Note	that	plagiarism	can	be	illegal	if	it	violates	a	copyright,	which	is	a	information	they	need	in	order	form	of	legal	protection	for	the	expression	of	creative	ideas.26	to
process	messages	accurately.	●	Omitting	essential	information.	Information	is	essential	if	your	audience	needs	it	to	The	controversial	practice	of	make	an	intelligent,	objective	decision.	stealth	marketing	involves	marketing	to	people	without	their	●	Selective	misquoting.	Distorting	or	hiding	the	true	intent	of	someone	else’s	words	is	knowledge.
unethical.	An	ethical	dilemma	is	having	to	●	Misrepresenting	numbers.	Statistics	and	other	data	can	be	unethically	manipulated	by	in-	choose	between	alternatives	that	creasing	or	decreasing	numbers,	exaggerating,	altering	statistics,	or	omitting	numeric	data.	may	all	be	ethical	and	valid.	●	Distorting	visuals.	Images	can	be	manipulated	in	unethical
ways,	such	as	making	a	product	seem	bigger	than	it	really	is	or	changing	the	scale	of	graphs	and	charts	to	exaggerate	or	conceal	differences.	●	Failing	to	respect	privacy	or	information	security	needs.	Failing	to	respect	the	privacy	of	others	or	failing	to	adequately	protect	information	entrusted	to	your	care	can	also	be	considered	unethical	(and	is
sometimes	illegal).	The	widespread	adoption	of	social	media	has	increased	the	attention	given	to	the	issue	of	transparency,	which	in	this	context	refers	to	a	sense	of	openness,	of	giving	all	participants	in	a	conversation	access	to	the	information	they	need	to	accurately	process	the	messages	they	are	receiving.	A	key	aspect	of	transparency	is	knowing
who	is	behind	the	messages	one	receives.	Consider	the	promotional	event	that	Netflix	staged	in	Toronto	to	announce	the	launch	of	its	streaming	video	service	in	Canada.	The	outdoor	news	conference	seemed	to	attract	dozens	of	curious	people	who	were	excited	about	the	availability	of	Netflix.	However,	many	of	these	people	who	“spontaneously”
showed	up	were	actually	paid	actors	with	instructions	to	“look	really	excited,	particularly	if	asked	by	media	to	do	any	interviews	about	the	prospect	of	Netflix	in	Canada.”	The	company	apologized	when	the	stunt	was	exposed.27	A	major	issue	in	business	communication	transparency	is	stealth	marketing,	which	involves	attempting	to	promote	products
and	services	to	customers	who	don’t	know	they’re	being	marketed	to.	A	common	stealth	marketing	technique	is	rewarding	someone	to	promote	products	to	his	or	her	friends	without	telling	them	it’s	a	form	of	advertising.	Critics—including	the	U.S.	Federal	Trade	Commission	(FTC)	and	the	Word	of	Mouth	Marketing	Association—	assert	that	such
techniques	are	deceptive	because	they	don’t	give	their	targets	the	opportunity	to	raise	their	instinctive	defenses	against	the	persuasive	powers	of	marketing	messages.28	Aside	from	ethical	concerns,	trying	to	fool	the	public	is	simply	bad	for	business.	As	LaSalle	University	communication	professor	Michael	Smith	puts	it,	“The	public	backlash	can	be
long,	deep,	and	damaging	to	a	company’s	reputation.”29	DISTINGUISHING	ETHICAL	DILEMMAS	FROM	ETHICAL	LAPSES	Some	ethical	questions	are	easy	to	recognize	and	resolve,	but	others	are	not.	Deciding	what	is	ethical	can	be	a	considerable	challenge	in	complex	business	situations.	An	ethical	dilemma	involves	choosing	among	alternatives
that	aren’t	clear	cut.	Perhaps	two	conflicting	alternatives	are	both	ethical	and	valid,	or	perhaps	the	alternatives	lie	somewhere	in	the	gray	area	between	clearly	right	and	clearly	wrong.	Every	company	has	responsibilities	to	multiple	groups	of	people	inside	and	outside	the	firm,	and	those	various	groups	often	have	competing	interests.	For	instance,
employees	generally	want	higher	wages	and	more	benefits,	but	investors	who	have	risked	their	money	in	the	company	want	management	to	keep	costs	low	so	that	profits	are	strong	enough	to	drive	up	the	stock	price.	Both	sides	have	a	valid	ethical	position.C	H	AP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	23	In	contrast,
an	ethical	lapse	is	a	clearly	unethical	choice.	For	example,	homebuyers	An	ethical	lapse	is	making	a	choice	in	an	Orlando,	Florida,	housing	development	were	sold	houses	without	being	told	that	that	you	know	to	be	unethical.	the	area	was	once	a	U.S.	Army	firing	range	and	that	live	bombs	and	ammunition	were	still	buried	in	multiple	locations	around
the	neighborhood.30	By	depriving	buyers	of	vital	Responsible	employers	establish	information,	the	seller	engaged	in	unethical	communication.	clear	ethical	guidelines	for	their	employees	to	follow.	With	both	internal	and	external	communication	efforts,	the	pressure	to	produce	results	or	justify	decisions	can	make	unethical	communication	a	tempting
choice.	(Compare	the	messages	in	Figures	1.9	and	1.10.)	ENSURING	ETHICAL	COMMUNICATION	Ensuring	ethical	business	communication	requires	three	elements:	ethical	individuals,	ethical	company	leadership,	and	the	appropriate	policies	and	structures	to	support	employees’	efforts	to	make	ethical	choices.31	Moreover,	these	three	elements
need	to	work	in	harmony.	If	employees	see	company	executives	making	unethical	decisions	and	flouting	company	guidelines,	they	might	conclude	that	the	guidelines	are	meaningless	and	emulate	their	bosses’	unethical	behavior.	Employers	have	a	responsibility	to	establish	clear	guidelines	for	ethical	behavior,	including	ethical	business
communication.	Many	companies	establish	an	explicit	ethics	policy	by	using	a	written	code	of	ethics	to	help	employees	determine	what	is	acceptable.	For	example,	Gap	Inc.	(the	owner	of	the	Gap,	Banana	Republic,	and	Old	Navy	retail	chains),	publishes	a	detailed	Code	of	Business	Conduct	for	its	employees,	addressing	such	areas	as	conflicts	of
interest,	product	integrity,	health	and	safety,	protection	of	company	assets	and	information,	and	political	activities	by	employees.32	A	code	is	often	part	of	a	larger	program	of	employee	training	and	communication	channels	that	allow	employees	to	ask	questions	and	report	instances	of	questionable	ethics.	To	ensure	ongoing	compliance	with	their
code	of	ethics,	many	companies	also	conduct	ethics	audits	to	monitor	ethical	progress	and	to	point	out	any	weaknesses	that	need	to	be	addressed.	In	addition	to	being	SunStar	Sports	The	phrase	“as	we	misleading,	using	predicted”	suggests	“confirmation”	in	the	Confidential	Memorandum	that	O’Leary	and	subject	line	slants	readers’	Caruthers	had
their	perceptions	before	they	TO:	Executive	Committee	minds	made	up	before	have	a	chance	to	read	the	FROM:	Darcy	O’Leary	&	Bob	Caruthers,	Product	Management	the	research	even	research	results	and	DATE:	October	24,	2012	started	and	indicates	decide	for	themselves.	SUBJECT:	Pegasus	market	confirmation	that	their	analysis	may	be	biased
in	favor	of	This	paragraph	mixes	the	We’re	pleased	to	announce	that	the	numbers	are	in,	and	as	we	predicted	that	premature	outside	researcher’s	before	the	research	began,	consumers	show	strong	support	for	the	Pegasus	conclusion.	opinions	and	conclusions	product	concept.The	results	validate	the	several	months	we’ve	invested	in	with	O’Leary
and	product	design	and	should	give	a	green	light	to	fund	the	completion	of	the	The	statement	that	Caruthers’s	own	opinions.	project.	“a	two-thirds	majority”	expressed	interest	in	The	analysis	pulls	We’re	particularly	pleased	with	the	results	in	this	case,	since	the	research	the	product	concept	is	selectively	from	was	directed	by	Sadie	McMahon	at
Bowerman	Research.	She	has	conducted	not	true	(see	Figure	1.10).	McMahon’s	summary,	hundreds	of	research	projects	and	is	known	for	her	keen	insights	into	the	leaving	out	information	consumer	market.	Only	a	third	of	the	consumers	surveyed	expressed	little	The	closing	line	that	doesn’t	support	the	or	no	interest	in	Pegasus,	and	Ms.	McMahon
said	that	doesn’t	worry	her	at	all	assumes	the	writers	writers’	own	conclusion	since	few	products	ever	appeal	to	the	entire	market.With	a	two-thirds	majority	have	the	committee’s	(compare	to	Figure	1.10).	in	our	favor,	this	looks	to	be	a	winner	before	we	even	bring	it	to	market.	support,	which	may	not	be	true.	The	writers	bias	the	Given	the
momentum	we’ve	already	built	up,	coupled	with	this	powerful	conversation	again	by	endorsement	of	the	concept,	we’re	confident	the	executive	committee	will	implying	that	the	executive	reach	the	same	strategic	conclusion	that	we	have	and	continue	funding	committee	would	be	the	project.	making	a	mistake	if	it	disagreed	with	them.	Thank	you	for
your	support.	Figure	1.9	Unethical	Communication	The	writers	of	this	memo	clearly	want	the	company	to	continue	funding	their	pet	project,	even	though	the	marketing	research	doesn’t	support	such	a	decision.	By	comparing	this	memo	with	the	version	shown	in	Figure	1.10,	you	can	see	how	the	writers	twisted	the	truth	and	omitted	evidence	in	order
to	put	a	positive	“spin”	on	the	research.24	PART	1	Understanding	the	Foundations	of	Business	Communication	The	neutral	subject	line	SunStar	Sports	The	opening	doesn’t	try	to	“sell”	the	emphasizes	the	skills	conclusion	before	readers	Confidential	Memorandum	of	the	researcher	have	the	opportunity	to	without	biasing	the	review	the	evidence	TO:
Executive	Committee	readers	regarding	her	for	themselves.	FROM:	Darcy	O’Leary	&	Bob	Caruthers,	Product	Management	conclusions.	DATE:	October	24,	2012	The	writers	offer	full	SUBJECT:	Market	research	summary	for	Pegasus	project	The	writers	explain	disclosure	of	all	the	that	more	in-depth	background	information	The	market	research	for
the	Pegasus	Project	concluded	last	week	with	phone	information	will	be	related	to	the	research	interviews	of	236	sporting	goods	buyers	in	18	states.As	in	the	past,	we	used	available	soon	but	project.	Bowerman	Research	to	conduct	the	interviews,	under	the	guidance	of	emphasize	the	Bowerman’s	survey	supervisor,	Sadie	McMahon.	Ms.	McMahon
has	directed	importance	of	By	providing	the	complete	surveys	on	more	than	200	consumer	products,	and	we’ve	learned	to	place	reviewing	this	text	of	the	researcher’s	a	great	deal	of	confidence	in	her	market	insights.	summary	right	now.	summary,	the	memo	allows	readers	to	reach	their	own	A	complete	report,	including	all	raw	data	and	verbatim
quotes,	will	be	avail-	This	quotation	clearly	conclusions	about	able	for	downloading	on	the	Engineering	Department	intranet	by	the	end	of	indicates	that	the	what	she	wrote.	next	week.	However,	in	light	of	the	project-funding	discussions	going	on	this	market	expert	is	week,	we	believe	the	conclusions	from	the	research	warrant	your	immediate
concerned	about	The	writers	are	careful	to	attention.	the	project.	separate	the	researcher’s	observations	and	opinions	Sadie	McMahon’s	research	summary	The	recommendation	from	their	own.	states	clearly	and	Consumer	interest	in	the	new	product	code-named	Pegasus	is	decidedly	honestly	that	the	The	close	invites	further	mixed,	with	34%
expressing	little	or	no	interest	in	the	product	but	37%	project	probably	will	discussion	of	the	situation.	expressing	moderate	to	strong	interest.The	remaining	29%	expressed	not	live	up	to	original	confusion	about	the	basic	product	concept	and	were	therefore	unable	to	hopes.	specify	their	level	of	interest.The	segment	expressing	little	or	no	interest	is
not	a	cause	for	concern	in	most	cases;	few	products	appeal	to	the	entire	consumer	market.	However,	the	portion	of	the	market	expressing	confusion	about	the	fundamental	design	of	the	product	is	definitely	cause	for	concern.	We	rarely	see	more	than	10	or	15%	confusion	at	this	stage	of	the	design	process.A	29%	confusion	figure	suggests	that	the
product	design	does	not	fit	many	consumers’	expectations	and	that	it	might	be	difficult	to	sell	if	SunStar	goes	ahead	with	production.	Our	recommendations	At	$7.6	million,	the	development	costs	for	Pegasus	are	too	high	to	proceed	with	this	much	uncertainty.The	business	case	we	prepared	at	the	beginning	of	the	project	indicated	that	at	least	50%
consumer	acceptance	would	be	needed	in	order	to	generate	enough	sales	to	produce	an	acceptable	return	on	the	engineering	investment.We	would	need	to	convince	nearly	half	of	the	\"confused\"	segment	in	order	to	reach	that	threshold.We	recommend	that	further	development	be	put	on	hold	until	the	design	can	be	clarified	and	validated	with
another	round	of	consumer	testing.	Please	contact	Darcy	at	ext.	2354	or	Bob	at	ext.	2360	if	you	have	any	questions	or	concerns.	Figure	1.10	Ethical	Communication	This	version	of	the	memo	presents	the	evidence	in	a	more	honest	and	ethical	manner.	If	you	can’t	decide	whether	a	However,	whether	or	not	formal	guidelines	are	in	place,	every
employee	has	a	responsi-	choice	is	ethical,	picture	yourself	bility	to	communicate	in	an	ethical	manner.	In	the	absence	of	clear	guidelines,	ask	yourself	explaining	your	decision	to	the	following	questions	about	your	business	communications:33	someone	whose	opinion	you	value.	●	Have	you	defined	the	situation	fairly	and	accurately?	●	What	is	your
intention	in	communicating	this	message?	●	What	impact	will	this	message	have	on	the	people	who	receive	it,	or	who	might	be	affected	by	it?	●	Will	the	message	achieve	the	greatest	possible	good	while	doing	the	least	possible	harm?	●	Will	the	assumptions	you’ve	made	change	over	time?	That	is,	will	a	decision	that	seems	ethical	now	seem	unethical
in	the	future?	●	Are	you	comfortable	with	your	decision?	Would	you	be	embarrassed	if	it	were	printed	in	tomorrow’s	newspaper	or	spread	across	the	Internet?	Think	about	a	person	whom	you	admire	and	ask	yourself	what	he	or	she	would	think	of	your	decision.C	H	AP	T	ER	1	Achieving	Success	Through	Effective	Business	Communication	25
BUSINESS	COMMUNICATION	Who’s	Responsible	Here?	2.0	When	companies	engage	in	comparative	advertising,	making	Act,	or	CDA)	didn’t	necessarily	protect	Quiznos	in	this	case.	explicit	comparisons	between	their	products	and	those	of	com-	Quinzos	subsequently	asked	for	a	summary	judgment	to	avoid	petitors,	complaints	of	false	statements
and	defamation	are	going	to	trial.	When	that	request	was	also	denied,	the	two	fairly	common.	In	that	sense,	a	lawsuit	that	Subway	recently	companies	settled	out	of	court.	filed	against	Quiznos	is	not	in	itself	unusual.	Subway	claimed	that	Quiznos	made	unfair	and	untrue	comparisons	about	the	That	private	settlement	closed	the	dispute	between	the
two	size	and	meat	content	of	one	of	its	sandwiches	and	failed	to	sandwich	chains,	but	it	left	the	matter	of	legal	responsibility	for	disclose	the	fact	that	the	larger	Quiznos	sandwich	cost	nearly	UGC	campaigns	wide	open.	The	central	question	is	how	much	twice	as	much	as	the	Subway	sandwich.	involvement	a	company	sponsoring	a	UGC	contest	has	in
the	content	of	the	submissions.	The	court	indicated	that	by	spon-	What	made	this	case	unusual—and	gave	it	potentially	far-	soring	the	contest	and	presenting	the	contest	guidelines	in	a	reaching	impact	for	business	communication—is	the	Web	2.0	particular	way,	Quiznos	played	some	role	in	the	creation	of	the	angle	of	user-generated	content	(UGC).
As	part	of	its	efforts	to	videos.	However,	because	the	case	didn’t	go	to	trial,	the	ques-	promote	this	particular	sandwich,	Quiznos	sponsored	a	contest	tion	of	whether	that	role	was	significant	enough	to	strip	the	in	which	members	of	the	public	were	invited	to	create	their	own	company	of	legal	immunity	under	the	CDA	is	still	unresolved.	commercials.
The	contest	encouraged	people	to	highlight	the	Until	clear	legal	guidelines	are	established,	companies	running	“meat,	no	meat”	theme,	suggesting	that	the	Quiznos	sandwich	UGC	programs,	such	as	Toyota’s	Auto-Biography	campaign,	had	copious	amounts	of	beef,	while	the	Subway	sandwich	had	will	need	to	tread	carefully	to	avoid	legal	problems.	far
less.	More	than	100	people	submitted	videos,	which	were	posted	to	a	Quiznos	website	and	to	iFilm,	a	now-defunct	video	CAREER	APPLICATIONS	clip	website	owned	by	the	media	giant	Viacom.	1.	Legal	issues	aside,	in	your	opinion,	is	Quiznos	ethically	re-	Subway’s	lawsuit	claimed	that	some	of	the	videos	contained	sponsible	for	any	false	or	misleading
information	that	may	false	and	disparaging	content	for	which	Quiznos	and	iFilm	be	found	in	the	user-generated	videos?	Why	or	why	not?	should	be	held	liable.	Subway	asserted	that	Quiznos	specifically	2.	Most	consumers	lack	the	skills	and	equipment	needed	encouraged	contestants	to	promote	one	product	at	the	expense	to	produce	professional-
quality	video	commercials.	Why	of	the	other,	so	it	should	not	be	immune	from	responsibility.	would	companies	such	as	Quiznos	invite	them	to	create	Quiznos’s	lawyers	responded	by	pointing	out	that	the	company	commercials?	did	not	create	these	videos	and	was	therefore	not	liable.	“We’re	just	facilitating	consumers	who	go	out	and	create	their	own
Sources:	Adapted	from	Joseph	Lewczak,	“Quiznos/Subway	Settlement	expression	in	the	form	of	a	commercial.”	Poses	Legal	Threat	to	Future	UGC	Promos,”	Promo,	23	March	2010,	www.promomagazine.com;	United	States	District	Court,	District	of	Connecticut,	Quiznos	first	tried	to	have	the	UGC	part	of	the	lawsuit	“Memorandum	of	Decision	Denying
Defendants’	Motion	for	Summary	Judgment,	dismissed	by	claiming	the	same	immunity	that	YouTube	and	Doctor’s	Associates,	Inc.,	v.	Qip	Holder	LLC	and	Ifilm	Corp.,”	19	February	2010;	similar	services	have	regarding	the	content	that	members	of	the	Louise	Story,	“Can	a	Sandwich	Be	Slandered?”	New	York	Times,	29	January	public	post	on	their
websites.	However,	a	judge	refused,	saying	2008,	www.nytimes.com;	David	Ardia,	“Slandering	Sandwiches	and	User	the	law	protecting	YouTube	(the	Communications	Decency	Submitted	Content,”	Citizen	Media	Law	Project	website,	29	January	2008,	www.citmedialaw.org;	“Doctor’s	Associates	Inc.	vs.	QIP	Holders	LLC:	Complaint	for	Injunctive	Relief
and	Damages,”	27	October	2006,	www.citmedialaw.org;	“MTV	to	Run	User	Generated	Ads,”	Marketing,	15	November	2006,	3.	ENSURING	LEGAL	COMMUNICATION	Business	communication	is	governed	by	a	wide	variety	of	In	addition	to	ethical	guidelines,	business	communication	is	also	bound	by	a	wide	variety	laws	designed	to	ensure	accurate,	of
laws	and	regulations,	including	the	following	areas:	complete	messages.	●	Promotional	communication.	Marketing	specialists	need	to	be	aware	of	the	many	laws	that	govern	truth	and	accuracy	in	advertising.	Chapter	10	explores	this	area	in	more	detail.	●	Contracts.	A	contract	is	a	legally	binding	promise	between	two	parties,	in	which	one	party
makes	a	specified	offer	and	the	other	party	accepts.	Contracts	are	fundamental	to	virtually	every	aspect	of	business,	from	product	sales	to	property	rental	to	credit	cards	and	loans	to	professional	service	agreements.34	●	Employment	communication.	A	variety	of	local,	state,	and	federal	laws	govern	communication	between	employers	and	both
potential	and	current	employees.26	PART	1	Understanding	the	Foundations	of	Business	Communication	REAL-TIME	UPDATES	For	example,	job	descriptions	must	be	written	in	a	Learn	More	by	Reading	This	Article	way	that	doesn’t	intentionally	or	unintentionally	dis-	Learn	how	intellectual	property	protection	criminate	against	women,	minorities,	or
people	with	promotes	sustainable	growth	disabilities.35	●	Intellectual	property.	Intellectual	property	in-	The	mission	of	the	International	Intellectual	Property	Institute	is	cludes	patents,	copyrighted	materials,	trade	secrets,	to	promote	sustainable	growth	through	economic	and	regulatory	and	even	Internet	domain	names.36	Bloggers	in	par-
environments	that	encourage	innovation	and	creativity.	Go	to	ticular	need	to	be	careful	about	IP	protection,	given	and	click	on	Learn	More.	If	the	carefree	way	that	some	post	the	work	of	others	you	are	using	MyBcommLab,	you	can	access	Real-Time	Updates	without	offering	proper	credit.	For	guidelines	on	this	within	each	chapter	or	under	Student
Study	Tools.	hot	topic,	get	the	free	Legal	Guide	for	Bloggers	at	www.eff.org/bloggers/legal.	●	Financial	reporting.	Finance	and	accounting	professionals	who	work	for	publicly	traded	companies	(those	that	sell	stock	to	the	public)	must	adhere	to	stringent	report-	ing	laws.	For	instance,	a	number	of	corporations	have	recently	been	targets	of	both
government	investigations	and	shareholder	lawsuits	for	offering	misleading	descrip-	tions	of	financial	results	and	revenue	forecasts.	●	Defamation.	Negative	comments	about	another	party	raise	the	possibility	of	defamation,	the	intentional	communication	of	false	statements	that	damage	character	or	reputation.37	(Written	defamation	is	called	libel;
spoken	defamation	is	called	slander.)	Someone	suing	for	defamation	must	prove	(1)	that	the	statement	is	false,	(2)	that	the	language	is	injurious	to	the	person’s	reputation,	and	(3)	that	the	statement	has	been	published.	●	Transparency	requirements.	Governments	around	the	world	are	taking	steps	to	help	ensure	that	consumers	and	other	parties
know	who	is	behind	the	informa-	tion	they	receive,	particularly	from	online	sources.	The	European	Union,	for	in-	stance,	outlaws	a	number	of	online	marketing	tactics,	including	“flogs,”	short	for	“fake	blogs,”	in	which	an	employee	or	a	paid	agent	posing	as	an	independent	con-	sumer	posts	positive		stories	about	a	company’s	products.38	In	the	United
States,	the	FTC	recently	adopted	a	requirement	that	product-review	bloggers	disclose	any	relationship—such	as	receiving	payments	or	free	goods—they	have	with	the	compa-	nies	whose	products	they	discuss	in	their	blogs.39	If	you	have	any	doubts	about	the	legality	of	a	message	you	intend	to	distribute,	ask	for	advice	from	your	company’s	legal
department.	A	small	dose	of	caution	can	prevent	huge	legal	headaches	and	protect	your	company’s	reputation	in	the	marketplace.	For	the	latest	information	on	ethical	and	legal	issues	in	business	communication,	visit	and	click	on	Chapter	1.	Applying	What	You’ve	Learned	At	the	beginning	of	this	chapter,	you	met	Toyota’s	Bob	Zeinstra	in	“On	the	Job:
Communicating	at	Toyota.”	Zeinstra	is	just	one	of	the	many	working	business	profes-	sionals	you’ll	meet	throughout	this	book—people	who	successfully	handle	the	same	commu-	nication	challenges	you’ll	face	on	the	job.	Each	chapter	opens	with	one	of	these	slice-of-life	vignettes.	As	you	read	through	each	chapter	and	become	familiar	with	the
concepts	presented,	imagine	how	they	might	apply	to	the	person	and	company	highlighted	in	the	vignette.	At	the	end	of	each	chapter,	you’ll	take	part	in	an	innovative	simulation	called	“On	the	Job:	Solving	Communication	Dilemmas.”	You’ll	play	the	role	of	a	person	working	in	the	high-	lighted	organization,	and	you’ll	face	situations	you’d	encounter	on
the	job.	You	will	be	pre-	sented	with	several	communication	scenarios,	each	with	several	possible	courses	of	action.	It’s	up	to	you	to	recommend	one	course	of	action	from	each	scenario	as	homework,	as	teamwork,	as	material	for	in-class	discussion,	or	in	a	host	of	other	ways.	These	scenarios	let	you	explore	various	communication	ideas	and	apply	the
concepts	and	techniques	from	the	chapter.	Now	you’re	ready	for	the	first	simulation.	As	you	tackle	each	problem,	think	about	the	material	you	covered	in	this	chapter	and	consider	your	own	experience	as	a	communica-	tor.	You’ll	probably	be	surprised	to	discover	how	much	you	already	know	about	business	communication.ON	THE	JOB:	SOLVING
COMMUNICATION	DILEMMAS	AT	TOYOTA	Source:	Used	with	permission	of	Toyota.	You’ve	recently	joined	the	staff	culture	and	its	contribution	to	the	company’s	success;	of	Bob	Zeinstra,	the	executive	in	suggest	that	she	might	find	her	work	here	more	enjoyable	charge	of	product	management,	if	she	modifies	her	approach	somewhat.	advertising,
and	communication	d.	Allow	the	accounting	manager	to	continue	communicating	strategy	at	Toyota	Motor	Sales,	in	the	same	style;	after	all,	that’s	her	personal	style,	and	it’s	USA.	In	your	role	as	a	social	not	up	to	the	company	to	change	it.	media	specialist,	you	look	for	opportunities	to	help	Toyota	3.	A	false	rumor	has	begun	circulating	online	that
Toyota	plans	build	positive	relationships	to	radically	reduce	the	size	of	its	North	American	marketing	with	all	its	stakeholders.	Use	operations	and	transfer	the	work	to	corporate	headquarters	what	you’ve	learned	in	this	in	Japan.	Zeinstra	asks	your	advice	in	handling	the	situation.	chapter	to	address	the	following	Which	of	the	following	would	you
recommend?	challenges.	a.	Try	to	plant	a	counter-rumor	on	the	online	grapevine	so	that	the	employees	who	are	worried	about	their	jobs	will	get	the	1.	Toyota	always	emphasizes	a	friendly,	open	style	of	right	message	the	same	way	they	got	the	wrong	one.	communication	with	its	customers,	even	those	occasional	b.	Immediately	schedule	an	in-person
meeting	to	set	the	customers	who	make	unrealistic	demands	or	expect	record	straight,	emphasizing	to	everyone	in	the	firm	special	treatment.	Unfortunately,	you’ve	learned	that	some	that	Toyota	has	no	plans	to	reduce	its	North	American	of	the	company’s	customer	service	representatives	have	marketing	staff.	been	letting	their	emotions	get	in	the
way	when	dealing	c.	Post	a	message	on	an	internal	blog,	setting	the	record	with	these	difficult	customers.	Several	customers	have	straight	and	assuring	the	workforce	that	all	jobs	are	safe;	complained	about	rude	treatment.	You’re	sensitive	to	the	employees	and	customers	alike	are	accustomed	to	situation	because	you	know	that	customer	service	can
be	a	getting	information	from	this	blog,	so	it’s	the	right	way	to	difficult	job,	particularly	in	a	social	media	environment	where	communicate	this	message.	consumers	are	empowered	to	broadcast	any	disappointment	d.	Ignore	the	rumor.	Like	all	other	false	rumors,	it	will	they	may	feel.	However,	having	a	reputation	for	hostile	eventually	die	out.
customer	service	could	spell	doom	for	the	company,	so	you	need	to	communicate	your	concerns	immediately.	Which	of	4.	As	major	consumer	purchases,	automobile	sales	tend	to	the	following	sentences	would	be	the	best	way	to	begin	an	rise	and	fall	with	the	economy	and	household	incomes.	email	message	to	the	customer	service	staff?	Facing	a
downturn	in	the	economy,	the	Toyota	management	a.	“We	must	all	work	harder	at	serving	customers	in	an	team	has	decided	to	enact	a	10	percent	salary	reduction	efficient,	timely	manner.”	for	the	next	six	months	and	then	reevaluate	the	company’s	b.	“The	growing	problem	of	abusive	customers	communications	financial	health	at	that	point.
However,	some	of	the	must	stop	immediately—after	all,	without	customers,	we	executives	are	convinced	that	the	salary	reductions	will	have	no	revenue;	without	revenue,	you	have	no	jobs.”	have	to	continue	for	a	year	at	least—and	perhaps	even	be	c.	“Positive	customer	support	is	one	of	our	most	permanent.	In	light	of	this	knowledge,	which	of	the
following	important	competitive	advantages,	but	it	has	come	to	communication	strategies	would	best	balance	the	needs	of	management’s	attention	that	some	of	you	are	ruining	the	the	company	and	the	needs	of	the	employees?	company’s	reputation	by	mistreating	customers.”	a.	Tell	employees	that	the	10	percent	pay	cut	will	last	six	d.	“Thank	you	for
your	continued	efforts	at	supporting	our	months,	without	implying	that	it	could	last	longer	or	even	customers;	I	know	this	can	be	a	challenging	task	at	times.”	be	permanent.	If	employees	worry	that	their	income	could	be	reduced	permanently,	they’ll	start	looking	for	2.	The	culture	in	your	office	is	conscientious	and	professional	other	jobs	now,	which
will	be	a	big	drain	on	worker	but	with	a	generally	informal	“vibe.”	However,	as	with	any	productivity	and	make	the	financial	situation	even	worse.	company,	individual	employees	vary	in	how	closely	their	b.	Tell	employees	that	the	10	percent	pay	cut	is	scheduled	own	styles	and	personalities	fit	the	corporate	culture.	For	to	last	six	months,	leaving	open
the	possibility	that	it	example,	the	new	accounting	manager	in	your	organization	could	last	longer	without	stating	so.	tends	to	communicate	in	a	formal,	distant	style	that	some	c.	Explain	that	the	pay	reduction	is	likely	to	be	permanent,	company	old-timers	find	off-putting	and	impersonal.	Several	even	if	you’re	not	sure	that	will	be	the	case;	it’s	better
to	of	these	people	have	expressed	concerns	that	the	new	give	employees	the	worst	possible	news	and	then	offer	a	manager	“doesn’t	fit	in,”	even	though	she’s	doing	a	great	pleasant	surprise	if	the	situation	works	out	more	favorably	job	otherwise.	How	should	you	respond?	than	expected.	a.	Tell	these	people	to	stop	complaining;	the	accounting	d.	Tell
employees	that	the	pay	cut	will	last	for	six	months,	manager	is	doing	her	job	well,	and	that’s	what	counts.	at	which	point	the	management	team	will	evaluate	the	b.	In	a	private	conversation	with	the	accounting	manager,	situation	and	decide	if	the	cut	needs	to	be	extended	explain	the	importance	of	fitting	into	the	corporate	culture	beyond	that.	Explain
that	you’d	like	to	be	able	to	provide	and	give	her	a	four-week	deadline	to	change	her	style.	more	solid	information,	but	the	uncertainties	in	the	market	c.	In	a	private	conversation	with	the	accounting	manager,	make	that	unrealistic.	The	best	that	you	can	do	is	tell	explain	the	reasoning	behind	the	company’s	informal	employees	everything	you	know—
and	don’t	know.	27LEARNING	OBJECTIVES	CHECKUP	Assess	your	understanding	of	the	principles	in	this	chapter	by	reading	Objective	1.3:	Describe	the	communication	process	model	and	each	learning	objective	and	studying	the	accompanying	exercises.	For	the	ways	that	social	media	are	changing	the	nature	of	business	fill-in-the-blank	items,	write
the	missing	text	in	the	blank	provided;	communication.	for	multiple-choice	items,	circle	the	letter	of	the	correct	answer.	You	can	check	your	responses	against	the	answer	key	on	page	AK-1.	7.	Communication	style	using	the	Business	Communication	2.0	concept	is	best	described	as	Objective	1.1:	Explain	the	importance	of	effective	communica-	a.
Conversational	tion	to	your	career	and	to	the	companies	where	you	will	work.	b.	Multilingual	c.	Technical	1.	Which	of	the	following	is	the	most	accurate	description	of	the	d.	Playful	role	that	communication	will	play	in	your	career?	a.	Ideas	matter	more	than	anything,	so	as	long	as	you	are	8.	Which	of	the	following	pairs	of	attributes	best	describes	the
creative	and	have	strong	business	sense,	you	can	hire	social	communication	model?	people	to	take	care	of	communication	tasks.	a.	Interactive	and	conversational	b.	No	matter	what	other	skills,	connections,	and	attributes	b.	Technical	and	instantaneous	you	have,	your	prospects	will	be	limited	if	you	don’t	have	c.	Electronic	and	print	good
communication	skills.	d.	Relaxed	and	unrestricted	c.	In	today’s	tough	business	world,	performance	is	the	most	important	differentiator;	everything	else	is	a	distant	second.	9.	In	order	for	audience	members	to	successfully	receive	mes-	d.	As	a	“soft	skill,”	communication	is	important	in	some	sages,	they	must	first	______________	the	presence	of	the
careers,	such	as	sales	and	human	resources,	but	not	in	message,	then	______________	it	from	other	sensory	input,	technical,	financial,	or	administrative	careers.	and	then	______________	it	as	a	message.	2.	Effective	business	messages	are	10.	In	order	for	the	receiver	of	a	message	to	respond	in	the	man-	a.	Entertaining,	blunt,	direct,	opinionated,	and
persuasive	ner	desired	by	the	sender,	the	receiver	needs	to	b.	Practical,	objective,	concise,	clear,	and	persuasive	a.	Remember	the	message	c.	Personal,	clear,	short,	catchy,	and	challenging	b.	Be	able	to	respond	to	the	message	c.	Have	the	motivation	to	respond	to	the	message	3.	Why	is	it	important	for	a	business	message	to	clearly	state	d.	Do	all	of
the	above	expectations	regarding	who	is	responsible	for	doing	what	in	response	to	the	message?	Objective	1.4:	List	four	general	guidelines	for	using	communi-	a.	To	make	sure	other	employees	don’t	avoid	their	cation	technology	effectively.	responsibilities	b.	To	make	sure	that	the	person	who	sent	the	message	isn’t	11.	Communication	technology	has
value	only	if	it	helps	deliver	criticized	if	important	tasks	don’t	get	completed	the	right	______________	to	the	right	______________	at	c.	To	eliminate	confusion	by	letting	each	affected	person	the	right	time.	know	what	his	or	her	specific	responsibilities	are	12.	The	information	technology	paradox	means	that	4.	Which	of	the	following	is	not	a	skill	that
employers	will	expect	a.	Communication	tools	can	sometimes	waste	more	time	you	to	have?	than	they	save	a.	Communicating	effectively	with	people	from	diverse	b.	Computers	lose	as	much	information	as	they	save	backgrounds	and	experiences	c.	People	are	no	longer	needed	to	create	messages	b.	Using	communication	technologies	effectively	and	d.
Technology	isn’t	as	expensive	as	it	used	to	be	efficiently	c.	Managing	your	time	wisely	and	using	resources	efficiently	13.	Reconnecting	frequently	with	colleagues	and	customers	in	d.	Commanding	employees	to	follow	orders	person	a.	Is	widely	considered	an	inappropriate	use	of	time,	given	Objective	1.2:	Describe	the	communication	skills	employers
all	the	electronic	options	now	available	will	expect	you	to	have	and	the	nature	of	communicating	in	b.	Is	frowned	on	by	successful	managers	an	organization	by	using	an	audience-centered	approach.	c.	Is	critical	because	it	helps	ensure	that	technology	doesn’t	hinder	human	interaction	5.	An	audience-centered	approach	to	communication	a.	Starts	with
the	assumption	that	the	audience	is	always	Objective	1.5:	Define	ethics,	explain	the	difference	between	an	right	ethical	dilemma	and	an	ethical	lapse,	and	list	six	guidelines	b.	Improves	the	effectiveness	of	communication	by	focusing	for	making	ethical	communication	choices.	on	the	information	needs	of	the	audience	c.	Is	generally	a	waste	of	time
because	it	doesn’t	accommo-	14.	Ethical	communication	date	the	needs	of	the	sender	a.	Is	the	same	thing	as	legal	communication	d.	Always	simplifies	the	tasks	involved	in	planning	and	b.	Costs	more	because	there	are	so	many	rules	to	consider	creating	messages	c.	Is	important	only	for	companies	that	sell	to	consumers	rather	than	to	other	businesses
6.	Sensitivity	to	business	etiquette	d.	Includes	all	relevant	information,	is	true	in	every	sense,	a.	Reduces	the	chance	of	interpersonal	blunders	that	might	and	is	not	deceptive	in	any	way	negatively	affect	communication	b.	Is	considered	by	most	companies	to	be	a	waste	of	time	in	15.	An	ethical	______________	exists	when	a	person	is	faced	today’s	fast-
paced	markets	with	two	conflicting	but	ethical	choices	or	alternatives	that	c.	Is	now	legally	required	in	all	50	states	are	neither	entirely	right	nor	entirely	wrong;	an	ethical	d.	Always	increases	the	cost	of	business	communication	______________	occurs	when	a	person	makes	an	unethical	choice.	28Quick	Learning	Guide	MyBcommLab	LEARNING
OBJECTIVES	Log	on	to	www.mybcommlab.com	to	1	Explain	the	importance	of	effective	communication	to	your	career	and	to	the	companies	access	study	and	assessment	aids	associated	with	this	chapter.	where	you	will	work.	[page	3]	If	you	are	not	using	MyBcommLab,	you	can	access	the	Real-Time	Updates	at	http://	2	Describe	the	communication
skills	employers	will	expect	you	to	have	and	the	nature	of	real-timeupdates.com/ebc10.	communicating	in	an	organization	using	an	audience-centered	approach.	[page	4]	CHAPTER	OUTLINE	3	Describe	the	communication	process	model	and	the	ways	that	social	media	are	changing	Understanding	Why	Communication	Matters	the	nature	of	business
communication.	[page	10]	Communication	Is	Important	to	Your	Career	4	List	four	general	guidelines	for	using	communication	technology	effectively.	[page	16]	Communication	Is	Important	to	Your	Company	5	Define	ethics,	explain	the	difference	between	an	ethical	dilemma	and	an	ethical	lapse,	and	What	Makes	Business	Communication	Effective?	list
six	guidelines	for	making	ethical	communication	choices.	[page	22]	Communicating	in	Today’s	Global	Business	Environment	KEY	TERMS	feedback	Information	from	receivers	regarding	the	quality	and	effectiveness	Understanding	the	Unique	Challenges	of	Business	audience-centered	approach	of	a	message	Communication	Understanding	and
respecting	the	Understanding	What	Employers	Expect	from	You	members	of	your	audience	and	making	information	overload	Condition	in	which	Communicating	in	an	Organizational	Context	every	effort	to	get	your	message	across	in	a	people	receive	more	information	than	they	Adopting	an	Audience-Centered	Approach	way	that	is	meaningful	to	them
can	effectively	process	Exploring	the	Communication	Process	Business	Communication	2.0	A	new	intellectual	property	Assets	including	approach	to	business	communication	patents,	copyrighted	materials,	trade	The	Basic	Communication	Model	based	on	social	communication	secrets,	and	even	Internet	domain	names	The	Social	Communication
Model	code	of	ethics	A	written	set	of	ethical	message	The	“container”	for	an	idea	to	be	Using	Technology	to	Improve	Business	guidelines	that	companies	expect	their	transmitted	from	a	sender	to	a	receiver	Communication	employees	to	follow	perception	A	person’s	awareness	or	view	Keeping	Technology	in	Perspective	communication	The	process	of
transferring	of	reality;	also,	the	process	of	detecting	Guarding	Against	Information	Overload	information	and	meaning	using	one	or	more	incoming	messages	Using	Technological	Tools	Productively	written,	oral,	visual,	or	electronic	media	Reconnecting	with	People	selective	perception	The	inclination	to	communication	barriers	Forces	or	events	distort
or	ignore	incoming	information	Committing	to	Ethical	and	Legal	that	can	disrupt	communication,	including	rather	than	change	one’s	beliefs	Communication	noise	and	distractions,	competing	messages,	filters,	and	channel	breakdowns	social	communication	model	An	Distinguishing	Ethical	Dilemmas	from	Ethical	interactive,	conversational	approach	to
Lapses	communication	channels	Systems	used	to	communication	in	which	formerly	passive	Ensuring	Ethical	Communication	deliver	messages	audience	members	are	empowered	to	Ensuring	Legal	Communication	participate	fully	communication	medium	The	form	in	Applying	What	You’ve	Learned	which	a	message	is	presented;	the	four	social	media
Electronic	media	such	as	social	categories	of	media	are	oral,	written,	networks	and	blogs	that	transform	passive	visual,	and	electronic	audiences	into	active	participants	in	the	communication	process	by	allowing	them	copyright	A	form	of	legal	protection	for	the	to	share	content,	revise	content,	respond	expression	of	creative	ideas	to	content,	or
contribute	new	content	corporate	culture	The	mixture	of	values,	stakeholders	Groups	affected	by	a	traditions,	and	habits	that	give	a	company	company’s	actions:	customers,	employees,	its	atmosphere	and	personality	shareholders,	suppliers,	neighbors,	the	community,	and	the	world	at	large	decoding	Extracting	the	idea	from	a	message	defamation
The	intentional	communication	transparency	Giving	all	participants	in	a	conversation	access	to	the	information	of	false	statements	that	damage	character	they	need	to	accurately	process	the	or	reputation	messages	they	are	receiving	encoding	Putting	an	idea	into	a	message	(words,	images,	or	a	combination	of	both)	workforce	diversity	All	the
differences	ethical	communication	Communication	among	the	people	who	work	together,	that	includes	all	relevant	information,	is	including	differences	in	age,	gender,	true	in	every	sense,	and	is	not	deceptive	sexual	orientation,	education,	cultural	ethical	dilemma	Situation	that	involves	background,	religion,	ability,	and	life	making	a	choice	when	the
alternatives	experience	aren’t	completely	wrong	or	completely	right	ethical	lapse	A	clearly	unethical	choice	“you”	attitude	Communicating	with	an	ethics	The	accepted	principles	of	conduct	audience-centered	approach;	creating	that	govern	behavior	within	a	society	messages	that	are	about	“you,”	the	etiquette	The	expected	norms	of	behavior	in
receiver,	rather	than	“me,”	the	sender	any	particular	situation	2930	PART	1	Understanding	the	Foundations	of	Business	Communication	APPLY	YOUR	KNOWLEDGE	Exercises	To	review	chapter	content	related	to	each	question,	refer	to	the	1.	Writing:	Compositional	Modes:	Summaries	[LO-1],	indicated	Learning	Objective.	Chapter	4	Write	a
paragraph	introducing	yourself	to	your	1.	If	you	are	an	acknowledged	expert	in	your	field,	do	you	instructor	and	your	class.	Address	such	areas	as	your	back-	ground,	interests,	achievements,	and	goals.	Submit	your	really	need	to	care	about	communication	skills?	Why	or	why	paragraph	using	email,	blog,	or	social	network,	as	indicated	not?	[LO-1]	by
your	instructor.	2.	How	does	the	presence	of	a	reader	comments	feature	on	a	corporate	blog	reflect	audience-centered	communication?	2.	Media	Skills:	Microblogging	[LO-1],	Chapter	6	Write	[LO-2]	four	effective	messages	of	no	more	than	140	characters	each	3.	How	are	social	networks,	wikis,	and	other	Web	2.0	technolo-	(short	enough	to	work	as
Twitter	tweets,	in	other	words)	gies	changing	the	practice	of	business	communication?	[LO-3]	to	persuade	other	college	students	to	take	the	business	4.	Is	it	possible	for	companies	to	be	too	dependent	on	com-	communication	course.	Think	of	the	first	message	as	the	munication	technology?	Explain	briefly.	[LO-4]	“headline”	of	an	advertisement	that
makes	a	bold	promise	5.	Because	of	your	excellent	communication	skills,	your	boss	regarding	the	value	this	course	offers	every	aspiring	busi-	always	asks	you	to	write	his	reports	for	him.	When	you	ness	professional.	The	next	three	messages	should	be	sup-	overhear	the	CEO	complimenting	him	on	his	logical	or-	port	points	that	provide	evidence	to
back	up	the	promise	ganization	and	clear	writing	style,	your	boss	responds	as	if	made	in	the	first	message.40	he’d	written	all	those	reports	himself.	What	kind	of	ethical	choice	does	your	boss’s	response	represent?	What	can	you	3.	Fundamentals:	Analyzing	Communication	Effectiveness	do	in	this	situation?	Briefly	explain	your	solution	and	your	[LO-1]
Identify	a	video	clip	(on	YouTube	or	another	online	reasoning.	[LO-5]	source)	that	you	believe	represents	an	example	of	effective	communication.	It	can	be	in	any	context,	business	or	oth-	PRACTICE	YOUR	SKILLS	erwise,	but	make	sure	it	is	something	appropriate	to	discuss	in	class.	Post	a	link	to	the	video	on	your	class	blog,	along	Active	links	for	all
websites	in	this	chapter	can	be	found	on	with	a	brief	written	summary	of	why	you	think	this	exam-	MyBcommLab;	see	your	User	Guide	for	instructions	on	access-	ple	shows	effective	communication	in	action.	ing	the	content	for	this	chapter.	Each	activity	is	labeled	accord-	ing	to	the	primary	skill	or	skills	you	will	need	to	use.	To	review	4.	Planning:
Assessing	Audience	Needs	[LO-2],	Chapter	3	relevant	chapter	content,	you	can	refer	to	the	indicated	Learn-	Choose	a	business	career	that	sounds	interesting	to	you	and	ing	Objective.	In	some	instances,	supporting	information	will	be	imagine	that	you	are	getting	ready	to	apply	for	jobs	in	that	found	in	another	chapter,	as	indicated.	field.	Naturally,	you
want	to	create	a	compelling,	audience-	focused	résumé	that	answers	the	key	questions	a	hiring	Message	for	Analysis:	Analyzing	manager	is	most	likely	to	have.	Identify	three	personal	or	Communication	Effectiveness	[LO-1]	professional	qualities	you	have	that	would	be	important	for	someone	in	this	career	field.	Write	a	brief	statement	(one	or	Read
the	following	blog	posting	and	then	(1)	analyze	whether	two	sentences)	regarding	each	quality,	describing	in	audience-	the	message	is	effective	or	ineffective	(be	sure	to	explain	why)	focused	terms	how	you	can	contribute	to	a	company	in	this	and	(2)	revise	the	message	so	that	it	follows	this	chapter’s	respect.	Submit	your	statements	via	email	or	class
blog.	guidelines.	5.	Communication	Etiquette:	Communicating	with	Sensi-	It	has	come	to	my	attention	that	many	of	you	are	lying	on	your	tivity	and	Tact	[LO-2]	Potential	customers	frequently	visit	time	cards.	If	you	come	in	late,	you	should	not	put	8:00	on	your	production	facility	before	making	purchase	decisions.	your	card.	If	you	take	a	long	lunch,
you	should	not	put	1:00	You	and	the	people	who	report	to	you	in	the	sales	depart-	on	your	time	card.	I	will	not	stand	for	this	type	of	cheating.	ment	have	received	extensive	training	in	etiquette	issues	I	simply	have	no	choice	but	to	institute	an	employee	because	you	deal	with	high-profile	clients	so	often.	How-	monitoring	system.	Beginning	next
Monday,	video	cameras	ever,	the	rest	of	the	workforce	has	not	received	such	train-	will	be	installed	at	all	entrances	to	the	building,	and	your	entry	ing,	and	you	worry	that	someone	might	inadvertently	say	and	exit	times	will	be	logged	each	time	you	use	electronic	key	or	do	something	that	would	offend	one	of	these	potential	cards	to	enter	or	leave.
customers.	In	a	two-paragraph	email,	explain	to	the	general	manager	why	you	think	anyone	who	might	come	in	contact	Anyone	who	is	late	for	work	or	late	coming	back	from	lunch	with	customers	should	receive	basic	etiquette	training.	more	than	three	times	will	have	to	answer	to	me.	I	don’t	care	if	you	had	to	take	a	nap	or	if	you	girls	had	to	shop.



This	is	a	6.	Collaboration:	Team	Project;	Planning:	Assessing	Audi-	place	of	business,	and	we	do	not	want	to	be	taken	advantage	ence	Needs	[LO-2],	Chapter	2,	Chapter	4	Your	boss	has	of	by	slackers	who	are	cheaters	to	boot.	asked	your	work	group	to	research	and	report	on	corporate	child-care	facilities.	Of	course,	you’ll	want	to	know	who	It	is	too
bad	that	a	few	bad	apples	always	have	to	spoil	things	(besides	your	boss)	will	be	reading	your	report.	Working	for	everyone.	with	two	team	members,	list	four	or	five	other	things	you’ll	want	to	know	about	the	situation	and	about	your	audience	before	starting	your	research.	Briefly	explain	why	each	of	the	items	on	your	list	is	important.C	H	AP	T	ER	1
Achieving	Success	Through	Effective	Business	Communication	31	7.	Planning:	Constructing	a	Persuasive	Argument	[LO-3],	experience	using	as	a	content	creator	or	contributor.	Ser-	Chapter	10	You	are	the	customer	service	manager	for	a	vices	to	consider	include	blogging	(such	as	Blogger),	micro-	company	that	sells	a	software	package	used	by	not-
for-profit	blogging	(such	as	Twitter),	community	Q&A	sites	(such	as	organizations	to	plan	and	manage	fundraising	campaigns.	Yahoo!	Answers),	and	user-generated	content	sites	(such	as	The	powerful	software	is	complicated	enough	to	require	a	Flickr).	Perform	a	basic	task	such	as	opening	an	account	or	fairly	extensive	user’s	manual,	and	the
company	has	always	setting	up	a	blog.	Was	the	task	easy	to	perform?	Were	the	provided	a	printed	manual	to	customers.	Customers	fre-	instructions	clear?	Could	you	find	help	online	if	you	needed	quently	email	your	department	with	questions	about	using	it?	Is	there	anything	about	the	experience	that	could	be	the	software	and	suggestions	for	using
the	software	to	maxi-	improved?	Summarize	your	conclusions	in	a	brief	email	mize	fundraising	efforts.	You	know	that	many	customers	message	to	your	instructor.	could	benefit	from	the	answers	to	those	questions	and	the	suggestions	from	fellow	customers,	but	with	a	printed	man-	11.	Communication	Ethics:	Distinguishing	Ethical	Dilemmas	ual	issued
once	every	couple	years,	you	don’t	have	any	way	and	Ethical	Lapses	[LO-5]	Knowing	that	you	have	numer-	to	collect	and	distribute	this	information	in	a	timely	fashion.	ous	friends	throughout	the	company,	your	boss	relies	on	You’ve	been	researching	wikis	and	believe	this	would	you	for	feedback	concerning	employee	morale	and	other	be	a	great	way
to	let	customers	participate	in	an	ongoing	issues	affecting	the	staff.	She	recently	asked	you	to	start	re-	conversation	about	using	the	software.	In	fact,	you’d	like	to	porting	any	behavior	that	might	violate	company	policies,	convert	the	printed	manual	to	a	wiki	on	which	any	regis-	from	taking	home	office	supplies	to	making	personal	long-	tered	customer
could	add	or	edit	pages.	Rather	than	spend	distance	calls.	List	the	issues	you’d	like	to	discuss	with	her	thousands	of	dollars	printing	a	manual	that	is	difficult	to	before	you	respond	to	her	request.	expand	or	update,	the	wiki	would	be	a	“living”	document	that	continually	evolves	as	people	ask	and	answer	questions	12.	Communication	Ethics:
Distinguishing	Ethical	Dilemmas	and	offer	suggestions.	The	rest	of	the	management	team	is	and	Ethical	Lapses	[LO-5]	In	less	than	a	page,	explain	why	extremely	nervous,	however.	“We—not	the	customer—are	you	think	each	of	the	following	is	or	is	not	ethical.	the	experts,”	one	says.	Another	asks,	“How	can	we	ensure	the	quality	of	the	information	if
any	customer	can	change	a.	Keeping	quiet	about	a	possible	environmental	hazard	it?”	They	don’t	deny	that	customers	have	valuable	informa-	you’ve	just	discovered	in	your	company’s	processing	tion	to	add;	they	just	don’t	want	customers	to	have	control	plant	of	an	important	company	document.	Making	up	any	in-	formation	you	need,	write	a	brief
email	to	your	colleagues,	b.	Overselling	the	benefits	of	instant	messaging	to	your	explaining	the	benefits	of	letting	customers	contribute	to	a	company’s	managers;	they	never	seem	to	understand	the	wiki-based	user	manual.	(You	can	refer	to	pages	379–380	to	benefits	of	technology,	so	you	believe	it’s	the	only	way	to	learn	more	about	wikis.)	convince
them	to	make	the	right	choice	8.	Planning:	Constructing	a	Persuasive	Argument	[LO-3],	c.	Telling	an	associate	and	close	friend	that	she	needs	to	Chapter	10	Blogging	has	become	a	popular	way	for	em-	pay	more	attention	to	her	work	responsibilities,	or	man-	ployees	to	communicate	with	customers	and	other	parties	agement	will	fire	her	outside	the
company.	In	some	cases,	employee	blogs	have	been	quite	beneficial	for	both	companies	and	their	custom-	d.	Recommending	the	purchase	of	equipment	your	depart-	ers	by	providing	helpful	information	and	“putting	a	human	ment	doesn’t	really	need	in	order	to	use	up	your	allo-	face”	on	other	formal	and	imposing	corporations.	However,	cated	funds
before	the	end	of	the	fiscal	year	so	that	your	in	some	other	cases,	employees	have	been	fired	for	posting	budget	won’t	be	cut	next	year—when	you	might	have	a	information	that	their	employers	said	was	inappropriate.	real	need	for	the	money	One	particular	area	of	concern	is	criticism	of	the	company	or	individual	managers.	Should	employees	be
allowed	to	13.	Communication	Ethics:	Providing	Ethical	Leadership	criticize	their	employers	in	a	public	forum	such	as	a	blog?	[LO-5]	Cisco,	a	leading	manufacturer	of	equipment	for	the	In	a	brief	email	message,	argue	for	or	against	company	poli-	Internet	and	corporate	networks,	has	developed	a	code	of	cies	that	prohibit	critical	information	in
employee	blogs.	ethics	that	it	expects	employees	to	abide	by.	Visit	the	com-	pany’s	website,	at	www.cisco.com,	and	find	its	code	of	con-	9.	Fundamentals:	Analyzing	Communication	Effectiveness	duct.	In	a	brief	paragraph,	describe	three	specific	examples	[LO-3]	Use	the	eight	phases	of	the	communication	process	to	of	things	you	could	do	that	would
violate	these	provisions;	analyze	a	miscommunication	you’ve	recently	had	with	a	co-	then	list	at	least	three	opportunities	that	Cisco	provides	its	worker,	supervisor,	classmate,	teacher,	friend,	or	family	mem-	employees	to	report	ethics	violations	or	to	ask	questions	re-	ber.	What	idea	were	you	trying	to	share?	How	did	you	encode	garding	ethical
dilemmas.	and	transmit	it?	Did	the	receiver	get	the	message?	Did	the	receiver	correctly	decode	the	message?	How	do	you	know?	EXPAND	YOUR	SKILLS	Based	on	your	analysis,	identify	and	explain	the	barriers	that	prevented	your	successful	communication	in	this	instance.	Critique	the	Professionals	10.	Technology:	Using	Communication	Tools	[LO-
4]	Find	Locate	an	example	of	professional	communication	from	a	repu-	a	free	online	communication	service	that	you	have	no	table	online	source.	It	can	reflect	any	aspect	of	business	commu-	nication,	from	an	advertisement	or	a	press	release	to	a	company	blog	or	website.	Evaluate	this	communication	effort	in	light	of	any	aspect	of	this	chapter	that	is
relevant	to	the	sample	and32	PART	1	Understanding	the	Foundations	of	Business	Communication	interesting	to	you.	For	example,	is	the	piece	effective?	Audience-	www.clickz.com;	Alan	Ohnsman	and	Makiko	Kitamura	“Is	centered?	Ethical?	Using	whatever	medium	your	instructor	Toyota’s	Reputation	Finished?”	Bloomberg	Businessweek,	28
requests,	write	a	brief	analysis	of	the	piece	(no	more	than	one	January	2010,	www.businessweek.com.	page),	citing	specific	elements	from	the	piece	and	support	from	2.	Richard	L.	Daft,	Management,	6th	ed.	(Cincinnati:	Thomson	the	chapter.	South-Western,	2003),	580.	3.	Julie	Connelly,	“Youthful	Attitudes,	Sobering	Realities,”	New	Sharpening	Your
Career	Skills	Online	York	Times,	28	October	2003,	E1,	E6;	Nigel	Andrews	and	Laura	D’Andrea	Tyson,	“The	Upwardly	Global	MBA,”	Strategy	ϩ	Bovée	and	Thill’s	Business	Communication	Web	Search,	at	http://	Business36:60–69;JimMcKay,“CommunicationSkillsFound	businesscommunicationblog.com/websearch,	is	a	unique		re-	Lacking,”	Pittsburgh
Post-Gazette,	28	February	2005,	www	search	tool	designed	specifically	for	business	communication	.delawareonline.com.	research.	Use	the	Web	Search	function	to	find	an	online	video,	a	4.	Brian	Solis,	Engage!	(Hoboken:	John	Wiley	&	Sons,	2010),	podcast,	or	a	PowerPoint	presentation	that	explains	at	least	one	11–12;	“Majority	of	Global	Companies
Face	an	Engagement	essential	business	communication	skill.	Write	a	brief	email	mes-	Gap,”	Internal	Comms	Hub	website,	23	October	2007,	www	sage	to	your	instructor	or	a	post	for	your	class	blog,	describing	the	.internalcommshub.com;	Gary	L.	Neilson,	Karla	L.	Martin,	item	that	you	found	and	summarizing	the	career	skills	information	and
Elizabeth	Powers,	“The	Secrets	to	Successful	Strategy	you	learned	from	it.	Execution,”	Harvard	Business	Review,	June	2008,	61–70;	Nicholas	Carr,	“Lessons	in	Corporate	Blogging,”	Business-	IMPROVE	YOUR	GRAMMAR,	Week,	18	July	2006,	9;	Susan	Meisinger,	“To	Keep	Employees,	MECHANICS,	AND	USAGE	Talk—and	Listen—to	Them!”	HR
Magazine,	August	2006,	10.	5.	Daft,	Management,	147.	The	following	exercises	help	you	improve	your	knowledge	of	6.	Don	Hellriegel,	Susan	E.	Jackson,	and	John	W.	Slocum,	Jr.,	and	power	over	English	grammar,	mechanics,	and	usage.	Turn	Management:	A	Competency-Based	Approach	(Cincinnati:	to	the	Handbook	of	Grammar,	Mechanics,	and
Usage	at	the	end	Thomson	South-Western,	2002),	447.	of	this	book	and	review	all	of	Section	1.1	(Nouns).	Then	look	at	7.	“CEOs	to	Communicators:	‘Stick	to	Common	Sense’,”	the	following	10	items.	Underline	the	preferred	choice	within	Internal	Comms	Hub	website,	23	October	2007,	www	each	set	of	parentheses.	(Answers	to	these	exercises	appear
on	.internalcommshub.com;	“A	Writing	Competency	Model	page	AK-3.)	for	Business,”	BizCom	101.com,	14	December	2007,	www	.business-writing-courses.com;	Sue	Dewhurst	and	Liam	1.	She	remembered	placing	that	report	on	her	(bosses,	boss’s)	FitzPatrick,	“What	Should	Be	the	Competency	of	Your	IC	desk.	Team?”	white	paper,	2007,	.com.	2.	We
mustn’t	follow	their	investment	advice	like	a	lot	of	8.	Philip	C.	Kolin,	Successful	Writing	at	Work,	6th	ed.	(Boston:	(sheep,	sheeps).	Houghton	Mifflin,	2001),	17–23.	9.	Laura	L.	Myers	and	Mary	L.	Tucker,	“Increasing	Awareness	3.	Jones	founded	the	company	back	in	the	early	(1990’s,	of	Emotional	Intelligence	in	a	Business	Curriculum,”	Busi-	1990s).
ness	Communication	Quarterly,	March	2005,	44–51.	10.	Pete	Cashmore,	“10	Web	Trends	to	Watch	in	2010,”	CNN	4.	Please	send	the	(Joneses,	Jones’)	a	dozen	of	the	following:	Tech,	3	December	2009,	www.cnn.com.	(stopwatchs,	stopwatches),	canteens,	and	headbands.	11.	Stephanie	Armour,	“Music	Hath	Charms	for	Some	Workers—	Others	It	Really
Annoys,”	USA	Today,	24	March	2006,	B1–B2.	5.	Our	(attorneys,	attornies)	will	talk	to	the	group	about	12.	Paul	Martin	Lester,	Visual	Communication:	Images	with	incorporation.	Messages	(Belmont,	Calif.:	Thomson	South-Western,	2006),	6–8.	6.	Make	sure	that	all	(copys,	copies)	include	the	new	addresses.	13.	Michael	R.	Solomon,	Consumer	Behavior:
Buying,	Having,	7.	Ask	Jennings	to	collect	all	(employee’s,	employees’)	dona-	and	Being,	6th	ed.	(Upper	Saddle	River,	N.J.:	Pearson	Pren-	tice	Hall,	2004),	65.	tions	for	the	Red	Cross	drive.	14.	Anne	Field,	“What	You	Say,	What	They	Hear,”	Harvard	8.	Charlie	now	has	two	(sons-in-law,	son-in-laws)	to	help	him	Management	Communication	Letter,
Winter	2005,	3–5.	15.	Chuck	Williams,	Management,	2nd	ed.	(Cincinnati:	Thomson	with	his	two	online	(business’s,	businesses).	South-Western,	2002),	690.	9.	Avoid	using	too	many	(parentheses,	parenthesis)	when	writ-	16.	Charles	G.	Morris	and	Albert	A.	Maisto,	Psychology:	An	In-	troduction,	12th	ed.	(Upper	Saddle	River,	N.J.:	Pearson	Pren-	ing	your
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arstechnica.com;	“Undercover	Marketing	Uncovered,”	CBSnews.com,	25	July	2004,	www.cbsnews.com;	Stephanie2	Mastering	Team	Skills	and	Interpersonal	Communication	LEARNING	OBJECTIVES	After	studying	this	chapter,	you	will	be	able	to	1	List	the	advantages	and	disadvantages	of	working	in	5	Identify	three	major	modes	of	listening,	describe
the	listening	teams,	describe	the	characteristics	of	effective	teams,	process,	and	explain	the	problem	of	selective	listening	and	highlight	four	key	issues	of	group	dynamics	6	Explain	the	importance	of	nonverbal	communication,	and	2	Offer	guidelines	for	collaborative	communication,	identify	identify	six	major	categories	of	nonverbal	expression	major
collaboration	technologies,	and	explain	how	to	give	constructive	feedback	7	Explain	the	importance	of	business	etiquette,	and	identify	three	key	areas	in	which	good	etiquette	is	essential	3	List	the	key	steps	needed	to	ensure	productive	team	meetings	MyBcommLab	Where	you	see	MyBcommLab	in	this	4	Identify	the	major	technologies	used	to
enhance	or	chapter,	go	to	www.mybcommlab.com	for	additional	replace	in-person	meetings	activities	on	the	topic	being	discussed.	ON	THE	JOB:	COMMUNICATING	AT	ROSEN	LAW	FIRM	Lee	Rosen’s	Law	Firm	uses	a	wiki	to	manage	thousands	of	documents	The	Wiki	Way	to	Cut	Costs	while	boosting	teamwork	and	collaboration.	and	Build	Team
Spirit	Source:	Rosen	Law	Firm.	When	communication	tools	function	at	their	best,	they	can	34	go	beyond	mere	facilitation	to	transformation.	Such	was	the	case	at	Rosen	Law	Firm,	based	in	Raleigh,	North	Carolina.	Lee	Rosen,	the	firm’s	owner	and	chief	executive,	wanted	to	replace	an	expensive,	complicated,	and	inflexible	computer	system	that
employees	relied	on	for	everything	from	contact	lists	to	appointment	calendars	to	document	storage.	The	solution	he	chose	was	a	wiki,	the	same	technology	that	enables	nearly	100,000	people	around	the	world	to	contribute	to	Wikipedia.	The	wiki	certainly	helped	cut	costs,	and	it	did	much	more.	Besides	handling	much	of	the	firm’s	document	storage
and	formal	communication,	the	wiki	introduced	an	informal	social	element	that	is	helping	employees	bond	as	a	community.	Many	have	added	personal	pages	with	information	about	themselves,	helping	employees	get	to	know	their	colleagues	on	a	more	intimate	level.	In	implementing	the	wiki,	Rosen	faced	a	common	challenge	with	new	communication
tools:	getting	people	to	give	up	familiar	ways	of	doing	things	and	embrace	change.	Knowing	that	the	value	of	a	company	wiki	depends	on	the	level	of	employee	contribution—and	that	having	some	of	the	staff	switch	while	others	stuck	to	old	ways	would	seriously	disrupt	communication—he	encouraged	use	of	the	new	wiki	with	a	friendly	competition.
For	each	page	an	employee	created	duringC	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	35	the	three-month	competition,	he	or	she	was	given	one	possible	and	got	caught	up	in	an	“edit	war,”	repeatedly	undoing	each	combination	to	the	company	safe,	which	contained	a	$1,000	other’s	decisions.	They	eventually	reached	a
compromise	that	cash	prize.	From	time	to	time,	Rosen	also	forced	use	of	the	wiki	resolved	the	disagreement	and	had	lasting	benefits	for	teamwork	by	publishing	important	information	only	in	that	venue.	and	interpersonal	communication	across	the	firm.	According	to	Rosen,	“It	forced	everybody	to	learn	about	each	other’s	job.”1	As	often	happens
when	companies	face	significant	changes,	the	move	to	the	wiki	did	cause	some	turmoil.	Two	camps	of	www.rosen.com	employees	argued	over	the	best	way	to	organize	information	Communicating	Effectively	in	Teams	1	LEARNING	OBJECTIVE	The	teamwork	interactions	among	the	employees	at	Rosen	Law	Firm	(profiled	in	the	chap-	List	the
advantages	and	ter	opener)	represent	one	of	the	most	essential	elements	of	interpersonal	communication.	disadvantages	of	working	Collaboration—working	together	to	meet	complex	challenges—has	become	a	core	job	in	teams,	describe	the	responsibility	for	roughly	half	the	U.S.	workforce.2	No	matter	what	career	path	you	pursue,	characteristics	of
effective	teams,	it’s	a	virtual	guarantee	that	you	will	be	expected	to	collaborate	in	at	least	some	of	your	work	and	highlight	four	key	issues	activities.	Your	communication	skills	will	pay	off	handsomely	in	these	interactions,	because	of	group	dynamics.	the	productivity	and	quality	of	collaborative	efforts	depend	heavily	on	the	communication	skills	of	the
professionals	involved.	Collaboration,	working	together	to	solve	complex	problems,	is	A	team	is	a	unit	of	two	or	more	people	who	share	a	mission	and	the	responsibility	for	an	essential	skill	for	knowledge	working	to	achieve	a	common	goal.3	Problem-solving	teams	and	task	forces	assemble	to	workers	in	every	profession.	resolve	specific	issues	and
then	disband	when	their	goals	have	been	accomplished.	Such	teams	are	often	cross-functional,	pulling	together	people	from	a	variety	of	departments	who	Team	members	have	a	shared	have	different	areas	of	expertise	and	responsibility.	The	diversity	of	opinions	and	experi-	mission	and	are	collectively	ences	can	lead	to	better	decisions,	but	competing
interests	can	lead	to	tensions	that	highlight	responsible	for	their	work.	the	need	for	effective	communication.	Committees	are	formal	teams	that	usually	have	a	long	life	span	and	can	become	a	permanent	part	of	the	organizational	structure.	Commit-	tees	typically	deal	with	regularly	recurring	tasks,	such	as	an	executive	committee	that	meets	monthly
to	plan	strategies	and	review	results.	ADVANTAGES	AND	DISADVANTAGES	OF	TEAMS	Effective	teams	can	pool	knowledge,	take	advantage	of	When	teams	are	successful,	they	can	improve	productivity,	creativity,	employee	involve-	diverse	viewpoints,	and	increase	ment,	and	even	job	security.4	Teams	are	often	at	the	core	of	participative
management,	acceptance	of	solutions	the	team	the	effort	to	involve	employees	in	the	company’s	decision	making.	A	successful	team	can	proposes.	provide	a	number	of	advantages:5	MyBcommLab	●	Increased	information	and	knowledge.	By	pooling	the	experience	of	several	•	Access	this	chapter’s	individuals,	a	team	has	access	to	more	information	in
the	decision-making	process.	simulation	entitled	Interpersonal	●	Increased	diversity	of	views.	Team	members	can	bring	a	variety	of	perspectives	to	Communication	and	the	decision-making	process—as	long	as	these	diverse	viewpoints	are	guided	by	a	Teamwork,	located	at	shared	goal.6	www.mybcommlab.com.	●	Increased	acceptance	of	a	solution.
Those	who	participate	in	making	a	decision	are	Teams	need	to	avoid	the	negative	more	likely	to	support	it	and	encourage	others	to	accept	it.	impact	of	groupthink,	hidden	agendas,	and	excessive	costs.	●	Higher	performance	levels.	Working	in	teams	can	unleash	new	levels	of	creativ-	ity	and	energy	in	workers	who	share	a	sense	of	purpose	and	mutual
accountability.	Effective	teams	can	be	better	than	top-performing	individuals	at	solving	complex	problems.7	Although	teamwork	has	many	advantages,	it	also	has	a	number	of	potential	disadvan-	tages.	At	the	worst,	working	in	teams	can	be	a	frustrating	waste	of	time.	Teams	need	to	be	aware	of	and	work	to	counter	the	following	potential
disadvantages:	●	Groupthink.	Like	other	social	structures,	business	teams	can	generate	tremendous	pressures	to	conform	with	accepted	norms	of	behavior.	Groupthink	occurs	when	peer	pressures	cause	individual	team	members	to	withhold	contrary	or	unpopular	opinions.	The	result	can	be	decisions	that	are	worse	than	the	choices	the	team
members	might	have	made	individually.36	PART	1	Understanding	the	Foundations	of	Business	Communication	●	Hidden	agendas.	Some	team	members	may	have	a	hidden	agenda—private,	counter-	productive	motives,	such	as	a	desire	to	take	control	of	the	group,	to	undermine	someone	else	on	the	team,	or	to	pursue	a	business	goal	that	runs	counter
to	the	team’s	mission.	●	Cost.	Aligning	schedules,	arranging	meetings,	and	coordinating	individual	parts	of	a	project	can	eat	up	a	lot	of	time	and	money.	Effective	teams	have	a	clear	sense	CHARACTERISTICS	OF	EFFECTIVE	TEAMS	of	purpose,	open	and	honest	communication,	consensus-based	The	most	effective	teams	have	a	clear	objective	and
shared	sense	of	purpose,	have	a	strong	decision	making,	creativity,	and	sense	of	trust,	communicate	openly	and	honestly,	reach	decisions	by	consensus,	think	effective	conflict	resolution.	creatively,	and	know	how	to	resolve	conflict.8	Teams	that	have	these	attributes	can	fo-	cus	their	time	and	energy	on	their	work,	without	being	disrupted	by
destructive	conflict	(see	page	38).	In	contrast,	teams	that	lack	one	or	more	of	these	attributes	can	get	bogged	down	in	conflict	or	waste	time	and	resources	pursuing	unclear	goals.	Two	of	the	most	common	rea-	sons	cited	for	unsuccessful	teamwork	are	a	lack	of	trust	and	poor	communication.	A	lack	of	trust	can	result	from	team	members	being
suspicious	of	one	another’s	motives	or	ability	to	contribute.9	Communication	breakdowns	are	most	likely	to	occur	when	teams	operate	across	cultures,	countries,	or	time	zones.10	Group	dynamics	are	the	GROUP	DYNAMICS	interactions	and	interpersonal	processes	that	take	place	in	a	team.	The	interactions	and	processes	that	take	place	among	the
members	of	a	team	are	called	group	dynamics.	Productive	teams	tend	to	develop	clear	norms,	informal	standards	Each	member	of	a	group	plays	a	of	conduct	that	members	share	and	that	guide	member	behavior.	Group	dynamics	are	role	that	affects	the	outcome	of	the	influenced	by	several	factors:	the	roles	that	team	members	assume,	the	current
phase	group’s	activities.	of	team	development,	the	team’s	success	in	resolving	conflict,	and	the	team’s	success	in	overcoming	resistance.	Assuming	Team	Roles	Members	of	a	team	can	play	various	roles,	which	fall	into	three	categories	(see	Table	2.1).	Members	who	assume	self-oriented	roles	are	motivated	mainly	to	fulfill	personal	needs,	so	they	tend
to	be	less	productive	than	other	members.	“Dream	teams”	composed	of	mul-	tiple	superstars	often	don’t	perform	as	well	as	one	might	expect	because	high-performing	individuals	can	have	trouble	putting	the	team’s	needs	ahead	of	their	own.11	In	addition,	highly	skilled	and	experienced	people	with	difficult	personalities	might	not	contribute	for	the
simple	reason	that	other	team	members	may	avoid	interacting	with	them.12	Far	more	likely	to	contribute	to	team	goals	are	members	who	assume	team-maintenance	roles	to	TABLE	2.1	Team	Roles—Functional	and	Dysfunctional	Dysfunctional:	Self-Oriented	Roles	Functional:	Team-Maintenance	Roles	Functional:	Task-Facilitating	Roles	Controlling:
Dominating	others	by	exhibiting	Encouraging:	Drawing	out	other	members	by	Initiating:	Getting	the	team	started	on	a	line	superiority	or	authority	showing	verbal	and	nonverbal	support,	praise,	of	inquiry	or	agreement	Withdrawing:	Retiring	from	the	team	either	Information	giving	or	seeking:	Offering	by	becoming	silent	or	by	refusing	to	deal	with
Harmonizing:	Reconciling	differences	among	(or	seeking)	information	relevant	to	questions	a	particular	aspect	of	the	team’s	work	team	members	through	mediation	or	by	using	facing	the	team	humor	to	relieve	tension	Attention	seeking:	Calling	attention	to	oneself	Coordinating:	Showing	relationships	among	and	demanding	recognition	from	others
Compromising:	Offering	to	yield	on	a	point	in	ideas,	clarifying	issues,	summarizing	what	the	the	interest	of	reaching	a	mutually	acceptable	team	has	done	Diverting:	Focusing	the	team’s	discussion	on	decision	topics	of	interest	to	the	individual	rather	than	on	Procedure	setting:	Suggesting	decision-	those	relevant	to	the	task	making	procedures	that
will	move	the	team	toward	a	goalC	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	37	1.	Orientation	2.	Conflict	3.	Brainstorming	4.	Emergence	5.	Reinforcement	Team	members	Different	Team	members	The	team	reaches	The	team	explore	their	get	to	know	opinions	and	options	and	a	consensus	on	re-establishes	each	other	and
perspectives	evaluate	the	chosen	harmony	and	establish	roles.	begin	to	emerge.	alternatives.	decision.	makes	plans	to	put	the	decision	into	action.	Figure	2.1	Phases	of	Group	Development	Groups	generally	progress	through	several	stages	on	their	way	to	becoming	productive	and	reaching	their	objectives.	Sources:	Adapted	from	B.	Aubrey	Fisher,
Small	Group	Decision	Making:	Communication	and	the	Group	Process,	2nd	ed.	(New	York:	McGraw-Hill,	1980),	145–149;	Robbins	and	De	Cenzo,	Fundamentals	of	Management,	334–335;	Richard	L.	Daft,	Management,	6th	ed.	(Cincinnati:	Thomson	South-Western,	2003),	602–603.	help	everyone	work	well	together	and	those	who	assume	task-
facilitating	roles	to	help	the	Teams	typically	evolve	team	reach	its	goals.13	through	a	variety	of	phases,	such	as	orientation,	conflict,	Allowing	for	Team	Evolution	brainstorming,	emergence,	and	reinforcement.	Teams	typically	evolve	through	a	number	of	phases	on	their	way	to	becoming	productive	(see	Figure	2.1).	A	variety	of	models	have	been
proposed	to	describe	the	evolution	toward	Conflict	in	teams	can	be	either	becoming	a	productive	team.	Here	is	how	one	commonly	used	model	identifies	the	phases	constructive	or	destructive.	a	problem-solving	team	goes	through	as	it	evolves:14	1.	Orientation.	Team	members	socialize,	establish	their	roles,	and	begin	to	define	their	task	or	purpose.
Team-building	exercises	and	activities	can	help	teams	break	down	barriers	and	develop	a	sense	of	shared	purpose.15	For	geographically	dispersed	virtual	teams,	creating	a	“team	operating	agreement”	that	sets	expectations	for	online	meetings,	communication	processes,	and	decision	making	can	help	overcome	the	disadvantages	of	distance.16	2.
Conflict.	Team	members	begin	to	discuss	their	positions	and	become	more	asser-	tive	in	establishing	their	roles.	Disagreements	and	uncertainties	are	natural	in	this	phase.	3.	Brainstorming.	Team	members	air	all	the	options	and	fully	discuss	the	pros	and	cons.	At	the	end	of	this	phase,	members	begin	to	settle	on	a	single	solution	to	the	problem.	Note
that	while	group	brainstorming	remains	a	highly	popular	activity	in	today’s	com-	panies,	it	may	not	always	be	the	most	productive	way	to	generate	new	ideas.	Some	re-	search	indicates	that	having	people	brainstorm	individually	and	then	bring	their	ideas	to	a	group	meeting	is	more	successful.17	4.	Emergence.	Consensus	is	reached	when	the	team
finds	a	solution	that	all	members	are	willing	to	support	(even	if	they	have	reservations).	5.	Reinforcement.	The	team	clarifies	and	summarizes	the	agreed-upon	solution.	Mem-	bers	receive	their	assignments	for	carrying	out	the	group’s	decision,	and	they	make	arrangements	for	following	up	on	those	assignments.	You	may	also	hear	the	process	defined
as	forming,	storming,	norming,	performing,	and	adjourning,	the	phases	identified	by	researcher	Bruce	Tuckman	when	he	proposed	one	of	the	earliest	models	of	group	development.18	Regardless	of	the	model	you	con-	sider,	these	stages	are	a	general	framework	for	team	development.	Some	teams	may	move	forward	and	backward	through	several
stages	before	they	become	productive,	and	other	teams	may	be	productive	right	away,	even	while	some	or	all	members	are	in	a	state	of	conflict.19	Resolving	Conflict	Conflict	in	team	activities	can	arise	for	a	number	of	reasons:	competition	for	resources,	disagreement	over	goals	or	responsibilities,	poor	communication,	power	struggles,	or
fundamental	differences	in	values,	attitudes,	and	personalities.20	Although	the	term	conflict	sounds	negative,	conflict	isn’t	necessarily	bad.	Conflict	can	be	constructive	if38	PART	1	Understanding	the	Foundations	of	Business	Communication	REAL-TIME	UPDATES	it	forces	important	issues	into	the	open,	increases	the	in-	Learn	More	by	Watching	This
Video	volvement	of	team	members,	and	generates	creative	ideas	Use	negotiation	skills	to	resolve	conflicts	for	solving	a	problem.	Teamwork	isn’t	necessarily	about	happiness	and	harmony;	even	teams	that	have	some	in-	Learn	how	to	resolve	conflicts	through	the	win–win	strategies	of	terpersonal	friction	can	excel	with	effective	leadership	and
empathetic	negotiation.	Go	to	team	players	committed	to	strong	results.	As	teamwork	and	click	on	Learn	More.	If	you	are	using	MyBcommLab,	you	can	experts	Andy	Boynton	and	Bill	Fischer	put	it,	“Virtuoso	access	Real-Time	Updates	within	each	chapter	or	under	Student	teams	are	not	about	getting	polite	results.”21	Study	Tools.	In	contrast,	conflict
is	destructive	if	it	diverts	energy	from	more	important	issues,	destroys	the	morale	of	teams	or	individual	team	members,	or	polarizes	or	divides	the	Destructive	conflict	can	lead	to	team.22	Destructive	conflict	can	lead	to	win–lose	or	lose–lose	outcomes,	in	which	one	win–lose	or	lose–lose	outcomes.	or	both	sides	lose,	to	the	detriment	of	the	entire	team.
If	you	approach	conflict	with	the	idea	that	both	sides	can	satisfy	their	goals	to	at	least	some	extent	(a	win–win	strategy),	you	can	minimize	losses	for	everyone.	For	a	win-win	strategy	to	work,	everybody	must	believe	that	(1)	it’s	possible	to	find	a	solution	that	both	parties	can	accept,	(2)	cooperation	is	better	for	the	organization	than	competition,	(3)
the	other	party	can	be	trusted,	and	(4)	greater	power	or	status	doesn’t	entitle	one	party	to	impose	a	solution.	The	following	seven	measures	can	help	team	members	successfully	resolve	conflict:	●	Proactive	behavior.	Deal	with	minor	conflict	before	it	becomes	major	conflict.	●	Communication.	Get	those	directly	involved	in	a	conflict	to	participate	in
resolving	it.	●	Openness.	Get	feelings	out	in	the	open	before	dealing	with	the	main	issues.	●	Research.	Seek	factual	reasons	for	a	problem	before	seeking	solutions.	●	Flexibility.	Don’t	let	anyone	lock	into	a	position	before	considering	other	solutions.	●	Fair	play.	Insist	on	fair	outcomes	and	don’t	let	anyone	avoid	a	fair	solution	by	hiding	behind	the
rules.	●	Alliance.	Get	opponents	to	fight	together	against	an	“outside	force”	instead	of	against	each	other.	When	you	encounter	resistance	Overcoming	Resistance	or	hostility,	try	to	maintain	your	composure	and	address	the	other	One	particular	type	of	conflict	that	can	affect	team	progress	is	resistance	to	change.	person’s	emotional	needs.	Sometimes
this	resistance	is	clearly	irrational,	such	as	when	people	resist	any	kind	of	change,	whether	it	makes	sense	or	not.	Sometimes,	however,	resistance	is	perfectly	logi-	cal.	A	change	may	require	someone	to	relinquish	authority	or	give	up	comfortable	ways	of	doing	things.	If	someone	is	resisting	change,	you	can	be	persuasive	with	calm,	reasonable
communication:	●	Express	understanding.	You	might	say,	“I	understand	that	this	change	might	be	difficult,	and	if	I	were	in	your	position,	I	might	be	reluctant	myself.”	Help	the	other	person	relax	and	talk	about	his	or	her	anxiety	so	that	you	have	a	chance	to	offer	reassurance.23	●	Bring	resistance	out	into	the	open.	When	people	are	noncommittal	and
silent,	they	may	be	tuning	you	out	without	even	knowing	why.	Continuing	with	your	argument	is	futile.	Deal	directly	with	the	resistance,	without	accusing.	You	might	say,	“You	seem	to	have	reservations	about	this	idea.	Have	I	made	some	faulty	assumptions?”	Such	questions	force	people	to	face	and	define	their	resistance.24	●	Evaluate	others’
objections	fairly.	Use	active	listening	to	focus	on	what	the	other	person	is	expressing,	both	the	words	and	the	feelings.	Get	the	person	to	open	up	so	that	you	can	understand	the	basis	for	the	resistance.	Others’	objections	may	raise	legiti-	mate	points	that	you’ll	need	to	discuss,	or	they	may	reveal	problems	that	you’ll	need	to	minimize.25	Hold	your
arguments	until	the	other	person	is	ready	for	them.	Getting	your	point	across	depends	as	much	on	the	other	person’s	frame	of	mind	as	it	does	on	your	arguments.	You	can’t	assume	that	a	strong	argument	will	speak	for	itself.	By	becoming	more	audience	centered,	you	will	learn	to	address	the	other	person’s	emotional	needs	first.C	H	AP	T	ER	2
Mastering	Team	Skills	and	Interpersonal	Communication	39	Collaborating	on	Communication	Efforts	2	LEARNING	OBJECTIVE	You	should	expect	to	collaborate	on	a	wide	variety	of	research,	writing,	design,	and	presen-	Offer	guidelines	for	collaborative	tation	projects	in	your	career.	When	teams	collaborate,	the	collective	energy	and	expertise
communication,	identify	major	of	the	various	members	can	lead	to	results	that	transcend	what	each	individual	could	do	collaboration	technologies,	and	otherwise.26	However,	collaborating	on	team	messages	requires	special	effort;	the	following	explain	how	to	give	constructive	section	offers	a	number	of	helpful	guidelines.	feedback.	GUIDELINES
FOR	COLLABORATIVE	WRITING	Successful	collaboration	on	writing	projects	requires	a	number	In	any	collaborative	effort,	team	members	coming	from	different	backgrounds	may	have	of	steps,	from	selecting	the	different	work	habits	or	priorities:	A	technical	expert	may	focus	on	accuracy	and	scientific	right	partners	and	agreeing	on	standards,	an
editor	may	be	more	concerned	about	organization	and	coherence,	and	a	man-	project	goals	to	establishing	clear	ager	may	focus	on	schedules,	cost,	and	corporate	goals.	In	addition,	team	members	differ	in	processes	and	avoiding	writing	writing	styles,	work	habits,	and	personality	traits.	as	a	group.	To	collaborate	effectively,	everyone	involved	must	be
flexible	and	open	to	other	opin-	ions,	focusing	on	team	objectives	rather	than	on	individual	priorities.27	Successful	writers	know	that	most	ideas	can	be	expressed	in	many	ways,	so	they	avoid	the	“my	way	is	best”	attitude.	The	following	guidelines	will	help	you	collaborate	more	successfully:28	●	Select	collaborators	carefully.	Whenever	possible,
choose	a	combination	of	people	who	together	have	the	experience,	information,	and	talent	needed	for	each	project.	●	Agree	on	project	goals	before	you	start.	Starting	without	a	clear	idea	of	what	the	team	hopes	to	accomplish	inevitably	leads	to	frustration	and	wasted	time.	●	Give	your	team	time	to	bond	before	diving	in.	If	people	haven’t	had	the
opportunity	to	work	together	before,	make	sure	they	can	get	to	know	each	other	before	being	asked	to	collaborate.	●	Clarify	individual	responsibilities.	Because	members	will	be	depending	on	each	other,	make	sure	individual	responsibilities	are	clear.	●	Establish	clear	processes.	Make	sure	everyone	knows	how	the	work	will	be	managed	from	start	to
finish.	●	Avoid	composing	as	a	group.	The	actual	composition	is	the	only	part	of	developing	team	messages	that	usually	does	not	benefit	from	group	participation.	Brainstorming	the	wording	of	short	pieces	of	text,	particularly	headlines,	slogans,	and	other	high-	visibility	elements,	can	be	an	effective	way	to	stimulate	creative	word	choices.	However,
for	longer	projects,	you	will	usually	find	it	more	efficient	to	plan,	research,	and	outline	together	but	assign	the	task	of	writing	to	one	person	or	divide	larger	projects	among	multiple	writers.	If	you	divide	the	writing,	try	to	have	one	person	do	a	final	revision	pass	to	ensure	a	consistent	style.	●	Make	sure	tools	and	techniques	are	ready	and	compatible
across	the	team.	Even	minor	details	such	as	different	versions	of	software	can	delay	projects.	●	Check	to	see	how	things	are	going	along	the	way.	Don’t	assume	that	everything	is	working	just	because	you	don’t	hear	anything	negative.	TECHNOLOGIES	FOR	COLLABORATIVE	WRITING	A	wide	variety	of	collaboration	tools	now	exist	to	help	A	variety	of
collaboration	tools	exist	to	help	teams	write	together.	Among	the	simpler	professionals	work	on	reports,	tools	are	group	review	and	editing	features	in	word	processing	software	and	the	Adobe	presentations,	and	other	Acrobat	electronic	document	system	(PDF	files)	and	web-based	document	systems	communication	efforts.	such	as	Google	Docs.	More
complex	solutions	include	content	management	systems	that	organize	and	control	the	content	for	many	websites	(particularly	larger	corporate	Wiki	benefits	include	simple	sites).	As	the	chapter	opening	story	about	Rosen	Law	Firm	discusses,	a	wiki	(from	operation	and	the	ability	to	post	the	Hawaiian	word	for	quick)	is	a	website	that	allows	anyone
with	access	to	add	new	new	or	revised	material	instantly	material	and	edit	existing	material	(see	Figure	2.2	on	the	next	page).	Chapter	14	offers	without	a	formal	review	process.	guidelines	for	effective	wiki	collaboration.	The	key	benefits	of	wikis	include	simple	operation—writers	don’t	need	to	know	any	of	the	techniques	normally	required	to	create
web	content—and	the	freedom	to	post	new	or	revised	material	without	prior	approval.	This	approach	is	quite	different	from	a	content	management40	PART	1	Understanding	the	Foundations	of	Business	Communication	Teams	can	use	a	The	system	tracks	variety	of	analysis,	action	items	so	that	planning,	and	everyone	knows	who	is	decision-making
tools,	responsible	for	which	including	agendas,	tasks	and	can	see	the	cost-benefit	tables,	status	of	all	open	and	quick	polls.	tasks.	Participants	can	add	Each	participant	can	to	this	diagram	as	the	see	how	many	action	team	brainstorms	(a	items	he	or	she	has	on	SWOT	diagram	is	a	the	current	project.	planning	tool	that	identifies	strengths,	weaknesses,
opportunities,	and	threats).	Figure	2.2	Collaboration	Technologies	Collaboration	technologies	such	as	SAP’s	StreamWork	system	help	team	members	work	together	in	real	time,	with	documents,	decisions,	messages,	and	other	vital	project	elements	accessible	to	everyone.	Source:	©	Copyright	2011.	SAP	AG.	All	rights	reserved.	Give	wiki	writing	a	try
using	system,	in	which	both	the	organization	of	the	website	and	the	work	flow	(the	rules	for	creating,	the	unique	Bovée-Thill	editing,	reviewing,	and	approving	content)	are	tightly	controlled.29	A	content	management	wiki	simulator.	Visit	system	is	a	great	tool	for	maintaining	consistent	presentation	on	a	company’s	primary	public	website,	whereas	a
wiki	allows	a	team	to	collaborate	with	speed	and	flexibility.	.com/ebc10,	click	on	Student	Assignments,	and	then	click	on	Enterprise	wiki	systems	extend	the	wiki	concept	with	additional	features	for	business	use	any	of	the	wiki	exercises.	that	ensure	information	quality	and	confidentiality	and	also	provide	the	speed	and	flexibility	of	a	wiki.	For	instance,
access	control	lets	a	team	leader	identify	who	is	allowed	to	read	and	modify	a	wiki.	Change	monitoring	alerts	team	members	when	significant	changes	or	additions	are	made.	And	rollback	allows	a	team	to	“travel	back	in	time”	to	see	all	previous	versions	of	pages.30	Groupware	is	a	general	term	for	computer-based	systems	that	let	people
communicate,	share	files,	review	previous	message	threads,	work	on	documents	simultaneously,	and	connect	using	social	networking	tools.	These	systems	help	companies	capture	and	share	knowledge	from	multiple	experts,	bringing	greater	insights	to	bear	on	tough	challenges.31	Shared	workspaces	are	online	“virtual	offices”	that	give	everyone	on	a
team	access	to	the	same	set	of	resources	and	information:	databases,	calendars,	project	plans,	pertinent	mes-	saging	and	exchanges,	reference	materials,	and	team-created	documents	(see	Figure	2.3).	You	may	see	some	of	these	workspaces	referred	to	as	intranets	(restricted-access	websites	that	are	open	to	employees	only)	or	extranets	(restricted
sites	that	are	available	to	employees	and	to	outside	parties	by	invitation	only).	In	the	coming	years,	keep	an	eye	out	for	emerging	technologies	that	can	help	teams	collaborate	in	new	ways.	For	example,	cloud	computing,	a	somewhat	vague	term	for	“on-demand”	software	capabilities	delivered	over	the	Internet,	promises	to	expand	the	ways	in	which
geographically	dispersed	teams	can	collaborate	quickly	and	inexpensively.32	Social	networking	technologies	are	SOCIAL	NETWORKS	AND	VIRTUAL	COMMUNITIES	becoming	vital	communication	links	in	many	companies.	Chapter	1	explains	how	social	media	and	the	Web	2.0	approach	are	revolutionizing	business	communication.	Within	that
context,	social	networking	technologies	are	redefining	team-	work	and	team	communication	by	helping	erase	the	constraints	of	geographic	and	organi-	zation	boundaries.	In	addition	to	enabling	and	enhancing	teamwork,	social	networks	haveC	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	41	Each	project	and	The	system
tracks	all	program	gets	its	own	recent	activity	on	a	workspace,	which	can	project,	creating	a	be	shared	with	searchable	record	of	designated	users	messages,	task	inside	or	outside	the	assignments,	and	company.	other	important	details.	Within	each	workspace,	the	system	organizes	tasks,	links,	messages,	project	assignments,	message	archives,	and
all	the	other	resources	a	team	needs.	Figure	2.3	Shared	Workspaces	Zig	Marketing	uses	the	WizeHive	platform	to	create	shared	online	workspaces	for	its	employees,	business	partners,	and	clients.	Source:	Used	with	permission	of	WizeHive-Zig	Marketing.	numerous	other	business	applications	and	benefits;	see	Table	7.1	on	page		189	for	more
information.	The	two	fundamental	elements	of	any	social	networking	technology	are	profiles	(the	information	stored	about	each	member	of	the	network)	and	connections	(mechanisms	for	finding	and	communicating	with	other	members).33	If	you’re	familiar	with	Facebook,	you	have	a	basic	idea	of	how	social	networks	function.	Thousands	of	companies
now	use	Face-	book,	but	you	may	also	encounter	networks	created	specifically	for	business	use,	the	most	significant	being	LinkedIn	(www.linkedin.com).	Others	include	Ryze	(www.ryze.com),	Spoke	(www.spoke.com),	and	Xing	(www.xing.com).	Some	companies	use	social	networking	technologies	to	form	virtual	communities	or	A	community	of
practice	links	communities	of	practice	that	link	employees	with	similar	professional	interests	throughout	professionals	with	similar	the	company	and	sometimes	with	customers	and	suppliers	as	well.	The	huge	advantage	that	job	interests;	a	key	benefit	social	networking	brings	to	these	team	efforts	is	in	identifying	the	best	people	to	collaborate	is
accumulating	long-term	on	each	problem	or	project,	no	matter	where	they	are	around	the	world	or	what	their	official	organizational	knowledge.	roles	are	in	the	organization.	Such	communities	are	similar	to	teams	in	many	respects,	but	one	major	difference	is	in	the	responsibility	for	accumulating	organizational	knowledge	over	the	long	term.	For
example,	the	pharmaceutical	company	Pfizer	has	a	number	of	per-	manent	product	safety	communities	that	provide	specialized	advice	on	drug	safety	issues	to	researchers	all	across	the	company.34	Social	networking	can	also	help	a	company	maintain	a	REAL-TIME	UPDATES	sense	of	community	even	as	it	grows	beyond	the	size	that	Learn	More	by
Reading	This	PDF	normally	permits	a	lot	of	daily	interaction.	At	the	online	Social	networks	for	professionals	retailer	Zappos,	fostering	a	supportive	work	environment	is	the	company’s	top	priority.	To	encourage	the	sense	of	com-	See	several	intriguing	new	examples	of	social	networks	designed	munity	among	its	expanding	workforce,	Zappos	uses
social	exclusively	for	members	of	certain	professions	or	industries.	Go	to	networking	tools	to	track	employee	connections	and	encour-	and	click	on	Learn	More.	If	age	workers	to	reach	out	and	build	relationships.35	you	are	using	MyBcommLab,	you	can	access	Real-Time	Updates	within	each	chapter	or	under	Student	Study	Tools.	GIVING—AND
RESPONDING	TO—	When	you	give	writing	feedback,	CONSTRUCTIVE	FEEDBACK	make	it	constructive	by	focusing	on	how	the	material	can	be	Aside	from	processes	and	tools,	collaborative	communication	often	involves	giving	improved.	and	receiving	feedback	about	writing	efforts.	Constructive	feedback,	sometimes	called	constructive	criticism,
focuses	on	the	process	and	outcomes	of	communication,	not	on42	PART	1	Understanding	the	Foundations	of	Business	Communication	TABLE	2.2	Giving	Constructive	Feedback	How	to	Be	Constructive	Explanation	Think	through	your	suggested	Many	business	documents	must	illustrate	complex	changes	carefully.	relationships	between	ideas	and	other
information,	so	isolated	and	superficial	edits	can	do	more	harm	than	good.	Discuss	improvements	rather	than	flaws.	Instead	of	saying	“this	is	confusing,”	for	instance,	explain	how	the	writing	can	be	improved	to	make	it	clearer.	Focus	on	controllable	behavior.	The	writer	may	not	have	control	over	every	variable	that	affected	the	quality	of	the	message,
so	focus	on	those	aspects	the	writer	can	control.	Be	specific.	Comments	such	as	“I	don’t	get	this”	or	“Make	this	clearer”	don’t	give	the	writer	much	direction.	Keep	feedback	impersonal.	Focus	comments	on	the	message,	not	on	the	person	who	created	it.	Verify	understanding.	If	in	doubt,	ask	for	confirmation	from	the	recipient	to	make	sure	that	the
person	understood	your	feedback.	Time	your	feedback	carefully.	Respond	in	a	timely	fashion	so	that	the	writer	will	have	sufficient	time	to	implement	the	changes	you	suggest.	Highlight	any	limitations	your	feedback	may	If	you	didn’t	have	time	to	give	the	document	a	thorough	edit,	have.	or	if	you’re	not	an	expert	in	some	aspect	of	the	content,	let	the
writer	know	so	that	he	or	she	can	handle	your	comments	appropriately.	When	you	receive	constructive	the	people	involved	(see	Table	2.2).	In	contrast,	destructive	feedback	delivers	criticism	feedback	on	your	writing,	keep	with	no	guidance	to	stimulate	improvement.36	For	example,	“This	proposal	is	a	confusing	your	emotions	in	check	and	view	mess,
and	you	failed	to	convince	me	of	anything”	is	destructive	feedback.	Your	goal	is	to	it	as	an	opportunity	to	improve.	be	more	constructive:	“Your	proposal	could	be	more	effective	with	a	clearer	description	of	the	manufacturing	process	and	a	well-organized	explanation	of	why	the	positives	outweigh	the	negatives.”	When	giving	feedback,	avoid	personal
attacks	and	give	the	person	clear	guidelines	for	improvement.	Also,	think	carefully	about	which	media	to	use	when	you	give	feedback.	For	example,	you	might	find	it	helpful	to	convey	details	in	writing	(such	as	when	using	revision	marks	and	commenting	features	in	word	processing	software)	but	discuss	“big	pictures”	issues	or	sensitive	matters	in
person	or	on	the	phone.	Written	feedback	by	itself	can	be	jarring	to	the	recipient,	so	a	phone	call	to	accompany	your	notes	can	help	you	maintain	a	positive	working	relationship.	(You’ll	learn	more	about	the	strengths	and	weak-	nesses	of	various	media	in	Chapter	4.)	When	you	receive	constructive	feedback,	resist	the	understandable	urge	to	defend
your	work	or	deny	the	validity	of	the	feedback.	Remaining	open	to	criticism	isn’t	easy	when	you’ve	poured	your	heart	and	soul	into	a	project,	but	good	feedback	provides	a	valuable	opportunity	to	learn	and	to	improve	the	quality	of	your	work.	3	LEARNING	OBJECTIVE	Making	Your	Meetings	More	Productive	List	the	key	steps	needed	to	ensure	Much
of	your	workplace	communication	will	occur	during	in-person	or	online	meetings,	productive	team	meetings.	so	to	a	large	degree,	your	ability	to	contribute	to	the	company—and	to	be	recognized	for	your	contributions—will	depend	on	your	meeting	skills.	Well-run	meetings	can	help	com-	panies	solve	problems,	develop	ideas,	and	identify	opportunities.
Meetings	can	also	be	a	great	way	to	promote	team	building	through	the	experience	of	social	interaction.37	As	usefulC	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	43	as	meetings	can	be,	though,	they	can	be	a	waste	of	time	if	they	aren’t	planned	and	managed	Much	of	the	communication	you’ll	well.	You	can	help	ensure
productive	meetings	by	preparing	carefully,	conducting	meetings	participate	in	will	take	place	in	efficiently,	and	using	meeting	technologies	wisely.	meetings.	PREPARING	FOR	MEETINGS	To	ensure	a	successful	meeting,	decide	on	your	purpose	ahead	of	The	first	step	in	preparing	for	a	meeting	is	to	make	sure	the	meeting	is	really	necessary.	time,
select	the	right	participants,	Meetings	can	consume	hundreds	or	thousands	of	dollars	of	productive	time	while	taking	choose	the	venue	and	time,	and	set	people	away	from	other	work,	so	don’t	hold	a	meeting	if	some	other	form	of	communica-	a	clear	agenda.	tion	(such	as	a	blog	post)	can	serve	the	purpose	as	effectively.38	If	a	meeting	is	truly	neces-
sary,	proceed	with	these	four	planning	tasks:	●	Clarify	your	purpose.	Most	meetings	are	one	of	two	types:	Informational	meet-	ings	involve	sharing	information	and	perhaps	coordinating	action.	Decision-making	meetings	involve	analysis,	problem	solving,	and	in	many	cases,	persuasive	communica-	tion.	Whatever	your	purpose,	make	sure	it	is	clear
and	specific—and	clearly	communi-	cated	to	all	participants.	●	Select	participants	for	the	meeting.	The	rule	here	is	simple:	Invite	everyone	who	really	needs	to	be	involved,	and	don’t	invite	anyone	who	doesn’t.	For	decision-making	meetings,	for	example,	invite	only	those	people	who	are	in	a	direct	position	to	help	the	meeting	reach	its	objective.	●
Choose	the	venue	and	the	time.	Online	meetings	(see	page	45	on	the	next	page)	are	often	the	best	way	and	sometimes	the	only	way	to	connect	people	in	multiple	locations	or	to	reach	large	audiences.	For	onsite	meetings,	review	the	facility	and	the	seating	arrangements.	Are	rows	of	chairs	suitable,	or	do	you	need	a	conference	table	or	some	other
arrangement?	Pay	attention	to	room	temperature,	lighting,	ventilation,	acoustics,	and	refreshments;	these	details	can	make	or	break	a	meeting.	If	you	have	control	over	the	timing,	morning	meetings	are	often	more	productive	because	people	are	generally	more	alert	and	not	yet	engaged	with	the	work	of	the	day.	●	Set	the	agenda.	People	who	will	be
presenting	information	need	to	know	what	is	expected	of	them,	nonpresenters	need	to	know	what	will	be	presented	so	they	can	prepare	questions,	and	everyone	needs	to	know	how	long	the	meeting	will	last.	In	addition,	the	agenda	is	an	important	tool	for	guiding	the	progress	of	the	meeting	(see	Figure	2.4	on	the	next	page).	CONDUCTING	AND
CONTRIBUTING	TO	EFFICIENT	MEETINGS	Everyone	shares	the	responsibility	for	successful	meetings.	Everyone	in	a	meeting	shares	the	responsibility	for	making	the	meeting	productive.	If	you’re	the	designated	leader	of	a	meeting,	however,	you	have	an	extra	degree	of	respon-	sibility	and	accountability.	The	following	guidelines	will	help	leaders
and	participants	contribute	to	more	effective	meetings:	●	Keep	the	discussion	on	track.	A	good	meeting	leader	draws	out	the	best	ideas	the	group	has	to	offer	and	resolves	differences	of	opinion	while	maintaining	progress	toward	achieving	the	meeting’s	purpose	and	staying	on	schedule.	●	Follow	agreed-upon	rules.	The	larger	the	meeting,	the	more
formal	you	need	to	be	to	maintain	order.	Formal	meetings	use	parliamentary	procedure,	a	time-tested	method	for	planning	and	running	effective	meetings.	The	best-known	guide	to	this	procedure	is	Robert’s	Rules	of	Order	(www.robertsrules.com).	●	Encourage	participation.	On	occasion,	some	participants	will	be	too	quiet	and	others	too	talkative.
The	quiet	participants	may	be	shy,	they	may	be	expressing	disagreement	or	resistance,	or	they	may	be	working	on	unrelated	tasks.	Draw	them	out	by	asking	for	their	input	on	issues	that	pertain	to	them.	●	Participate	actively.	If	you’re	a	meeting	participant,	look	for	opportunities	to	contribute	to	both	the	subject	of	the	meeting	and	the	smooth
interaction	of	the	group.	Speak	up44	PART	1	Understanding	the	Foundations	of	Business	Communication	MyBcommLab	Apply	Figure	2.4’s	key	concepts	by	revising	a	new	document.	Go	to	Chapter	2	in	www.mybcommlab.com	and	select	Document	Makeovers.	Figure	2.4	Typical	Meeting	Agenda	Agenda	formats	vary	widely,	depending	on	the
complexity	of	the	meeting	and	the	presentation	technologies	that	will	be	used.	For	an	online	meeting,	for	instance,	a	good	approach	is	to	first	send	a	detailed	planning	agenda	in	advance	of	the	meeting	so	that	presenters	know	what	they	need	to	prepare,	then	create	a	simpler	display	agenda	such	as	this	to	guide	the	progress	of	the	meeting.	if	you	have
something	useful	to	say	but	don’t	monopolize	the	discussion	or	talk	simply	to	bring	attention	to	yourself.	●	Close	effectively.	At	the	conclusion	of	the	meeting,	verify	that	the	objectives	have	been	met	or	arrange	for	follow-up	work,	if	needed.	Either	summarize	the	general	conclusion	of	the	discussion	or	the	actions	to	be	taken.	Make	sure	all	participants
have	a	chance	to	clear	up	any	misunderstandings.	To	review	the	tasks	that	contribute	to	productive	meetings,	refer	to	“Checklist:	Improv-	ing	Meeting	Productivity.”	For	formal	meetings,	it’s	good	practice	to	appoint	one	person	to	record	the	minutes,	a	summary	of	the	important	information	presented	and	the	decisions	made	during	a	meet-	ing.	In
smaller	or	informal	meetings,	attendees	often	make	their	own	notes	on	their	copies	of	the	agenda.	In	either	case,	a	clear	record	of	the	decisions	made	and	the	people	responsible	for	follow-up	action	is	essential.	If	your	company	doesn’t	have	a	specific	format	for	minutes,	follow	the	generic	format	shown	in	Figure	2.5.	✓Checklist	Improving	Meeting
Productivity	A.	Prepare	carefully.	B.	Lead	effectively	and	participate	fully.	●	Make	sure	the	meeting	is	necessary.	●	Keep	the	meeting	on	track.	●	Decide	on	your	purpose.	●	Follow	agreed-upon	rules.	●	Select	participants	carefully.	●	Encourage	participation.	●	Choose	the	venue	and	the	time.	●	Participate	actively.	●	Establish	and	distribute	a	clear
agenda.	●	Close	effectively.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	45	The	post	title	and	header	clearly	indicate	the	meeting	to	which	these	minutes	pertain.	The	“Present”	and	“Absent”	lists	verify	who	did	and	did	not	attend.	The	body	summarizes	outcomes,	not	entire	discussions:	Reminds	everyone	of	what	took	place
Shows	who	is	responsible	for	which	follow-up	tasks	Summarizes	all	decisions	and	suggestions	made	Figure	2.5	Typical	Minutes	of	a	Meeting	MyBcommLab	Intranet	and	blog	postings	are	a	common	way	to	distribute	meeting	minutes.	The	specific	format	of	the	minutes	is	less	important	than	making	sure	you	record	Apply	Figure	2.5's	key	concepts	by
revising	a	new	all	the	key	information,	particularly	regarding	responsibilities	that	were	assigned	document.	Go	to	Chapter	2	in	www.mybcommlab.com	during	the	meeting.	Key	elements	include	a	list	of	those	present	and	a	list	of	those	and	select	Document	Makeovers.	who	were	invited	but	didn’t	attend,	followed	by	the	times	the	meeting	started	and
ended,	all	major	decisions	reached	at	the	meeting,	all	assignments	of	tasks	to	meeting	participants,	and	all	subjects	that	were	deferred	to	a	later	meeting.	In	addition,	the	minutes	objectively	summarize	important	discussions,	noting	the	names	of	those	who	contributed	major	points.	Outlines,	subheadings,	and	lists	help	organize	the	minutes;	additional
documentation	(such	as	tables	or	charts	submitted	by	meeting	participants)	is	noted	in	the	minutes	and	attached.	Many	companies	now	post	meeting	minutes	on	internal	websites	for	easy	reference.	Using	Meeting	Technologies	4	LEARNING	OBJECTIVE	A	growing	array	of	technologies	enables	professionals	to	enhance	or	even	replace	tradi-	Identify
the	major	technologies	tional	meetings.	Replacing	in-person	meetings	with	long-distance,	virtual	interaction	can	used	to	enhance	or	replace	dramatically	reduce	costs	and	resource	usage,	reduce	wear	and	tear	on	employees,	and	give	in-person	meetings.	teams	access	to	a	wider	pool	of	expertise.	For	example,	by	meeting	customers	and	business
partners	online	instead	of	in	person,	during	a	recent	18-month	period	Cisco	Systems	cut	its	Virtual	meeting	technologies	travel-related	costs	by	$100	million,	reduced	its	carbon	footprint	by	millions	of	tons,	and	connect	people	spread	around	the	improved	employee	productivity	and	satisfaction.39	country	or	around	the	world.	Meeting-replacement
technologies	have	helped	spur	the	emergence	of	virtual	teams,	whose	members	work	in	different	locations	and	interact	electronically	through	virtual	meetings.	Instant	messaging	(IM)	and	teleconferencing	are	the	simplest	forms	of	virtual46	PART	1	Understanding	the	Foundations	of	Business	Communication	Conducting	successful	telephone	Figure
2.6	Telepresence	or	online	meetings	requires	extra	How	many	people	are	in	this	conference	room	in	Chicago?	Only	the	two	people	in	the	foreground	are	in	the	planning	and	more	diligence	room;	the	other	six	are	in	Atlanta	and	London.	Virtual	meeting	technologies	such	as	this	telepresence	system	during	the	meeting.	connect	people	spread	across	the
country	or	around	the	world.	Source:	Peter	Wynn	Thompson/The	New	York	Times,	Redux	Pictures.	meetings.	Videoconferencing	lets	participants	see	and	hear	each	other,	demonstrate	prod-	ucts,	and	transmit	other	visual	information.	Telepresence	technologies	(see	Figure	2.6)	enable	realistic	conferences	in	which	participants	thousands	of	miles
apart	almost	seem	to	be	in	the	same	room.40	The	ability	to	convey	nonverbal	subtleties	such	as	facial	expressions	and	hand	gestures	makes	these	systems	particularly	good	for	negotiations,	collaborative	problem	solving,	and	other	complex	discussions.41	The	most	sophisticated	web-based	meeting	systems	combine	the	best	of	real-time	com-
munication,	shared	workspaces,	and	videoconferencing	with	other	tools,	such	as	virtual	whiteboards,	that	let	teams	collaborate	in	real	time.	Such	systems	are	used	for	everything	from	spontaneous	discussions	among	small	groups	to	carefully	planned,	formal	events	such	as	customer	training	seminars	or	press	conferences.42	Technology	continues	to
create	intriguing	opportunities	for	online	interaction.	For	instance,	one	of	the	newest	virtual	tools	is	online	brainstorming,	in	which	a	company	can	conduct	“idea	campaigns”	to	generate	new	ideas	from	people	across	the	organization.	These	sessions	range	from	small	team	meetings	to	huge	events	such	as	IBM’s	giant	Innovation-	Jam,	in	which	100,000
IBM	employees,	family	members,	and	customers	from	160	countries	were	invited	to	brainstorm	online	for	three	days.43	Companies	are	also	beginning	to	experiment	with	virtual	meetings	and	other	communication	activities	in	virtual	worlds	that	range	from	realistic-looking	environments	that	represent	offices	and	conference	rooms	(see	Figure	2.7)	to
the	otherworldly	environ-	ment	of	Second	Life	(www.secondlife.com).	In	Second	Life,	professionals	can	create	online	avatars	to	represent	themselves	in	meetings,	training	sessions,	sales	presentations,	and	even	casual	conversations	with	customers	they	happen	to	bump	into	(see	pages	18	and	528	for	examples	of	business	communication	in	Second
Life).	Conducting	successful	meetings	over	the	phone	or	online	requires	extra	planning	before	the	meeting	and	more	diligence	during	the	meeting.	Because	virtual	meetings	offer	less	visual	contact	and	nonverbal	communication	than	in-person	meetings,	leaders	need	to	make	sure	everyone	stays	engaged	and	has	the	opportunity	to	contribute.	Paying
attention	during	online	meetings	takes	greater	effort	as	well.	Participants	need	to	stay	committed	to	the	meeting	and	resist	the	temptation	to	work	on	unrelated	tasks.44	For	the	latest	information	on	meeting	technologies,	visit	.com/ebc10	and	click	on	Chapter	2.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	47	The	virtual
environment	Colleagues	are	is	made	up	of	offices,	available	at	the	click	of	conference	rooms,	and	a	mouse.	other	spaces	where	people	can	interact	through	IM	chat,	voice	conferencing,	and	document	sharing.	Informal	meeting	spaces	can	also	be	created,	such	as	the	“courtyard”	shown	here.	Employees	can	phone	a	colleague	by	clicking	on	the	phone
icon	on	his	or	her	desk.	Figure	2.7	Virtual	Meetings	Virtual	meeting	technologies	offer	a	variety	of	ways	to	interact	online.	The	Team	Space	system	from	Sococo	mimics	the	layout	of	an	office	building,	allowing	users	to	click	into	offices,	conference	rooms,	and	other	spaces	to	initiate	virtual	meetings	and	presentations,	participate	in	phone	and	IM
conferences,	and	share	documents.	Source:	Used	with	permission	of	Sococo.	Improving	Your	Listening	Skills	5	LEARNING	OBJECTIVE	Your	long-term	career	prospects	are	closely	tied	to	your	ability	and	willingness	to	listen.	Identify	three	major	modes	of	Effective	listening	strengthens	organizational	relationships,	alerts	an	organization	to	listening,
describe	the	listening	opportunities	for	innovation,	and	allows	an	organization	to	manage	diversity	both	in	process,	and	explain	the	problem	the	workforce	and	in	the	customers	it	serves.45	Companies	whose	employees	and	manag-	of	selective	listening.	ers	listen	effectively	stay	in	touch,	up	to	date,	and	out	of	trouble.	Some	80	percent	of	top	executives
say	that	listening	is	the	most	important	skill	needed	to	get	things	done	in	the	Listening	is	one	of	the	most	workplace.46	Plus,	today’s	younger	employees	place	a	high	premium	on	being	heard,	so	important	skills	in	the	workplace.	listening	is	becoming	even	more	vital	for	managers.47	In	fact,	many	of	the	leading	business	schools	in	the	United	States
have	begun	retooling	their	curricula	in	recent	years	to	put	more	emphasis	on	“soft	skills”	such	as	listening.48	RECOGNIZING	VARIOUS	TYPES	OF	LISTENING	To	be	a	good	listener,	adapt	the	way	you	listen	to	suit	the	situation.	Effective	listeners	adapt	their	listening	approaches	to	different	situations.	The	primary	goal	of	content	listening	is	to
understand	and	retain	the	information	in	the	speaker’s	message.	Because	you’re	not	evaluating	the	information	at	this	point,	it	doesn’t	matter	whether	you	agree	or	disagree,	approve	or	disapprove—only	that	you	understand.	Try	to	overlook	the	speaker’s	style	and	any	limitations	in	the	presentation;	just	focus	on	the	information.49	The	goal	of	critical
listening	is	to	understand	and	evaluate	the	meaning	of	the	speaker’s	message	on	several	levels:	the	logic	of	the	argument,	the	strength	of	the	evidence,	the	valid-	ity	of	the	conclusions,	the	implications	of	the	message,	the	speaker’s	intentions	and	motives,	and	the	omission	of	any	important	or	relevant	points.	If	you’re	skeptical,	ask	questions	to	explore
the	speaker’s	point	of	view	and	credibility.	Be	on	the	lookout	for	bias	that	could	color	the	way	the	information	is	presented	and	be	careful	to	separate	opinions	from	facts.50	The	goal	of	empathic	listening	is	to	understand	the	speaker’s	feelings,	needs,	and	wants	so	that	you	can	appreciate	his	or	her	point	of	view,	regardless	of	whether	you	share48
PART	1	Understanding	the	Foundations	of	Business	Communication	Listening	actively	means	making	that	perspective.	By	listening	with	empathy,	you	help	the	individual	vent	the	emotions	that	the	effort	to	turn	off	your	internal	prevent	a	calm,	clear-headed	approach	to	the	subject.	Avoid	the	temptation	to	jump	in	with	filters	and	biases	to	truly	hear
and	advice	unless	the	person	specifically	asks	for	it.	Also,	don’t	judge	the	speaker’s	feelings	and	understand	what	the	other	person	don’t	try	to	tell	people	they	shouldn’t	feel	this	or	that	emotion.	Instead,	let	the	speaker	know	is	saying.	that	you	appreciate	his	or	her	feelings	and	understand	the	situation.	After	you	establish	that	connection,	you	can	help
the	speaker	move	on	to	search	for	a	solution.51	Listening	involves	five	steps:	receiving,	decoding,	remembering,	No	matter	what	mode	they	are	using	at	any	given	time,	effective	listeners	try	to	engage	evaluating,	and	responding.	in	active	listening,	making	a	conscious	effort	to	turn	off	their	own	filters	and	biases	to	truly	hear	and	understand	what	the
other	party	is	saying.	They	ask	questions	to	verify	key	points	and	encourage	the	speaker	through	positive	body	language.52	UNDERSTANDING	THE	LISTENING	PROCESS	Listening	is	a	far	more	complex	process	than	most	people	think—and	most	of	us	aren’t	very	good	at	it.	People	typically	listen	at	no	better	than	a	25	percent	efficiency	rate,
remember	only	about	half	of	what’s	said	during	a	10-minute	conversation,	and	forget	half	of	that	within	48	hours.53	Furthermore,	when	questioned	about	material	they’ve	just	heard,	they	are	likely	to	get	the	facts	mixed	up.54	Why	is	such	a	seemingly	simple	activity	so	difficult?	The	reason	is	that	listening	is	not	a	simple	process,	by	any	means.
Listening	follows	the	same	sequence	as	the	general	communication	process	model	described	in	Chapter	1	(page	10),	with	the	added	challenge	that	it	happens	in	real	time.	To	listen	effectively,	you	need	to	successfully	complete	five	separate	steps:55	1.	Receiving.	Start	by	physically	hearing	the	message	and	recognizing	it	as	incoming	information.	2.
Decoding.	Assign	meaning	to	sounds,	according	to	your	own	values,	beliefs,	ideas,	expectations,	roles,	needs,	and	personal	history.	3.	Remembering.	Store	the	information	for	future	processing.	4.	Evaluating.	Evaluate	the	quality	of	the	information.	5.	Responding.	React	based	on	the	situation	and	the	nature	of	the	information.	If	any	one	of	these	steps
breaks	down,	the	listening	process	becomes	less	effective	or	even	fails	entirely.	As	both	a	sender	and	a	receiver,	you	can	reduce	the	failure	rate	by	recognizing	and	overcoming	a	variety	of	physical	and	mental	barriers	to	effective	listening.	OVERCOMING	BARRIERS	TO	EFFECTIVE	LISTENING	Good	listeners	actively	try	to	Good	listeners	look	for
ways	to	overcome	potential	barriers	throughout	the	listening	overcome	the	barriers	to	successful	process	(see	Table	2.3).	Some	factors	you	may	not	be	able	to	control,	such	as	conference	listening.	room	acoustics	or	poor	phone	reception.	However,	you	can	control	other	factors,	such	as	not	interrupting	speakers	and	not	creating	distractions	that	make
it	difficult	for	others	to	pay	attention.	And	don’t	think	that	you’re	not	interrupting	REAL-TIME	UPDATES	just	because	you’re	not	talking.	Such	actions	as	texting	or	Learn	More	by	Watching	This	checking	your	watch	can	interrupt	a	speaker	and	lead	to	PowerPoint	Presentation	communication	breakdowns.	Selective	listening	is	one	of	the	most	common
barriers	Simple	tips	to	improve	your	listening	skills	to	effective	listening.	If	your	mind	wanders,	you	may	stay	tuned	out	until	you	hear	a	word	or	phrase	that	gets	your	at-	These	concepts	will	help	make	you	a	better	listener	on	the	job	and	tention	again.	But	by	that	time,	you’re	unable	to	recall	what	in	every	other	aspect	of	life.	Go	to	ebc10	and	click	on
Learn	More.	If	you	are	using	MyBcommLab,	the	speaker	actually	said;	instead,	you	remember	what	you	you	can	access	Real-Time	Updates	within	each	chapter	or	under	think	the	speaker	probably	said.56	Student	Study	Tools.	One	reason	listeners’	minds	tend	to	wander	is	that	people	think	faster	than	they	speak.	Most	people	speak	at	about	120	to	150
words	per	minute,	but	listeners	can	process	audio	informa-	Your	mind	can	process	tion	at	up	to	500	words	per	minute	or	more.57	Consequently,	information	much	faster	than	your	brain	has	a	lot	of	free	time	whenever	you’re	listening,	and	if	left	unsupervised,	it	will	find	most	speakers	talk,	so	you	need	to	a	thousand	other	things	to	think	about.	Make
the	effort	to	focus	on	the	speaker	and	use	the	focus	to	listen	effectively.	extra	time	to	analyze	and	paraphrase	what	you	hear	or	to	take	relevant	notes.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	49	TABLE	2.3	What	Makes	an	Effective	Listener?	Effective	Listeners	Ineffective	Listeners	•	Listen	actively	•	Listen	passively	•
Take	careful	and	complete	notes,	when	applicable	•	Take	no	notes	or	ineffective	notes	•	Make	frequent	eye	contact	with	the	speaker	•	Make	little	or	no	eye	contact—or	inappropriate	eye	(depends	on	culture	to	some	extent)	contact	•	Stay	focused	on	the	speaker	and	the	content	•	Allow	their	minds	to	wander,	are	easily	distracted,	work	on	unrelated
tasks	•	Mentally	paraphrase	key	points	to	maintain	•	Fail	to	paraphrase	attention	level	and	ensure	comprehension	•	Adjust	listening	style	to	the	situation	•	Listen	with	the	same	style,	regardless	of	the	situation	•	Give	the	speaker	nonverbal	cues	(such	as	nodding	•	Fail	to	give	the	speaker	nonverbal	feedback	to	show	agreement	or	raising	eyebrows	to
show	surprise	or	skepticism)	•	Save	questions	or	points	of	disagreement	until	an	•	Interrupt	whenever	they	disagree	or	don’t	appropriate	time	understand	•	Overlook	stylistic	differences	and	focus	on	the	•	Are	distracted	by	or	unduly	influenced	by	stylistic	speaker’s	message	differences;	are	judgmental	•	Make	distinctions	between	main	points	and	•
Unable	to	distinguish	main	points	from	details	supporting	details	•	Look	for	opportunities	to	learn	•	Assume	they	already	know	everything	that’s	important	to	know	Sources:	Adapted	from	Madelyn	Burley-Allen,	Listening:	The	Forgotten	Skill	(New	York:	Wiley,	1995),	70–71,	119–120;	Judi	Brownell,	Listening:	Attitudes,	Principles,	and	Skills	(Boston:
Allyn	and	Bacon,	2002);	3,	9,	83,	89,	125;	Larry	Barker	and	Kittie	Watson,	Listen	Up	(New	York:	St.	Martin’s,	2000),	8,	9,	64.	Overcoming	interpretation	barriers	can	be	difficult	because	you	may	not	even	be	aware	of	them.	As	Chapter	1	notes,	selective	perception	leads	listeners	to	mold	messages	to	fit	their	own	conceptual	frameworks.	Listeners
sometimes	make	up	their	minds	before	fully	hearing	the	speaker’s	message,	or	they	engage	in	defensive	listening—protecting	their	egos	by	tuning	out	anything	that	doesn’t	confirm	their	beliefs	or	their	view	of	themselves.	Even	when	your	intentions	are	good,	you	can	still	misinterpret	incoming	messages	if	you	and	the	speaker	don’t	share	enough
language	or	experience.	When	listening	to	a	speaker	whose	native	language	or	life	experience	is	different	from	yours,	try	to	paraphrase	that	person’s	ideas.	Give	the	speaker	a	chance	to	confirm	what	you	think	you	heard	or	to	When	information	is	crucial,	don’t	correct	any	misinterpretation.	count	on	your	memory—record	If	the	information	you	hear
will	be	important	to	use	later,	write	it	down	or	otherwise	the	information	mechanically	or	record	it.	Don’t	rely	on	your	memory.	If	you	do	need	to	memorize,	you	can	hold	informa-	electronically.	tion	in	short-term	memory	by	repeating	it	silently	or	orga-	nizing	a	long	list	of	items	into	several	shorter	lists.	To	store	REAL-TIME	UPDATES	information	in
long-term	memory,	four	techniques	can	help:	Learn	More	by	Watching	This	Video	(1)	Associate	new	information	with	something	closely	re-	lated	(such	as	the	restaurant	in	which	you	met	a	new	client),	Are	you	a	good	listener?	(2)	categorize	the	new	information	into	logical	groups	(such	Most	of	us	believe	we	are	good	listeners,	but	the	constant	as
alphabetizing	a	list	of	names),	(3)	visualize	words	and	communication	breakdowns	in	business	and	personal	settings	is	ideas	as	pictures,	and	(4)	create	mnemonics	such	as	acro-	evidence	that	we	could	all	improve.	Go	to	nyms	or	rhymes.	.com/ebc10	and	click	on	Learn	More.	If	you	are	using	MyBcommLab,	you	can	access	Real-Time	Updates	within



each	For	a	reminder	of	the	steps	you	can	take	to	overcome	chapter	or	under	Student	Study	Tools.	listening	barriers,	see	“Checklist:	Overcoming	Barriers	to	Effective	Listening.”50	PART	1	Understanding	the	Foundations	of	Business	Communication	✓Checklist	Overcoming	Barriers	to	Effective	Listening	●	Lower	barriers	to	physical	reception
whenever	you	can	●	Don’t	count	on	your	memory;	write	down	or	record	(such	as	avoiding	interrupting	speakers	by	asking	questions	important	information.	or	by	exhibiting	disruptive	nonverbal	behaviors).	●	Improve	your	short-term	memory	by	repeating	●	Avoid	selective	listening	by	focusing	on	the	speaker	and	information	or	breaking	it	into
shorter	lists.	carefully	analyzing	what	you	hear.	●	Improve	your	long-term	memory	by	using	association,	●	Keep	an	open	mind	by	avoiding	any	prejudgment	and	by	categorization,	visualization,	and	mnemonics.	not	listening	defensively.	6	LEARNING	OBJECTIVE	Improving	Your	Nonverbal	Communication	Skills	Explain	the	importance	of	Nonverbal
communication	is	the	interpersonal	process	of	sending	and	receiving	informa-	nonverbal	communication,	and	tion,	both	intentionally	and	unintentionally,	without	using	written	or	spoken	language.	identify	six	major	categories	of	Nonverbal	signals	play	a	vital	role	in	communication	because	they	can	strengthen	a	verbal	nonverbal	expression.	message
(when	the	nonverbal	signals	match	the	spoken	words),	weaken	a	verbal	message	(when	nonverbal	signals	don’t	match	the	words),	or	replace	words	entirely.	For	example,	Nonverbal	communication	can	you	might	tell	a	client	that	a	project	is	coming	along	nicely,	but	your	forced	smile	and	supplement	or	even	replace	verbal	nervous	glances	will	send	an
entirely	different	message.	messages	(those	that	use	words).	RECOGNIZING	NONVERBAL	COMMUNICATION	Nonverbal	signals	include	facial	expression,	gesture	and	posture,	Paying	special	attention	to	nonverbal	signals	in	the	workplace	will	enhance	your	ability	to	vocal	characteristics,	personal	communicate	successfully.	The	range	and	variety	of
nonverbal	signals	are	almost	endless,	appearance,	touch,	and	time	and	but	you	can	grasp	the	basics	by	studying	six	general	categories:	space.	●	Facial	expression.	Your	face	is	the	primary	vehicle	for	expressing	your	emotions;	it	reveals	both	the	type	and	the	intensity	of	your	feelings.58	Your	eyes	are	especially	effective	for	indicating	attention	and
interest,	influencing	others,	regulating	interac-	tion,	and	establishing	dominance.59	●	Gesture	and	posture.	The	way	you	position	and	move	your	body	expresses	both	specific	and	general	messages,	some	voluntary	and	some	involuntary.	Many	gestures—a	wave	of	the	hand,	for	example—have	specific	and	intentional	meanings.	Other	types	of	body
movement	are	unintentional	and	express	more	general	messages.	Slouching,	lean-	ing	forward,	fidgeting,	and	walking	briskly	are	all	unconscious	signals	that	can	reveal	whether	you	feel	confident	or	nervous,	friendly	or	hostile,	assertive	or	passive,	powerful	or	powerless.	●	Vocal	characteristics.	Voice	carries	both	intentional	and	unintentional
messages.	A	speaker	can	intentionally	control	pitch,	pace,	and	stress	to	convey	a	specific	message.	For	instance,	compare	“What	are	you	doing?”	and	“What	are	you	doing?”	Uninten-	tional	vocal	characteristics	can	convey	happiness,	surprise,	fear,	and	other	emotions	(for	example,	fear	often	increases	the	pitch	and	the	pace	of	your	speaking	voice).	●
Personal	appearance.	People	respond	to	others	on	the	basis	of	their	physical	appear-	ance,	sometimes	fairly	and	other	times	unfairly.	Although	an	individual’s	body	type	and	facial	features	impose	limitations,	you	can	control	grooming,	clothing,	accessories,	piercings,	tattoos,	and	hairstyle.	If	your	goal	is	to	make	a	good	impression,	adopt	the	style	of
the	people	you	want	to	impress.	●	Touch.	Touch	is	an	important	way	to	convey	warmth,	comfort,	and	reassurance—as	well	as	control.	Touch	is	so	powerful,	in	fact,	that	it	is	governed	by	cultural	customs	that	establish	who	can	touch	whom	and	how	in	various	circumstances.	In	the	United	States	and	Great	Britain,	for	instance,	people	usually	touch	less
frequently	than	people	in	France	or	Costa	Rica	do.	Even	within	each	culture’s	norms,	however,	individual	attitudes	toward	touch	vary	widely.	A	manager	might	be	comfortable	using	hugs	toC	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	51	SHARPENING	YOUR	Sending	the	Right	Signals	CAREER	SKILLS	The	nonverbal
signals	you	send	can	enhance—or	undermine—	slouching.	Hold	your	head	level,	and	keep	your	chin	up.	your	verbal	message,	so	make	sure	to	use	nonverbal	cues	to	Shift	your	posture	while	communicating,	leaning	forward	your	advantage.	In	U.S.	business	culture,	the	following	signals	and	smiling	as	you	begin	to	answer	a	question.	Avoid	are	key	to
building	and	maintaining	professional	credibility:	keeping	your	body	rigid	or	otherwise	conveying	a	sense	of	tension.	●	Eye	behavior.	Maintain	direct,	but	not	continuous,	eye	●	Voice.	Strive	for	a	conversational	style,	while	speaking	contact.	Don’t	look	down	before	responding	to	a	question,	at	a	moderately	fast	rate.	Use	appropriate	variation	in	and	be
careful	not	to	shift	your	eyes	around.	Don’t	look	pitch,	rate,	and	volume.	Avoid	speaking	in	a	monotone.	away	from	the	other	person	for	extended	periods,	and	try	Avoid	sounding	flat,	tense,	or	nasal.	Do	your	best	to	avoid	not	to	blink	excessively.	ahs	or	ums,	repeating	words,	interrupting	or	pausing	mid-sentence,	omitting	parts	of	words,	and	stuttering.
●	Gestures.	When	using	gestures	to	emphasize	points	or	convey	the	intensity	of	your	feelings,	keep	them	sponta-	CAREER	APPLICATIONS	neous,	unrehearsed,	and	relaxed.	Keep	your	hands	and	1.	What	message	might	you	get	if	your	boss	smiles	but	looks	elbows	away	from	your	body,	and	avoid	hand-to-face	ges-	tures,	throat	clearing,	fidgeting,	and
tugging	at	clothing.	away	when	you	ask	if	you’ll	be	getting	a	raise	this	year?	Don’t	lick	your	lips,	wring	your	hands,	tap	your	fingers,	Explain	your	interpretation	of	these	nonverbal	signals.	or	smile	out	of	context.	2.	Would	you	be	reluctant	to	hire	a	job	candidate	who	stares	intently	at	you	through	an	entire	job	interview?	Why	or	●	Posture.	Assume	an
open	and	relaxed	posture.	Walk	why	not?	confidently,	with	grace	and	ease.	Stand	straight,	with	both	feet	on	the	floor,	and	sit	straight	in	your	chair	without	express	support	or	congratulations,	but	his	or	her	subordinates	could	interpret	those	hugs	as	a	show	of	dominance	or	sexual	interest.60	Touch	is	a	complex	subject.	The	best	advice:	When	in
doubt,	don’t	touch.	●	Time	and	space.	Like	touch,	time	and	space	can	be	used	to	assert	authority,	imply	intimacy,	and	send	other	nonverbal	messages.	For	instance,	some	people	try	to	demon-	strate	their	own	importance	or	disregard	for	others	by	making	other	people	wait;	others	show	respect	by	being	on	time.	Similarly,	taking	care	not	to	invade
private	space,	such	as	standing	too	close	when	talking,	is	a	way	to	show	respect	for	others.	Keep	in	mind	that	expectations	regarding	both	time	and	space	vary	by	culture.	USING	NONVERBAL	COMMUNICATION	EFFECTIVELY	Work	to	make	sure	your	nonverbal	signals	match	the	Paying	attention	to	nonverbal	cues	will	make	you	both	a	better
speaker	and	a	better	listener.	tone	and	content	of	your	spoken	When	you’re	talking,	be	more	conscious	of	the	nonverbal	cues	you	could	be	sending.	Are	communication.	they	effective	without	being	manipulative?	Consider	a	situation	in	which	an	employee	has	come	to	you	to	talk	about	a	raise.	This	situation	is	stressful	for	the	employee,	so	don’t	say
What	signals	does	your	personal	you’re	interested	in	what	she	has	to	tell	you	and	then	spend	your	time	glancing	at	your	appearance	send?	computer	or	checking	your	watch.	Conversely,	if	you	already	know	you	won’t	be	able	to	give	her	the	raise,	be	honest	in	your	expression	of	emotions.	Don’t	overcompensate	for	your	own	stress	by	smiling	too
broadly	or	shaking	her	hand	too	vigorously.	Both	nonverbal	signals	would	raise	her	hopes	without	justification.	In	either	case,	match	your	nonverbal	cues	to	the	tone	of	the	situation.	Also	consider	the	nonverbal	signals	you	send	when	you’re	not	talking—the	clothes	you	wear,	the	way	you	sit,	the	way	you	walk.	Are	you	talking	like	a	serious	business
professional	but	dressing	like	you	belong	in	a	dance	club	or	a	frat	house?	(Appropriate	clothing	for	work	situations	is	discussed	in	the	next	section,	on	business	etiquette.)	When	you	listen,	be	sure	to	pay	attention	to	the	speaker’s	nonverbal	cues.	Do	they	amplify	the	spoken	words	or	contradict	them?	Is	the	speaker	intentionally	using	nonverbal	signals
to	send	you	a	message	that	he	or	she	can’t	put	into	words?	Be	observant	but	don’t52	PART	1	Understanding	the	Foundations	of	Business	Communication	✓Checklist	Improving	Nonverbal	Communication	Skills	●	Understand	the	roles	that	nonverbal	signals	play	in	●	Recognize	that	listeners	are	influenced	by	physical	communication,	complementing
verbal	language	by	appearance.	strengthening,	weakening,	or	replacing	words.	●	Be	careful	with	physical	contact;	touch	can	convey	positive	●	Note	that	facial	expressions	(especially	eye	contact)	reveal	attributes	but	can	also	be	interpreted	as	dominance	or	the	type	and	intensity	of	a	speaker’s	feelings.	sexual	interest.	●	Watch	for	cues	from	gestures
and	posture.	●	Pay	attention	to	the	use	of	time	and	space.	●	Listen	for	vocal	characteristics	that	can	signal	the	emotions	underlying	the	speaker’s	words.	assume	that	you	can	“read	someone	like	a	book.”	Nonverbal	signals	are	powerful,	but	they	aren’t	infallible,	particularly	if	you	don’t	know	a	person’s	normal	behavioral	patterns.61	For	example,
contrary	to	popular	belief,	avoiding	eye	contact	and	covering	one’s	face	while	talking	are	not	reliable	clues	that	someone	is	lying.	Even	when	telling	the	truth,	most	people	don’t	make	uninterrupted	eye	contact	with	the	listeners,	and	various	gestures	such	as	touching	one’s	face	might	be	normal	behavior	for	particular	people.62	Moreover,	these	and
other	behaviors	may	be	influenced	by	culture	(in	some	cultures,	sustained	eye	contact	can	be	interpreted	as	a	sign	of	disrespect)	or	might	just	be	ways	of	coping	with	stressful	situations.63	If	something	doesn’t	feel	right,	ask	the	speaker	an	honest	and	respectful	question;	doing	so	may	clear	everything	up,	or	it	may	uncover	issues	you	need	to	explore
further.	See	“Checklist:	Improving	Nonverbal	Communication	Skills”	for	a	summary	of	key	ideas	regarding	nonverbal	skills.	7	LEARNING	OBJECTIVE	Developing	Your	Business	Etiquette	Explain	the	importance	of	You	may	have	noticed	a	common	thread	running	through	the	topics	of	successful	team-	business	etiquette,	and	identify	work,	productive
meetings,	effective	listening,	and	nonverbal	communication:	All	these	three	key	areas	in	which	good	activities	depend	on	mutual	respect	and	consideration	among	all	participants.	As	Chapter	etiquette	is	essential.	1	notes,	etiquette	is	now	considered	an	essential	business	skill.	Nobody	wants	to	work	with	someone	who	is	rude	to	colleagues	or	an
embarrassment	to	the	company.	Moreover,	shabby	Etiquette	is	an	essential	element	treatment	of	others	in	the	workplace	can	be	a	huge	drain	on	morale	and	productivity.64	Poor	of	every	aspect	of	business	etiquette	can	drive	away	customers,	investors,	and	other	critical	audiences—and	it	can	limit	communication.	your	career	potential.	Personal
appearance	can	have	This	section	addresses	some	key	etiquette	points	to	remember	when	you’re	in	the	work-	a	considerable	impact	on	your	place,	out	in	public,	and	online.	Long	lists	of	etiquette	rules	can	be	difficult	to	remember,	success	in	business.	but	you	can	get	by	in	most	every	situation	by	being	aware	of	your	effect	on	others,	treating	everyone
with	respect,	and	keeping	in	mind	that	the	impressions	you	leave	behind	can	have	a	lasting	effect	on	you	and	your	company—so	make	sure	to	leave	positive	impressions	wherever	you	go.	BUSINESS	ETIQUETTE	IN	THE	WORKPLACE	Workplace	etiquette	includes	a	variety	of	behaviors,	habits,	and	aspects	of	nonverbal	com-	munication.	Although	it
isn’t	always	thought	of	as	an	element	of	etiquette,	your	personal	appearance	in	the	workplace	sends	a	strong	signal	to	managers,	colleagues,	and	customers.	Pay	attention	to	the	style	of	dress	where	you	work	and	adjust	your	style	to	match.	Expecta-	tions	for	specific	jobs,	companies,	and	industries	can	vary	widely.	The	financial	industries	tend	to	be
more	formal	than	high	technology,	for	instance,	and	sales	and	executive	positions	usually	involve	more	formal	expectations	than	positions	in	engineering	or	manufacturing.	Observe	others,	and	don’t	be	afraid	to	ask	for	advice.	If	you’re	not	sure,	dress	modestly	and	simply—earn	a	reputation	for	what	you	can	do,	not	for	what	you	can	wear.	Table	2.4
offers	some	general	guidelines	on	assembling	a	business	wardrobe	that’s	cost-effective	and	flexible.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	53	TABLE	2.4	Assembling	a	Business	Wardrobe	1	2	3	4	Smooth	and	Finished	Elegant	and	Refined	Crisp	and	Starchy	Up-to-the-Minute	Trendy	(Start	with	This)	(To	Column	1,	Add
This)	(To	Column	2,	Add	This)	(To	Column	3,	Add	This)	1.	Choose	well-tailored	clothing	1.	Choose	form-fitting	(but	not	1.	Wear	blouses	or	shirts	that	are	1.	Supplement	your	foundation	that	fits	well;	it	doesn’t	have	to	skin-tight)	clothing—not	or	appear	starched.	with	pieces	that	reflect	the	be	expensive,	but	it	does	have	swinging	or	flowing	fabrics,
latest	styles.	to	fit	and	be	appropriate	for	frills,	or	fussy	trimmings.	2.	Choose	closed	top-button	business.	shirts	or	button-down	shirt	2.	Add	a	few	pieces	in	bold	colors	2.	Choose	muted	tones	and	soft	collars,	higher-neckline	but	wear	them	sparingly	to	2.	Keep	buttons,	zippers,	and	colors	or	classics,	such	as	a	blouses,	or	long	sleeves	with	avoid	a	garish
appearance.	hemlines	in	good	repair.	dark	blue	suit	or	a	basic	black	French	cuffs	and	cuff	links.	dress.	3.	Embellish	your	look	with	the	3.	Select	shoes	that	are	3.	Wear	creased	trousers	or	a	latest	jewelry	and	hairstyles	but	comfortable	enough	for	long	3.	If	possible,	select	a	few	classic	longer	skirt	hemline.	keep	the	overall	effect	looking	days	but
neither	too	casual	pieces	of	jewelry	(such	as	a	professional.	nor	too	dressy	for	the	office;	string	of	pearls	or	diamond	cuff	keep	shoes	clean	and	in	good	links)	for	formal	occasions.	condition.	4.	Wear	jackets	that	complement	4.	Make	sure	the	fabrics	you	an	outfit	and	lend	an	air	of	wear	are	clean,	are	carefully	formality	to	your	appearance.	pressed,	and
do	not	wrinkle	Avoid	jackets	with	more	than	easily.	two	tones;	one	color	should	dominate.	5.	Choose	colors	that	flatter	your	height,	weight,	skin	tone,	and	style;	sales	advisors	in	good	clothing	stores	can	help	you	choose.	COMMUNICATING	ACROSS	Whose	Skin	Is	This,	Anyway?	CULTURES	Generational	differences	abound	in	the	workplace,	but	few
are	strict	guidelines.	Many	seem	to	accept	that	tastes	and	norms	are	quite	as	visible	as	body	art:	tattoos,	piercings	(other	than	ear	changing	and	that	body	art	has	become	a	widespread	form	of	self-	lobes),	and	hair	dyes	in	unconventional	colors.	According	to	sur-	expression	rather	than	a	mode	of	rebellion.	Job	seekers	are	still	vey	data	from	the	Pew
Research	Center,	people	younger	than	40	advised	to	be	discreet,	however,	particularly	with	facial	piercings	are	much	more	inclined	than	those	over	40	to	display	some	form	and	large,	visible	tattoos.	The	nonverbal	signals	you	think	you	are	of	body	art.	For	example,	people	26	to	40	years	old	are	four	times	sending	might	not	be	the	signals	a	hiring
manager	receives.	more	likely	to	have	tattoos	than	people	who	are	41	to	64	years	old.	CAREER	APPLICATIONS	With	such	profound	differences,	it’s	no	surprise	that	body	1.	Should	companies	have	stricter	standards	of	appearance	art	has	become	a	contentious	issue	in	many	workplaces,	be-	tween	employees	wanting	to	express	themselves	and	employ-
for	“customer-facing”	employees	than	for	employees	who	ers	wanting	to	maintain	particular	standards	of	professional	do	not	interact	with	customers?	Why	or	why	not?	appearance.	As	employment	law	attorney	Danielle	S.	Urban	2.	Should	companies	allow	their	employees	the	same	freedom	notes,	the	issue	gets	even	more	complicated	when	religious
of	expression	and	appearance	latitude	as	their	custom-	symbolism	is	involved.	ers	exhibit?	For	example,	if	a	firm’s	clientele	tends	to	be	heavily	tattooed,	should	employees	be	allowed	the	same	Who	is	likely	to	win	this	battle?	Will	the	body	art	aficiona-	freedom?	Why	or	why	not?	dos	who	continue	to	join	the	workforce	and	who	are	now	rising	up	the
managerial	ranks	force	a	change	in	what	is	considered	Sources:	Rita	Pyrillis,	“Body	of	Work,”	Workforce	Management,	November	2010,	acceptable	appearance	in	the	workplace?	Or	will	they	be	forced	www.workforce.com;	Danielle	S.	Urban,	“What	to	Do	About	‘Body	Art’	at	Work,”	to	cover	up	in	order	to	meet	traditional	standards?	Workforce
Management,	March	2010,	www.workforce.com;	“36%	–	Tattooed	Gen	Nexters,”	Pew	Research	Center	[accessed	29	December	2010]	http://	So	far,	most	companies	appear	to	be	relying	on	the	judg-	pewresearch.org.	ment	of	their	employees	and	managers,	rather	than	enforcing54	PART	1	Understanding	the	Foundations	of	Business	Communication
Grooming	is	as	important	as	attire.	Pay	close	attention	to	cleanliness	and	avoid	us-	ing	products	with	powerful	scents,	such	as	perfumed	soaps,	colognes,	shampoos,	and	after-shave	lotions	(many	people	are	bothered	by	these	products,	and	some	are	allergic	to	them).	Shampoo	your	hair	frequently,	keep	your	hands	and	nails	neatly	manicured,	use
mouthwash	and	deodorant,	and	make	regular	trips	to	a	barber	or	hair	stylist.65	If	you	work	in	an	office	setting,	you’ll	spend	as	much	time	with	your	officemates	as	you	do	with	family	and	friends.	Personal	demeanor	is	therefore	a	vital	element	of	workplace	harmony.	No	one	expects	(or	wants)	you	to	be	artificially	upbeat	and	bubbly	every	second	of	the
day,	but	a	single	negative	personality	can	make	an	entire	office	miserable.	Rude	behavior	is	more	than	an	etiquette	issue,	too;	it	can	have	serious	financial	costs	through	lower	productivity	and	lost	business	opportunities.66	Every	person	in	the	company	has	a	responsibility	to	contribute	to	a	positive,	energetic	work	environment.	Given	the	telephone’s
central	role	in	business	communication,	phone	skills	are	essential	in	most	professions.	Because	phone	calls	lack	the	visual	richness	of	face-to-face	conversa-	tions,	you	have	to	rely	on	your	attitude	and	tone	of	voice	to	convey	confidence	and	professionalism.	Table	2.5	summarizes	helpful	tips	for	placing	and	receiving	phone	calls	in	a	confident,
professional	manner.	TABLE	2.5	Quick	Tips	for	Improving	Your	Phone	Skills	General	Tips	Placing	Calls	Receiving	Calls	Using	Voice	Mail	•	Use	frequent	verbal	responses	•	Be	ready	before	you	call	so	•	Answer	promptly	and	with	a	•	When	recording	your	own	that	show	you’re	listening	(“Oh	that	you	don’t	waste	the	other	smile	so	that	you	sound
friendly	outgoing	message,	make	yes,”	“I	see,”	“That’s	right”).	person’s	time.	and	positive.	it	brief	and	professional.	•	Increase	your	volume	just	•	Minimize	the	noise	level	in	your	•	Identify	yourself	and	your	•	If	you	can,	record	temporary	slightly	to	convey	your	environment	as	much	as	company	(some	companies	greetings	on	days	when	you
confidence.	possible	to	avoid	distracting	the	have	specific	instructions	for	are	unavailable	all	day	so	that	other	party.	what	to	say	when	you	answer).	callers	will	know	you’re	gone	for	•	Don’t	speak	in	a	monotone;	the	day.	vary	your	pitch	and	inflections	•	Identify	yourself	and	your	•	Establish	the	needs	of	your	so	people	know	you’re	organization,	briefly
describe	caller	by	asking,	“How	may	•	Check	your	voice-mail	interested.	why	you’re	calling,	and	verify	I	help	you?”	If	you	know	the	messages	regularly	and	return	that	you’ve	called	at	a	good	caller’s	name,	use	it.	all	necessary	calls	within	•	Slow	down	when	conversing	time.	24	hours.	with	people	whose	native	•	If	you	can,	answer	questions	language
isn’t	the	same	•	Don’t	take	up	too	much	time.	promptly	and	efficiently;	if	you	•	Leave	simple,	clear	messages	as	yours.	Speak	quickly	and	clearly,	can’t	help,	tell	them	what	with	your	name,	number	(don’t	and	get	right	to	the	point	you	can	do	for	them.	assume	the	recipient	has	caller	•	Stay	focused	on	the	call	of	the	call.	ID),	purpose	for	calling,	and
throughout;	others	can	easily	•	If	you	must	forward	a	call	or	put	times	when	you	can	be	reached.	tell	when	you’re	not	paying	•	Close	in	a	friendly,	positive	someone	on	hold,	explain	what	attention.	manner	and	double-check	you	are	doing	first.	•	State	your	name	and	telephone	all	vital	information	such	as	number	slowly	so	that	the	other	meeting	times
and	dates.	•	If	you	forward	a	call	to	someone	person	can	easily	write	them	else,	try	to	speak	with	that	down;	repeat	both	if	the	other	person	first	to	verify	that	he	person	doesn’t	know	you.	or	she	is	available	and	to	introduce	the	caller.	•	Be	careful	what	you	say;	most	voice-mail	systems	allow	users	to	•	If	you	take	a	message	for	forward	messages	to
anyone	else	someone	else,	be	complete	in	the	system.	and	accurate,	including	the	caller’s	name,	number,	and	•	Replay	your	message	before	organization.	leaving	the	system	to	make	sure	it	is	clear	and	complete.	Sources:	Alf	Nucifora,	“Voice	Mail	Demands	Good	Etiquette	from	Both	Sides,”	Puget	Sound	Business	Journal,	5–11	September	2003,	24;
Ruth	Davidhizar	and	Ruth	Shearer,	“The	Effective	Voice	Mail	Message,”	Hospital	Material	Management	Quarterly,	45–49;	“How	to	Get	the	Most	Out	of	Voice	Mail,”	The	CPA	Journal,	February	2000,	11;	Jo	Ind,	“Hanging	on	the	Telephone,”	Birmingham	Post,	28	July	1999,	PS10;	Larry	Barker	and	Kittie	Watson,	Listen	Up	(New	York:	St.	Martin’s	Press,
2000),	64–65;	Lin	Walker,	Telephone	Techniques	(New	York:	Amacom,	1998),	46–47;	Dorothy	Neal,	Telephone	Techniques,	2nd	ed.	(New	York:	Glencoe	McGraw-Hill,	1998),	31;	Jeannie	Davis,	Beyond	“Hello”	(Aurora,	Colo.:	Now	Hear	This,	Inc.,	2000),	2–3;	“Ten	Steps	to	Caller-Friendly	Voice	Mail,”	Managing	Office	Technology,	January	1995,	25;
Rhonda	Finniss,	“Voice	Mail:	Tips	for	a	Positive	Impression,”	Administrative	Assistant’s	Update,	August	2001,	5.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	55	Mobile	phones	are	a	contentious	point	of	etiquette	in	today’s	workplace.	They	can	boost	productivity	if	used	mindfully,	but	they	can	be	a	productivity-	and	morale-
draining	disrup-	tion	when	used	carelessly.	Be	aware	that	at-	titudes	about	mobile	phones	vary	widely,	and	don’t	be	surprised	if	you	encounter	policies	re-	stricting	their	use	in	offices	or	meeting	rooms.	Nearly	half	of	U.S.	companies	already	have	such	policies.67	Like	every	other	aspect	of	communication,	your	phone	habits	say	a	lot	about	how	much
respect	you	have	for	the	people	around	you.	Selecting	obnoxious	ring	tones,	talking	loudly	in	open	offices	or	public	places,	using	your	phone	right	next	to	someone	else,	making	excessive	or	unnecessary	personal	calls	during	work	hours,	invading	someone’s	privacy	by	using	your	camera	phone	without	permission,	Inappropriate	use	of	mobile	phones
and	other	devices	is	a	sign	of	disrespect.	taking	or	making	calls	in	restrooms	and	other	Source:	©	GlowImages/Alamy.	inappropriate	places,	texting	while	someone	is	talking	to	you,	allowing	incoming	calls	to	interrupt	meetings	or	discussions—all	are	disrespectful	choices	that	will	reflect	negatively	on	you.68	BUSINESS	ETIQUETTE	IN	SOCIAL
SETTINGS	From	business	lunches	to	industry	conferences,	you	may	represent	your	company	when	you’re	out	in	public.	Make	sure	your	appearance	and	actions	are	appropriate	to	the	situation.	Get	to	know	the	customs	of	the	culture	when	you	meet	new	people.	For	example,	in	North	America,	a	firm	handshake	is	expected	when	two	people	meet,
whereas	a	respectful	bow	of	the	head	is	more	appropriate	in	Japan.	If	you	are	expected	to	shake	hands,	be	aware	that	the	passive	“dead	fish”	handshake	creates	an	extremely	negative	impression.	If	you	are	physically	able,	always	stand	when	shaking	someone’s	hand.	When	introducing	yourself,	include	a	brief	description	of	your	role	in	the	company.
You	represent	your	company	When	introducing	two	other	people,	speak	their	first	and	last	names	clearly	and	then	try	when	you’re	out	in	public,	to	offer	some	information	(perhaps	a	shared	professional	interest)	to	help	the	two	people	so	etiquette	continues	to	be	ease	into	a	conversation.69	Generally	speaking,	the	lower-ranking	person	is	introduced
important.	to	the	senior-ranking	person,	without	regard	to	gender.70	Business	is	often	conducted	over	meals,	and	knowing	the	basics	of	dining	etiquette	will	make	you	more	effective	in	these	situations.71	Start	by	choosing	foods	that	are	easy	to	eat.	Avoid	alcoholic	beverages	in	most	instances,	but	if	drinking	one	is	appropriate,	save	it	for	the	end	of
the	meal.	Leave	business	documents	under	your	chair	until	entrée	plates	have	been	removed;	the	business	REAL-TIME	UPDATES	aspect	of	the	meal	doesn’t	usually	begin	until	then.	Learn	More	by	Watching	This	PowerPoint	Presentation	Just	as	in	the	office,	when	you	use	your	mobile	phone	around	other	people	in	public,	you	send	the	message	that
people	around	you	aren’t	as	important	as	your	call	and	that	Don’t	let	etiquette	blunders	derail	your	you	don’t	respect	your	caller’s	privacy.72	If	it’s	not	a	matter	career	of	life	and	death,	or	at	least	an	urgent	request	from	your	boss	or	a	customer,	wait	until	you’re	back	in	the	office.	Get	great	advice	on	developing	professional	telephone	skills,	Finally,
always	remember	that	business	meals	are	a	forum	making	a	positive	impression	while	dining,	and	dressing	for	for	business,	period.	Don’t	get	on	your	soapbox	about	politics,	success	in	any	career	environment	(including	great	tips	on	buying	religion,	or	any	other	topic	that’s	likely	to	stir	up	emotions.	business	suits).	Go	to	and	Don’t	complain	about
work,	don’t	ask	deeply	personal	ques-	click	on	Learn	More.	If	you	are	using	MyBcommLab,	you	can	tions,	avoid	profanity,	and	be	careful	with	humor—a	joke	that	access	Real-Time	Updates	within	each	chapter	or	under	Student	entertains	some	people	could	easily	offend	others.	Study	Tools.56	PART	1	Understanding	the	Foundations	of	Business
Communication	When	you	represent	your	BUSINESS	ETIQUETTE	ONLINE	company	online,	you	must	adhere	to	a	high	standard	of	etiquette	and	Electronic	media	seem	to	be	a	breeding	ground	for	poor	etiquette.	Learn	the	basics	of	respect	for	others.	professional	online	behavior	to	avoid	mistakes	that	could	hurt	your	company	or	your	career.	Here
are	some	guidelines	to	follow	whenever	you	are	representing	your	company	Respect	personal	and	professional	while	using	electronic	media:73	boundaries	when	using	Facebook	and	other	social	networking	tools.	●	Avoid	personal	attacks.	The	anonymous	and	instantaneous	nature	of	online	communication	can	cause	even	level-headed	people	to	strike
out	in	blog	postings,	social	networks,	and	other	media.	●	Stay	focused	on	the	original	topic.	If	you	want	to	change	the	subject	of	an	email	exchange,	a	forum	discussion,	or	a	blog	comment	thread,	start	a	new	message.	●	Don’t	present	opinions	as	facts,	and	support	facts	with	evidence.	This	guide-	line	applies	to	all	communication,	of	course,	but	online
venues	in	particular	seem	to	tempt	people	into	presenting	their	beliefs	and	opinions	as	unassailable	truths.	●	Follow	basic	expectations	of	spelling,	punctuation,	and	capitalization.	Sending	careless,	acronym-filled	messages	that	look	like	you’re	texting	your	high	school	buddies	makes	you	look	like	an	amateur.	●	Use	virus	protection	and	keep	it	up	to
date.	Sending	or	posting	a	file	that	contains	a	computer	virus	is	rude.	●	Ask	if	this	is	a	good	time	for	an	IM	chat.	Don’t	assume	that	just	because	a	person	is	showing	as	“available”	on	your	IM	system	that	he	or	she	wants	to	chat	with	you	right	this	instant.	●	Watch	your	language	and	keep	your	emotions	under	control.	A	moment	of	indiscretion	could
haunt	you	forever.	●	Avoid	multitasking	while	using	IM	and	other	tools.	You	might	think	you’re	saving	time	by	doing	a	dozen	things	at	once,	but	you’re	probably	making	the	other	person	wait	while	you	bounce	back	and	forth	between	IM	and	your	other	tasks.	●	Never	assume	privacy.	Assume	that	anything	you	type	will	be	stored	forever,	could	be
forwarded	to	other	people,	and	might	be	read	by	your	boss	or	the	company’s	security	staff.	●	Don’t	use	“reply	all”	in	emails	unless	everyone	can	benefit	from	your	reply.	If	one	or	more	recipients	of	an	email	message	don’t	need	the	information	in	your	reply,	remove	their	addresses	before	you	send.	●	Don’t	waste	others’	time	with	sloppy,	confusing,	or
incomplete	messages.	Doing	so	is	disrespectful.	●	Respect	boundaries	of	time	and	virtual	space.	For	instance,	don’t	start	using	an	employee’s	personal	Facebook	page	for	business	messages	unless	you’ve	discussed	it	beforehand,	and	don’t	assume	people	are	available	to	discuss	work	matters	around	the	clock,	even	if	you	do	find	them	online	in	the
middle	of	the	night.ON	THE	JOB:	SOLVING	COMMUNICATION	DILEMMAS	AT	ROSEN	LAW	FIRM	You	recently	joined	Rosen	Law	Firm	from	difficult	clients	to	the	temperature	in	the	office.	Some	of	and	love	the	spirit	of	camaraderie	and	these	complaints	sound	like	valid	business	issues	that	might	mutual	support	that	most	employees	require
additional	training	or	other	employee	support	efforts;	exhibit.	Of	course,	even	in	the	best	others	are	superficial	issues	that	you	suspect	are	simply	work	environments,	conflicts	and	by-products	of	the	negative	atmosphere.	How	should	you	misunderstandings	can	arise.	Study	handle	complaints	during	the	meetings?	these	scenarios	and	decide	how	to	a.
Try	to	defuse	each	complaint	with	humor;	after	awhile,	respond.	employees	will	begin	to	lighten	up	and	stop	complaining	Source:	Rosen	Law	Firm.	so	much.	b.	Ask	employees	to	refrain	from	complaining	during	1.	You’re	an	enthusiastic	contributor	to	the	Rosen	wiki,	but	meetings;	after	all,	these	are	important	business	one	particular	employee	keeps
editing	your	pages	on	the	meetings,	not	random	social	gatherings.	wiki,	often	making	changes	that	appear	to	add	no	value,	as	c.	Set	up	a	whiteboard	and	write	down	each	issue	that	is	far	as	you	can	see.	She	doesn’t	seem	to	be	editing	other	raised.	After	you’ve	compiled	a	list	over	the	course	of	employees’	pages	nearly	so	often,	so	you	are	beginning	to
a	week	or	so,	add	a	problem-solving	segment	to	each	wonder	if	she	has	a	personal	grudge	against	you.	You	want	meeting,	in	which	you	and	the	team	tackle	one	issue	per	to	address	this	uncomfortable	situation	without	dragging	meeting	to	determine	the	scope	of	each	problem	and	your	boss	into	it.	How	should	you	handle	it?	identify	possible	solutions.
a.	Edit	some	of	her	pages	needlessly	to	help	her	understand	d.	Whenever	a	complaint	is	raised,	stop	the	meeting	and	how	annoying	this	behavior	is.	confront	the	person	who	raised	the	issue.	Challenge	him	b.	Approach	her	in	person	and	ask	her	if	there	is	something	or	her	to	prove	that	the	problem	is	a	real	business	issue	about	your	writing	style	that
she	finds	unclear.	That	will	and	not	just	a	personal	complaint.	By	doing	this,	you	will	open	a	conversation	in	a	nonthreatening	way.	not	only	identify	the	real	problems	that	need	to	be	fixed	c.	Post	a	notice	on	the	wiki,	emphasizing	that	all	edits	but	also	discourage	people	from	raising	petty	complaints	should	be	useful	and	unnecessary	edits	waste	that
shouldn’t	be	aired	in	the	workplace.	everybody’s	time.	d.	Ignore	her	behavior;	confronting	her	will	get	you	nowhere.	4.	You’re	in	charge	of	hiring	a	replacement	for	a	paralegal	who	recently	retired.	Four	job	candidates	are	waiting	outside	2.	You’ve	been	asked	to	take	over	leadership	of	a	group	of	your	office,	and	you	have	a	few	moments	to	observe
them	paralegals	that	once	had	a	reputation	for	being	a	tight-	before	inviting	them	in	for	an	initial	interview	(you	can	see	knit,	supportive	team,	but	you	quickly	figure	out	that	this	them	through	the	glass	wall	but	can’t	hear	them).	Based	on	team	is	in	danger	of	becoming	dysfunctional.	For	example,	the	following	descriptions,	which	of	these	people
seems	like	minor	issues	that	functional	teams	in	a	law	office	routinely	the	best	fit	for	the	firm?	Why?	handle,	from	helping	each	other	with	computer	questions	a.	Candidate	A:	A	woman	who	is	dressed	perfectly	for	to	covering	the	phones	when	someone	has	an	outside	an	interview	at	Rosen.	Her	appearance	is	contemporary	appointment,	frequently
generate	conflict	within	this	group.	but	business	appropriate,	which	suggests	that	she	What	steps	should	you	take	to	help	your	crew	return	to	appreciates	and	shows	respect	for	the	situation	she	finds	positive	behavior?	herself	in.	However,	you	are	slightly	troubled	by	the	fact	a.	Give	the	team	the	task	of	healing	itself,	without	getting	that	she’s
listening	to	her	iPod	and	has	kicked	off	her	directly	involved.	Explain	the	steps	necessary	in	forming	shoes	and	tucked	her	feet	under	her	while	she	waits	in	an	effective	team	and	then	let	them	figure	out	how	to	the	chair.	make	it	happen.	b.	Candidate	B:	A	man	who	has	also	dressed	the	b.	Lead	the	“team	restoration”	project	yourself	so	that	you	part,
although	this	candidate’s	behavior	is	nothing	can	mediate	whatever	conflicts	arise,	at	least	until	the	like	the	relaxed,	carefree	attitude	that	Candidate	A	is	team	is	able	to	function	on	its	own	in	a	more	positive	showing.	He	seems	to	be	juggling	multiple	tasks	at	manner.	once:	checking	notes	on	some	sort	of	digital	device,	c.	Don’t	try	to	interfere;	the
negative	behaviors	were	organizing	a	collection	of	papers	he	pulled	from	his	probably	caused	by	an	ineffective	manager	in	the	past,	briefcase,	reattaching	several	sticky	notes	that	keep	but	now	that	you’re	in	charge,	the	team	will	return	to	falling	loose,	and	fiddling	with	a	mobile	phone	that	he	positive	behavior	under	your	enlightened	guidance.	has
answered	at	least	twice	in	the	few	minutes	you’ve	d.	Your	professional	reputation	is	on	the	line,	so	you	don’t	been	watching.	have	time	for	the	niceties	of	team	building.	Sit	down	with	c.	Candidate	C:	A	woman	who	closed	the	notebook	the	group	and	demand	that	the	negative,	unprofessional	she	was	scanning	in	order	to	help	Candidate	B	with	behavior
stop	immediately.	some	problem	he	was	having	with	his	mobile	phone.	(If	you	had	to	guess,	he	was	having	trouble	figuring	out	3.	After	a	few	weeks	with	the	paralegal	team,	you	notice	how	to	silence	the	ringer.)	After	their	interaction,	they	that	team	meetings	often	degenerate	into	little	more	than	shake	hands	and	appear	to	be	introducing	themselves
complaint	sessions.	Workers	seem	to	gripe	about	everything	5758	PART	1	Understanding	the	Foundations	of	Business	Communication	with	cordial	smiles.	Unfortunately,	although	the	city	is	and	businesslike	than	the	other	three,	and	he	knows	suffering	through	record	high	temperatures,	her	casual	how	to	dress	for	success—carefully	knotted	tie,
starched	dress	and	sandals	strike	you	as	too	informal	for	a	job	shirt,	perfect	posture,	the	works.	He	keeps	to	himself	and	interview	at	a	law	firm.	avoids	bothering	the	other	candidates,	although	his	facial	d.	Candidate	D:	A	man	wearing	what	appears	to	be	a	finely	expressions	make	it	clear	that	he	disapproves	of	the	noise	tailored,	conservative	suit.	His
appearance	is	more	dignified	Candidate	B	is	making	with	his	mobile	phone.	LEARNING	OBJECTIVES	CHECKUP	Assess	your	understanding	of	the	principles	in	this	chapter	by	c.	To	ensure	a	true	group	effort,	every	task	from	planning	reading	each	learning	objective	and	studying	the	accompany-	through	final	production	should	be	done	as	a	team,	ing
exercises.	For	fill-in-the-blank	items,	write	the	missing	text	preferably	with	everyone	in	the	same	room	at	the	same	in	the	blank	provided;	for	multiple-choice	items,	circle	the	letter	time.	of	the	correct	answer.	You	can	check	your	responses	against	the	answer	key	on	page	AK-1.	d.	Research	and	plan	as	a	group	but	assign	the	actual	writing	to	one
person,	or	at	least	assign	separate	sections	Objective	2.1:	List	the	advantages	and	disadvantages	of	to	individual	writers	and	have	one	person	edit	them	all	working	in	teams,	describe	the	characteristics	of	effective	to	achieve	a	consistent	style.	teams,	and	highlight	four	key	issues	of	group	dynamics.	5.	Which	of	the	following	steps	should	be	completed
before	1.	Teams	can	achieve	a	higher	level	of	performance	than	anyone	from	the	team	does	any	planning,	researching,	or	individuals	alone	because	writing?	a.	They	combine	the	intelligence	and	energy	of	multiple	a.	The	team	should	agree	on	the	project’s	goals.	individuals	b.	The	team	should	agree	on	the	report’s	title.	b.	Motivation	and	creativity
flourish	in	team	settings	c.	To	avoid	compatibility	problems,	the	team	should	c.	They	involve	more	input	and	a	greater	diversity	of	views,	agree	on	which	word	processor	or	other	software	will	which	tends	to	result	in	better	decisions	be	used.	d.	They	do	all	of	the	above	d.	The	team	should	always	step	away	from	the	work	envi-	ronment	and	enjoy	some
social	time	in	order	to	bond	2.	Which	of	the	following	is	a	potential	disadvantage	of	effectively	before	starting	work.	working	in	teams?	a.	Teams	always	stamp	out	creativity	by	forcing	people	to	6.	Which	of	the	following	is	not	a	benefit	of	using	social	media	conform	to	existing	ideas	and	practices.	for	business	communication?	b.	Teams	increase	a
company’s	clerical	workload	because	a.	Social	media	are	“out	in	the	open,”	so	messages	are	of	the	additional	government	paperwork	required	for	easier	for	managers	to	monitor	and	control.	administering	workplace	insurance.	b.	Social	media	help	erase	geographic	and	organization	c.	Team	members	are	never	held	accountable	for	their	boundaries.
individual	performance.	c.	Social	media	give	customers	an	easy	way	to	voice	their	d.	Social	pressure	within	the	group	can	lead	to	group-	opinions	and	concerns.	think,	in	which	people	go	along	with	a	bad	idea	or	poor	d.	Social	media	can	help	“faceless”	companies	adopt	a	decision	even	though	they	may	not	really	believe	in	it.	more	human,
conversational	tone.	3.	Conflict	in	team	settings	can	be	______________	if	it	forces	Objective	2.3:	List	the	key	steps	needed	to	ensure	productive	important	issues	into	the	open,	increases	the	involvement	team	meetings.	of	team	members,	and	generates	creative	ideas	for	solving	a	problem.	7.	What	are	the	three	key	steps	to	making	sure	meetings	are
productive?	Objective	2.2:	Offer	guidelines	for	collaborative	communica-	a.	Planning,	planning,	and	more	planning	tion,	identify	major	collaboration	technologies,	and	explain	b.	Preparing	carefully,	conducting	meetings	efficiently,	and	how	to	give	constructive	feedback.	using	meeting	technologies	wisely	c.	Preparing	carefully,	conducting	meetings
using	true	4.	Which	of	the	following	is	the	best	way	for	a	team	of	people	democratic	participation,	and	using	meeting	technologies	to	write	a	report?	wisely	a.	Each	member	should	plan,	research,	and	write	his	or	d.	Preparing	carefully,	using	meeting	technologies	wisely,	her	individual	version	and	then	the	group	can	select	the	and	distributing	in-depth
minutes	to	everyone	in	the	strongest	report.	company	b.	The	team	should	divide	and	conquer,	with	one	person	doing	the	planning,	one	doing	the	research,	one	doing	8.	Robert’s	Rules	of	Order	is	a	guide	to	______________	the	writing,	and	so	on.	procedure.C	H	AP	T	ER	2	Mastering	Team	Skills	and	Interpersonal	Communication	59	Objective	2.4:	Identify
the	major	technologies	used	to	en-	b.	With	ferocious	international	competition	and	constant	hance	or	replace	in-person	meetings.	financial	pressure,	etiquette	is	an	old-fashioned	luxury	that	businesses	simply	can’t	afford	today.	9.	______________	teams	are	teams	whose	members	work	in	different	locations	and	interact	electronically.	c.	Ethical
businesspeople	don’t	need	to	worry	directly	about	etiquette	because	ethical	behavior	automatically	10.	______________	technologies	enable	realistic	conferences	leads	to	good	etiquette.	in	which	participants	thousands	of	miles	apart	almost	seem	to	be	in	the	same	room.	d.	Etiquette	plays	an	important	part	in	the	process	of	forming	and	maintaining
successful	business	Objective	2.5:	Identify	three	major	modes	of	listening,	relationships.	describe	the	listening	process,	and	explain	the	problem	of	selective	listening.	17.	If	you	forgot	to	shut	off	your	mobile	phone	before	stepping	into	a	business	meeting	and	you	receive	a	call	during	the	11.	After	receiving	messages,	listeners	______________	what
meeting,	the	most	appropriate	thing	to	do	is	to	they’ve	heard	by	assigning	meaning	to	the	sounds.	a.	Lower	your	voice	to	protect	the	privacy	of	your	phone	conversation	12.	If	you’re	giving	an	important	presentation	and	notice	that	b.	Answer	the	phone	and	then	quickly	hang	it	up	to	many	of	the	audience	members	look	away	when	you	try	to	minimize
the	disruption	to	the	meeting	make	momentary	eye	contact,	which	of	the	following	is	most	c.	Excuse	yourself	from	the	meeting	and	find	a	quiet	place	likely	going	on?	to	talk	a.	These	audience	members	don’t	want	to	challenge	your	d.	Continue	to	participate	in	the	meeting	while	taking	authority	by	making	direct	eye	contact.	the	call;	this	shows
everyone	that	you’re	an	effective	b.	You	work	with	a	lot	of	shy	people.	multitasker	c.	The	information	you’re	presenting	is	making	your	audience	uncomfortable	in	some	way.	18.	Your	company	has	established	a	designated	“quiet	time”	from	d.	The	audience	is	taking	time	to	carefully	think	about	the	1:00	to	3:00	every	afternoon,	during	which	office
phones,	information	you’re	presenting.	IM,	and	email	are	disabled	so	that	people	can	concentrate	on	planning,	researching,	writing,	and	other	intensive	tasks	13.	If	you	don’t	agree	with	something	the	speaker	says	in	a	large,	without	being	interrupted.	However,	a	number	of	people	formal	meeting,	the	best	response	is	to	continue	to	flout	the
guidelines	by	leaving	their	mobile	a.	Signal	your	disagreement	by	folding	your	arms	across	phones	on,	saying	their	families	and	friends	need	to	able	to	your	chest	and	staring	defiantly	back	at	the	speaker	reach	them.	With	all	the	various	ringtones	going	off	at	ran-	b.	Use	your	mobile	phone	to	begin	sending	text	messages	dom,	the	office	is	just	as	noisy
as	it	was	before.	What	is	the	to	other	people	in	the	room,	explaining	why	the	speaker	best	response?	is	wrong	a.	Agree	to	reactivate	the	office	phone	system	if	everyone	c.	Immediately	challenge	the	speaker	so	that	the	misinfor-	will	shut	off	their	mobile	phones,	but	have	all	incom-	mation	is	caught	and	corrected	ing	calls	routed	through	a	receptionist
who	will	take	d.	Quietly	make	a	note	of	your	objections	and	wait	until	a	messages	for	all	routine	calls	and	deliver	a	note	if	an	question-and-answer	period	to	raise	your	hand	employee	truly	is	needed	in	an	emergency.	b.	Give	up	on	quiet	time;	with	so	many	electronic	gadgets	Objective	2.6:	Explain	the	importance	of	nonverbal	in	the	workplace	today,
you’ll	never	achieve	peace	and	communication,	and	identify	six	major	categories	of	quiet.	nonverbal	expression.	c.	Get	tough	on	the	offenders	by	confiscating	mobile	phones	whenever	they	ring	during	quiet	time.	14.	Nonverbal	signals	can	be	more	influential	than	spoken	d.	Without	telling	anyone,	simply	install	one	of	the	language	because	available
mobile	phone	jamming	products	that	block	a.	Body	language	is	difficult	to	control	and	therefore	incoming	and	outgoing	mobile	phone	calls.	difficult	to	fake,	so	listeners	often	put	more	trust	in	nonverbal	cues	than	in	the	words	a	speaker	uses	19.	Constantly	testing	the	limits	of	your	company’s	dress	and	b.	Nonverbal	signals	communicate	faster	than
spoken	grooming	standards	sends	a	strong	signal	that	you	language,	and	most	people	are	impatient	a.	Don’t	understand	or	don’t	respect	your	company’s	c.	Body	language	saves	listeners	from	the	trouble	of	paying	culture	attention	to	what	a	speaker	is	saying	b.	Are	a	strong	advocate	for	workers’	rights	c.	Are	a	creative	and	independent	thinker	who	is
likely	to	15.	Which	of	the	following	is	true	about	nonverbal	signals?	generate	lots	of	successful	business	ideas	a.	They	can	strengthen	a	spoken	message.	d.	Represent	the	leading	edge	of	a	new	generation	of	b.	They	can	weaken	a	spoken	message.	enlightened	workers	who	will	redefine	the	workplace	c.	They	can	replace	spoken	messages.	according	to
contemporary	standards	d.	All	of	the	above	are	true.	Objective	2.7:	Explain	the	importance	of	business	etiquette,	and	identify	three	key	areas	in	which	good	etiquette	is	essential.	16.	Which	of	the	following	is	the	best	characterization	of	etiquette	in	today’s	business	environment?	a.	Business	etiquette	is	impossible	to	generalize	because	every	company
has	its	own	culture;	you	have	to	make	it	up	as	you	go	along.
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