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NEWSWORTHY COMMUNICATION

A Communication Recovery from Disaster

I

n 2009 and 2010 the Toyota Motor Corporation focused on how Toyota was taking responsibility
recalled more than 8 million cars and trucks and improving its operations.
after highly publicized incidents of accelerator
Every company relies on communication with its
pedal failure. In chilling accidents replayed on news customers to build trust. When crises hit, as in the
reports and the Internet, Toyota accelerator ped- case of Toyota’s recalls, communication becomes
als became stuck, causing serious—and sometimes even more important. The quality of written and spofatal—crashes.
ken messages could make the difference between a
Toyota, the world’s largest automaker, had built company’s failure and recovery after a crisis. In the
its business on customer trust and loyalty by pro- late 1990s, Ford Motor Company and the Firestone
viding consistent quality in its cars. But now, in Tire and Rubber Company were investigated for
addition to the financial costs of the pedal recalls a series of rollover accidents involving blown-out
and the government investitires. After first denying the
gations, the company faced a
problems and then blaming
“For Toyota, good communication
public relations disaster: cuseach other, both companies
helped the company recover from the took years to recover from the
tomers no longer trusted Toycostly and embarrassing recalls.”
ota to provide safe vehicles.
crisis—they were still dealing
The company responded
with recalls and complaints in
with a carefully designed communication campaign 2006, more than six years after the initial problems.
to restore customer trust in the Toyota brand. On
By contrast, Toyota’s straightforward apology and
February 2, 2010, Jim Lentz, Toyota’s president and aggressive communication in many forms of media
chief operating officer in the United States, sent a helped restore its image quickly. In fact, by Decemletter to all Toyota customers with a personal apol- ber 2010, Toyota announced that it had “regained the
ogy and a commitment to correct the problems. number one spot as the most-considered automobile
This letter kicked off a publicity campaign of per- brand among new-car shoppers.” For Toyota, good
sonal and open letters, newspaper and magazine communication helped the company recover from
advertisements, and television commercials that all the costly and embarrassing recalls.
Source: Toyota, “2010 Year-End Progress Report: Major Changes Help Toyota Put Even More Focus on Its Customers,” news release, December 20, 2010,
http://www.toyota.com/about/news/corporate/2010/12/21-1-Progress.html; and Jim Lentz, “Open Letter to Toyota Customers,” Toyota, February 2, 2010,
http://www.toyota.com/recall/v2/pdf/ToyotaCustomerLetter.pdf.
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Part 1

The Building Blocks of Effective Messages

Learning Objectives
After studying this chapter, you will know

Communication Is
Key to Pay
How can you make
more money at your
job?
The number one way, according to the Wall Street Journal,
is to “listen to your boss.” Specifically, do the work your boss
wants done, follow directions,
work hard, and let your boss
know what you have accomplished. Employees who follow
this method collect raises at a
rate of 9.9%, while average performers receive 3.6% and poor
performers get 1.3%, according
to one survey.
Just as important is to make
sure you ask your manager to
define expectations. Don’t assume
you know what your manager
wants. Make sure you understand
what your manager considers an
outstanding performance in your
position.
Adapted from Perri Capell, “10 Ways
to Get the Most Pay out of Your Job,”
Wall Street Journal, September 18,
2006, R1.

商 务 工 作 离 不 开 沟 通。 人 们
必须依赖沟通，无论是对产品与服
务的计划，职员的雇用、培训与激
励，生产与交货的协调，还是说服
对顾客购买以及货款结算。
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LO 1-1

Why you need to be able to communicate well.

LO 1-2

What the costs of communication are.

LO 1-3

What the costs of poor communication are.

LO 1-4

What role conventions play in business communication.

LO 1-5

How to solve business communication problems.

The amount of business communication is staggering. The U.S. Postal Service processed 177 billion pieces of mail in 2009, most of which were business
communications. Merchants send American consumers 20 billion catalogs
annually, through the mail and e-mail. When you consider that most of your
business communications are electronic or oral, you can start to imagine the
staggering number of business communications that people compose, hear,
and read. As one small piece of that, the head of Best Buy says his company
handles more than 1.5 billion customer interactions annually. The Radicati
Group, a technology market research firm, projects that 294 billion e-mail messages were sent daily in 2010, of which 89.1% were spam.1
Business depends on communication. People must communicate to plan
products and services; hire, train, and motivate workers; coordinate manufacturing and delivery; persuade customers to buy; and bill them for the sale.
Indeed, for many businesses and nonprofit and government organizations,
the “product” is information or services rather than something tangible. Information and services are created and delivered by communication. In every
organization, communication is the way people get work done.
Communication takes many forms: face-to-face or phone conversations,
informal meetings, presentations, e-mail messages, letters, memos, reports,
blogs, tweets, text messaging, and websites. All of these methods are forms
of verbal communication, or communication that uses words. Nonverbal
communication does not use words. Pictures, computer graphics, and company
logos are nonverbal. Interpersonal nonverbal signals include how people sit at
meetings, how large offices are, and how long someone keeps a visitor waiting.

COMMUNICATION ABILITY 5 PROMOTABILITY

LO 1-1

Even in your first job, you’ll communicate. You’ll listen to instructions; you’ll
ask questions; you may solve problems with other workers in teams. Even
“entry-level” jobs require high-level skills in reasoning, mathematics, and
communicating. As a result, communication ability consistently ranks first
among the qualities that employers look for in college graduates.2 Warren
Buffet told Columbia Business School students that they could increase their
value 50% by learning communication skills, and that many of them did not
yet have those skills.3
As more people compete for fewer jobs, the ones who will build successful
careers are those who can communicate well with customers and colleagues.
Robert O. Best, Chief Information Officer of UNUMProvident, an insurance
corporation, cautions, “You used to be able to get away with being a technical
nerd. . . . Those days are over.”4
The National Commission on Writing surveyed 120 major corporations,
employing nearly 8 million workers. Almost 70% of respondents said that at
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least two-thirds of their employees have specific writing responsibilities
included in their position descriptions. These writing responsibilities include:
■
■
■
■
■

E-mail (100% of employees)
Presentations with visuals, such as PowerPoint slides (100%)
Memos and correspondence (70%)
Formal reports (62%)
Technical reports (59%)

Respondents also noted that communication functions were least likely to be
outsourced.5
Because communication skills are so important, good communicators earn
more. Research has shown that among people with two- or four-year degrees,
workers in the top 20% of writing ability earn, on average, more than three
times as much as workers whose writing falls into the worst 20%.6 Jeffrey
Gitomer, business consultant and author of best-selling business books, says
there are three secrets to getting known in the business world; all of them are
communication skills: writing, e-zining (he reaches over 130,000 subscribers
each week), and speaking. He states, “Writing leads to wealth.”7
In spite of the frequency of on-the-job writing and the importance of overall communication skills, employers do not find college students well skilled
in writing. A survey of employers conducted on behalf of the Association of
American Colleges and Universities found that writing was one of the weakest skills of college graduates.8 In another large survey, respondents noted
that a lack of “effective business communication skills appears to be a major
stumbling block among new [job] entrants—even at the college level. Spelling
errors, improper use of grammar, and the misuse of words were common in
written reports, PowerPoint presentations, and e-mail messages.”9

“I’LL NEVER HAVE TO WRITE BECAUSE . . .”
Some students think that an administrative assistant will do their writing, that
they can use form letters if they do have to write, that only technical skills
matter, or that they’ll call or text rather than write. Each of these claims is fundamentally flawed.
Claim 1:

An administrative assistant will do all my writing.

Reality:

Because of automation and restructuring, job responsibilities in offices have
changed. Today, many offices do not have typing pools. Most secretaries have
become administrative assistants with their own complex tasks such as training,
research, and database management for several managers. Managers are likely
to take care of their own writing, data entry, and phone calls.

Claim 2:

I’ll use form letters or templates when I need to write.

Reality:

A form letter is designed to cover only routine situations, many of which are
computerized or outsourced, Also, the higher you rise, the more frequently you’ll
face situations that aren’t routine, that demand creative solutions.

Claim 3:

I’m being hired as an accountant, not a writer.

Reality:

Almost every entry-level professional or managerial job requires you to write
e-mail messages, speak to small groups, write documents, and present your
work for annual reviews. People who do these things well are likely to be promoted beyond the entry level. Employees in jobs as diverse as firefighters, security professionals, and construction project managers are all being told to polish
their writing and speaking skills.10

Claim 4:

I’ll just pick up the phone.

loc03180_ch01_002-025.indd 5

5
Put It in Writing
Raymond Dreyfack
credits his writing
skills for his successful career at Faberge Perfumes.
As he worked in supervisory
and management jobs, he kept
his eye open for opportunities
to solve problems and improve
performance. Then, when he had
an idea, he wrote a memo to his
boss.
Why a memo? The written format forced Dreyfack to organize
his initial idea clearly and concisely. Editing memos trained
Dreyfack to consider whether his
messages reflected the reader’s
interests and viewpoints. The
written format also gave Dreyfack’s boss time to consider the
idea and reflect on its merits.
(If you spring an idea on your
boss in the hallway, he or she
might find it easier to blurt out
a no than to give the idea fair
consideration.)
Adapted from Raymond Dreyfack,
“The Write Way to Jump-Start Your
Career,” Supervision 65, no. 4 (April
2004): 13–15.

鉴于沟通技能的极端重要性，善
于沟通者往往能从中获得更多利益。
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Reality:

Important phone calls require follow-up letters, memos, or e-mail messages. People in organizations put things in writing to make themselves visible, to create a
record, to convey complex data, to make things convenient for the reader, to save
money, and to convey their own messages more effectively. “If it isn’t in writing, it
didn’t happen” is a maxim at many companies. Writing is an essential way to record
agreements, to make yourself visible, and to let your accomplishments be known.

COMMUNICATING ON THE JOB

组织写作的三大目的是提供信
息、请求或说服、树立形象。

Communication—oral, nonverbal, and written—goes to both internal and
external audiences. Internal audiences are other people in the same organization: subordinates, superiors, peers. External audiences are people outside the
organization: customers, suppliers, distributors, unions, stockholders, potential employees, trade associations, special interest groups, government agencies, the press, and the general public.
People in organizations produce a large variety of documents. Figures 1.1 and
1.2 list a few of the specific documents produced at Ryerson, a company that fabricates and sells steel, aluminum, other metals, and plastics to a wide variety of
industrial clients and has sales offices across the United States, Canada, and China.
All of the documents in Figures 1.1 and 1.2 have one or more of the three
basic purposes of organizational writing: to inform, to request or persuade,
and to build goodwill. In fact, most messages have multiple purposes. When
you answer a question, for instance, you’re informing, but you also want to
build goodwill by suggesting that you’re competent and perceptive and that
your answer is correct and complete.

THE COST OF COMMUNICATION

LO 1-2

Writing costs money. The annual Social Security statements cost $70 million a
year to mail, even with huge economies of scale.11 The cost does not include
employee time in the writing and processing, a major expense.

Business communication involves paper documents, electronic communications, and most
of all, interpersonal abilities.

loc03180_ch01_002-025.indd 6
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Figure 1.1 Internal Documents Produced in One Organization
Document

Description of document

Purpose(s) of document

Transmittal

Memo accompanying document, telling
why it’s being forwarded to the receiver

Inform; persuade reader to read
document; build image and
goodwill

Monthly or quarterly report

Report summarizing profitability, productivity,
and problems during period. Used to plan
activity for next month or quarter

Inform; build image and goodwill
(report is accurate, complete;
writer understands company)

Policy and procedure
bulletin

Statement of company policies and
instructions (e.g., how to enter orders,
how to run fire drills)

Inform; build image and goodwill
(procedures are reasonable)

Request to deviate from
policy and procedure
bulletin

Persuasive memo arguing that another
approach is better for a specific situation
than the standard approach

Persuade; build image and goodwill
(request is reasonable; writer
seeks good of company)

Performance appraisal

Evaluation of an employee’s performance

Inform; persuade employee to
improve

Memo of congratulations

Congratulations to employees who have
won awards, been promoted

Build goodwill

Document cycling processes also increase costs. In many organizations, all
external documents must be approved before they go out. A major document
may cycle from writer to superior to writer to another superior to writer again
10 or more times before final approval. Longer documents can involve large
teams of people and take months to write.
Large organizations handle so much paper that even small changes to their
communication practices amount to millions of dollars. Through better use of
technology, InterContinental Hotels Group cut communications costs by $2.6
million in two years. Xerox Global Services Europe touts contractual annual
savings of up to 1 million Euros for organizations with 4,000 or more employees
who switch to its printing services.12

大型组织因为要处理的文件数
量巨大，所以即便沟通做法出现微
小的变化，所引起的成本往往会高
达数百万美元。

Figure 1.2 External Documents Produced in One Organization
Document

Description of document

Purpose(s) of document

Quotation

Letter giving price for a specific product
or service

Inform; build goodwill (price is
reasonable)

Claims adjustment

Letter granting or denying customer request to
be given credit for defective goods

Inform; build goodwill

Job description

Description of qualifications and duties of job.
Used for performance appraisals, salaries,
and hiring

Inform; persuade good candidates to
apply; build goodwill (job duties match
level, pay)

10-K report

Report filed with the Securities and Exchange
Commission detailing financial information

Inform

Annual report

Report to stockholders summarizing financial
information for year

Inform; persuade stockholders to retain
stock and others to buy; build goodwill
(company is a good corporate citizen)

Thank-you letter

Letter to suppliers, customers, or other people
who have helped individuals or the company

Build goodwill

loc03180_ch01_002-025.indd 7
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Hurricane
Katrina Storms
Communication
Lines
Hurricane Katrina caused massive
destruction to the Gulf Coast. During
the storm, communication failures
among local, state, and federal officials left their own harm.
The main communication problems included these issues:
■

Lack of communication
among responding organizations: FEMA claimed it was
days before they knew about
the thousands of people in
the New Orleans Convention
Center.

■

Incompatible communication
systems: The lack of coordination and communication
caused by these systems
put even more lives at risk by
delaying assistance where
it was most needed. Some
rescuers in helicopters were
unable to communicate with
rescuers in boats. Some
units of the National Guard
actually used runners to
communicate.

■

Inconsistent messages: State
and local agency teams
received conflicting messages
which led to confusion.

The massive communication
problems led to an entire chapter on communication in the U.S.
House of Representatives report
on the Hurricane Katrina disaster.
Adapted from U.S. House of Representatives, A Failure of Initiative:
Final Report of the Select Bipartisan
Committee to Investigate the Preparation for and Response to Hurricane Katrina, 109th Cong., 2d sess.
(Washington, DC, February 15, 2006),
http://www.gpoaccess.gov/katrina
report/mainreport.pdf.

Communication failures increased the damage caused by Hurricane Katrina.

Good communication is worth every minute it takes and every penny it
costs. A study of 335 U.S. and Canadian companies with an average of 13,000
employees each and median annual revenues of $1.8 billion found that those
companies who best communicated with their employees enjoyed “greater
employee engagement and commitment, higher retention and productivity,
and—ultimately—better financial performance. . . .
■
■
■

Another significant cost of communication is e-mail storage. In addition to
the exponential increase in frequency, e-mails are also growing in size. Furthermore, many of them come with attachments. And businesses are storing
much of this huge load on their servers. But the cost of the hardware is only
some of the storage cost; a larger cost is administering and maintaining the
archives. These costs include downtime when storage systems crash and time
spent retrieving lost or corrupted messages.14

COSTS OF POOR COMMUNICATION

LO 1-3

Poor communication can cost billions of dollars. We all can think of examples.
■

■

■

loc03180_ch01_002-025.indd 8

They boasted a 19.4% higher market premium (the degree to which the
company’s market value exceeds the cost of its assets).
They were 4.5 times more likely to report high levels of employee
engagement.
They were 20% more likely to report lower turnover rates.”13

Hurricane Katrina caused billions of dollars of damage—damage
that was worsened by horrendous miscommunications between federal, state, and private relief organizations (see the sidebar “Hurricane
Katrina Storms Communication Lines ” on this page.).
The space industry has had billion-dollar mistakes—mistakes where
miscommunications were major contributing factors as confirmed by
official government investigations (see sidebars on pages 9 and 12).
Ford and Bridgestone Firestone’s failure to coordinate the design of the
Ford Explorer and its tires cost them billions of dollars. In hindsight,
people agree the mistakes could have been prevented if the different
teams involved had communicated more effectively with each other.15

10/27/11 4:41 PM
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■

■

■

Internal and external communication problems have contributed greatly
to delays in Boeing’s 787 Dreamliner, delays which have cost Boeing billions in penalties and have caused some customers to switch their orders
to Airbus.16
From figures provided by the members of the Business Roundtable, the
National Commission on Writing calculated the annual private sector
costs of writing training at $3.1 billion.17 These figures do not include the
retail and wholesale trade businesses.
Even part of the subprime mortgage collapse, which helped spark a
global recession, has been connected to poor communication. Documents supposedly explaining some of the riskier investments were so
convoluted that even most experts could not understand them. Goldman
Sachs paid a $550 million fine to settle allegations that it misled investors in mortgage bonds.18

Costs of poor communication are not just financial. People died in the rollovers of Ford Explorers, noted above. In the aftermath of Hurricane Katrina,
inaccurate media reports of looting convinced some residents to stay to protect their property instead of evacuating; false reports of shootings at helicopters resulted in some states refusing to send trained emergency workers.
According to the presidential commission, inadequate communication
among British Petroleum, Halliburton, and Transocean, as well as within
their own companies, was a contributing factor in BP’s massive oil spill,
which caused so much damage, as well as fatalities, in the Gulf of Mexico.19
Not all communication costs are so dramatic, however. When communication isn’t as good as it could be, you and your organization pay a price in
wasted time, wasted effort, lost goodwill, and legal problems.

Wasted Time
Bad writing takes longer to read as we struggle to understand what we’re
reading. How quickly we can do this is determined by the difficulty of the
subject matter and by the document’s organization and writing style.
Second, bad writing may need to be rewritten. Poorly written documents
frequently cycle to other people for help.
Third, ineffective communication may obscure ideas so that discussions
and decisions are needlessly drawn out.

9
Business
Communication
Lessons from Mars
The Mars Climate
Orbiter spacecraft lost
contact with NASA mission control
just after it arrived at Mars. A subsequent investigation revealed that
the main problem was a minor software programming error caused
by communication errors.
Like many business projects,
the Mars Climate Orbiter involved
a wide range of people in a range
of locations. The programmers
who wrote the software that controlled the spacecraft’s engines
worked in Great Britain, and used
metric measurements in their
calculations, while the engineers
who made the satellite’s engines
worked in the United States, and
used English measurements.
Both teams assumed that they
were using the same measurement standards, neither team
made any attempt to check, and
no one else caught the error. With
that failure, NASA lost a $125 million satellite and years of effort,
while gaining a major public embarrassment.
Adapted from NASA MCO Mission
Failure Mishap Investigation Board,
Mars Climate Orbiter Mishap Investigation Board Phase I Report, November
10, 1999, ftp://ftp.hq.nasa.gov/pub/
pao/reports/1999/MCO_report.pdf.

当沟通没能达到应有的水平
时，你和你的组织就会付出一些代
价，比如时间浪费、精力耗损、信
誉丢失、官司缠身等。

When the Mars Climate Orbiter spacecraft crashed as a result of poor communication, the
United States lost a $125 million satellite and years of effort.

loc03180_ch01_002-025.indd 9
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Poor Customer
Service Becomes
Costly

A customer called
AOL to cancel his
service. The phone call lasted
21 minutes, including automated
answering, waiting in a queue,
and a five-minute conversation
with a customer service representative. During the conversation, the customer service
representative refused to comply with the customer’s request
to close his account despite 21
requests to “cancel” his service
and approximately 9 “I-don’tneed-it, I-don’t-want-it, and
I-don’t-use-it” statements. To
express his dissatisfaction, the
customer posted the recorded
conversation on the Web as a
digital “documentary,” which was
heard by 300,000 visitors and
highlighted on the Today show on
NBC. Following the post, an AOL
executive vice president e-mailed
employees notifying them of the
post and warning them that any
of their customer interactions
could be similarly posted. In
addition, because of similar earlier violations, AOL agreed to pay
a fine of $1.25 million and to use
a third-party verification system.
Another customer service incident occurred when a customer
welcomed a Comcast technician
into his home to replace a faulty
modem. When the technician
called the central office, he was
placed on hold and proceeded
to fall asleep on the couch after
an hour of waiting. In response,
the customer recorded a short
documentary, “A Comcast Technician Sleeping on My Couch”
and posted it to YouTube where
500,000 viewers watched the
customer service blunder.
Adapted from Randall Stross, “AOL
Said, ‘If You Leave Me I’ll Do Something Crazy,’” New York Times, July 2,
2006, E3.

The Building Blocks of Effective Messages

Fourth, unclear or incomplete messages may require the receiver to gather
more information and some receivers may not bother to do so; they may make
a wrong decision or refuse to act.

Wasted Efforts
Ineffective messages don’t get results. A receiver who has to guess what the
sender means may guess wrong. A reader who finds a letter or memo unconvincing or insulting simply won’t do what the message asks.
One company sent out past-due bills with the following language:
Per our conversation, enclosed are two copies of the above-mentioned invoice.
Please review and advise. Sincerely, . . .

The company wanted money, not advice, but it didn’t say so. The company
had to write third and fourth reminders. It waited for its money, lost interest
on it—and kept writing letters.

Lost Goodwill
Whatever the literal content of the words, every letter, e-mail, or report serves
either to build or to undermine the image the reader has of the writer.
Part of building a good image is taking the time to write correctly. Even
organizations that have adopted casual dress still expect writing to appear
professional and to be free from typos and grammatical errors.
Messages can also create a poor image because of poor audience analysis and
inappropriate style. The form letter printed in Figure 1.3 failed because it was
stuffy and selfish. The comments in red show specific problems with the letter.
■
■

■
■

■

The language is stiff and legalistic. Note the sexist “Gentlemen:” and
obsolete “Please be advised,” “herein,” and “expedite.”
The tone is selfish. The letter is written from the writer’s point of
view; there are no benefits for the reader. (The writer says there are, but
without a shred of evidence, the claim isn’t convincing.)
The main point is buried in the middle of the long first paragraph. The
middle is the least emphatic part of a paragraph.
The request is vague. How many references does the supplier want?
Are only vendor references OK, or would other credit references, like
banks, work too? Is the name of the reference enough, or is it necessary
also to specify the line of credit, the average balance, the current balance,
the years credit has been established, or other information? What “additional financial information” does the supplier want? Annual reports?
Bank balance? Tax returns? The request sounds like an invasion of privacy, not a reasonable business practice.
Words are misused (herein for therein), suggesting either an ignorant
writer or one who doesn’t care enough about the subject and the reader
to use the right word.

You will learn more about tone in Chapter 3 and language in Chapter 5.

Legal Problems
Poor communication choices can lead to legal problems for individuals and
organizations. The news is full of examples. Domino’s pizza, which promised
to deliver pizza to your door in 30 minutes, dropped that promise after a lawsuit, involving an accident with a Domino’s delivery person, claimed that the
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Figure 1.3 A Form Letter That Annoyed Customers

Nelson

Manufacturing

600 N. Main Street
Indianapolis, IN 46204
www.nelson.comv

Where are date,
Inside address?
t adding these!
No excuse for no

Gentlemen:

Sexist!
Stuffy

317-281-3000
fax 317-281-3001

e
emphasizes th ader
re
e
th
t
no
,
er
writ
main

wrong
word
(also
stuffy)

Please be advised that upon reviewing your credit file with us, we find the information
point
herein outdated. In an effort to expedite the handling of your future orders with us, and to
is
buried
allow us to open an appropriate line of credit for your company, we ask that you send an
updated list of vendor references. Any other additional financial information that you can
supply would be to both of our benefits.
Prove it!

May we hear from you soon?

What
information?

Sincerely,

pledge led to accidents. Domino’s settled for a sum in the seven-figure range,
but dropped the promise because the company feared other lawsuits.20
Individual communications can also have legal consequences. Steamy text messages revealed an affair between Detroit mayor Kwame Kilpatrick and one of his
aides; both the messages and the affair contradicted testimony the mayor had given
under oath. Consequences included loss of office, jail time, and a $1 million fine.
US Representative Mark Foley resigned after his instant messages to House
pages were published. E-mails have helped bring about the fall of many executives, including
■
■
■
■
■
■

Senior Enron executives
Boeing CEO Harry Stonecipher
Credit Suisse First Boston banker Frank Quattrone
Hewlett-Packard Chairperson Patricia Dunn
Walmart Vice Presidents Julie Roehm and Sean Womack
South Carolina Governor Mark Sanford

One San Francisco law firm says that 70% of their routine evidence now comes
from e-mails.21
In particular, letters, memos, e-mails, and instant messages create legal obligations for organizations. When a lawsuit is filed against an organization, the
lawyers for the plaintiffs have the right to subpoena documents written by
employees of the organization. These documents may then be used as evidence,
for instance, that an employer fired an employee without adequate notice or
that a company knew about a safety defect but did nothing to correct it.
These documents may also be used as evidence in contexts the writer did
not intend. This means that a careless writer can create obligations that the
organization does not mean to assume. For instance, a letter from a manager

loc03180_ch01_002-025.indd 11

信件、备忘录、电子邮件以及
即时通信会给公司带来法律责任。
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Columbia Disaster
Communication
Failures
In 2003, the Columbia space shuttle disintegrated
on re-entry, resulting in the
deaths of all seven crew members. The independent research
team investigating the disaster
found communication problems
to be the root cause of the accident. The researchers concluded
that organizational barriers prevented effective communication
of critical safety information and
restrained communication of
professionals.
The report identified the following communication problems:
■

■

■

Communication flow between
managers and subordinates:
Managers did not heed the
concerns of the engineers
regarding debris impacts
on the shuttle. Throughout
the project, communication
did not flow effectively up
to or down from program
managers.
Circulation of information
among teams: Although engineers were concerned about
landing problems and therefore conducted experiments
on landing procedures, the
concerns were not relayed
to managers or to system
and technology experts who
could have addressed the
concerns.
Communication sources:
Managers received a large
amount of their information
from informal channels, which
blocked relevant opinions and
conclusions from engineers.

Adapted from Columbia Accident
Investigation Board, Report of Columbia Accident Investigation Board,
Volume I, August 2003, http://www
.nasa.gov/columbia/home/CAIB_Vol1
.html.

优秀的商业或行政公文应具
备五个基本标准 ：清晰、完整、准
确、节省读者的时间以及树立良好
信誉。
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telling a scout troop they may not visit a factory floor because it is too dangerous could be used in a worker’s compensation suit.22
Careful writers and speakers think about the larger social context in which
their words may appear. What might those words mean to other people in the
field? What might they mean to a judge and jury?

BENEFITS OF IMPROVING COMMUNICATION
Better communication helps you to
■

■

■

■

Save time. Eliminate the time now taken to rewrite badly written
materials. Reduce reading time, since comprehension is easier. Reduce
the time taken asking, “What did you mean?”
Make your efforts more effective. Increase the number of requests
that are answered positively and promptly—on the first request. Present
your points—to other people in your organization; to clients, customers,
and suppliers; to government agencies; to the public—more forcefully.
Communicate your points more clearly. Reduce the misunderstandings that occur when the audience has to supply missing or unclear
information. Make the issues clear, so they can be handled.
Build goodwill. Build a positive image of your organization. Build an
image of yourself as a knowledgeable, intelligent, capable person.

CRITERIA FOR EFFECTIVE MESSAGES
Good business and administrative communication meets five basic criteria: it’s
clear, complete, and correct; it saves the audience’s time; and it builds goodwill.
■
■
■

■

■

It’s clear. The meaning the audience gets is the meaning the communicator intended. The audience doesn’t have to guess.
It’s complete. All of the audience questions are answered. The audience has enough information to evaluate the message and act on it.
It’s correct. All of the information in the message is accurate. The message is free from errors in spelling, grammar, word choice, and sentence
structure.
It saves the audience’s time. The style, organization, and visual or
aural impact of the message help the audience read or hear, understand,
and act on the information as quickly as possible.
It builds goodwill. The message presents a positive image of the communicator and his or her organization. It treats the receiver as a person,
not a number. It cements a good relationship between the communicator
and the receiver.

Whether a message meets these five criteria depends on the interactions
among the communicator, the audience, the purposes of the message, and the
situation. No single set of words will work in all possible situations.

USING TECHNOLOGY FOR COMMUNICATION
In this technological age, different forms of media are encompassing all parts
of life. For instance, in 2010, the average American spent 158 hours a month
watching television, accounting for approximately half their leisure time.
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They also spent 25 hours a month using the Internet, which has become the
third most popular news platform, behind only local and national television
news. The Internet is now ahead of radio and national and local print newspapers as a news source. However, the greatest use of Internet time is for social
networking. Personal e-mail has fallen out of second place to be replaced by
gaming.23
Technology has even gripped the highest office in the country. President
Obama battled with U.S. intelligence agencies to keep his BlackBerry when he
took office; he is the first president in the history of our country to use e-mail
while in office.
If the highest office in the land demands technology, the business world
is no exception. When it comes to technology, business continually embraces
all forms that help increase productivity and save money. Almost all office
employees are expected to know how to navigate through the web and to use
word processing, e-mail, spreadsheet, database, and presentation software.
Newer forms of technology, especially social media such as Facebook, Twitter,
and texting, are also becoming prominent in business offices. Chapter 9 will
discuss communication technologies in more detail.

FOLLOWING CONVENTIONS

企业一直热衷于利用各种技术
来提高生产力，降低成本。

LO 1-4

Conventions are widely accepted practices you routinely encounter. For
example, you wouldn’t write an analytical report to your boss who only
wanted a “yes” or “no” on whether you could make the scheduled meeting
with potential clients. You would send the more appropriate and conventional
response—an e-mail.
Similarly, common business communications have conventions. These conventions help people recognize, produce, and interpret different kinds of communications. Each chapter in this textbook presents conventions of traditional
business documents. For example, Chapter 13 discusses conventions of job
application letters, Chapter 11 highlights conventions of persuasive messages,
and Chapter 19 talks about conventions of delivering oral presentations.
Conventions change over time. Consider how the conventions governing movies and television have changed just during your lifetime, allowing
more explicit sex and violence. Similarly, conventions change in business.
Paper memos have mostly given way to e-mails, and some e-mails are being
replaced by text messaging.
The key to using conventions effectively, in spite of their changing nature,
is to remember that they always need to fit the rhetorical situation—they
always need to be adjusted for the particular audience, context, and purpose.
For instance, Chapter 10 provides guidelines on constructing negative messages. However, you will need to adapt these guidelines based on the way
your organization presents their negative messages. Some organizations will
use a more formal tone than others; some present negative news bluntly, while
others ease into it more gently.
Since every organization will be unique in the conventions they follow, the
information presented in this text will provide a basic understanding of common elements for particular genres. You will always need to adjust the basics
for your particular needs.
The best way to learn conventions in a particular workplace is to see what
other workers are doing. How do they communicate with each other? Do
their practices change when they communicate with superiors? What kinds
of letters and memos do they send? How much do they e-mail? What tone is
preferred? Close observation will help your communications fit in with the
conventions of your employer.
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有效使用惯例的关键在于牢记
惯例应用必须符合具体环境，要根
据特定的受众、背景和目的进行适
当的调整。
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Wiio’s laws

Professor Osmo A.
Wiio is a Finnish expert
on communication. He
has formulated a series
of communication laws, expressed
humorously but with serious content. These are some of his laws:
1.

Communication usually fails,
except by accident. (This is
the fundamental one among
Wiio’s laws.)

2.

If a message can be interpreted in several ways, it will
be interpreted in a manner
that maximizes the damage.

3.

There is always someone
who knows better than you
what you meant with your
message.

4.

The more we communicate,
the worse communication
succeeds.

5.

In mass communication,
the important thing is not
how things are but how they
seem to be.

UNDERSTANDING AND ANALYZING BUSINESS
COMMUNICATION SITUATIONS
The best communicators are conscious of the context in which they communicate; they’re aware of options.
Ask yourself the following questions:
■

■

■

■

Can you think of examples supporting Wiio’s laws?
Laws are quoted from Osmo A. Wiio,
“How All Human Communication Fails,
Except by Accident, or a Commentary
of Wilo’s Laws,” last updated July 4,
2010, http://www.cs.tut.fi/~jkorpela/
wiio.html.

The Building Blocks of Effective Messages

■

What’s at stake—to whom? Think not only about your own needs but
also about the concerns your boss and your audience will have. Your
message will be most effective if you think of the entire organizational
context—and the larger context of shareholders, customers, and regulators. When the stakes are high, you’ll need to take into account people’s
feelings as well as objective facts.
Should you send a message? Sometimes, especially when you’re new
on the job, silence is the most tactful response. But be alert for opportunities to learn, to influence, to make your case.
What channel should you use? Paper documents and presentations
are formal and give you considerable control over the message. E-mail,
texting, tweeting, phone calls, and stopping by someone’s office are less
formal. Oral channels are better for group decision making, allow misunderstandings to be cleared up more quickly, and seem more personal.
Sometimes you may need more than one message, in more than one
channel.
What should you say? Content for a message may not be obvious.
How detailed should you be? Should you repeat information that the
audience already knows? The answers will depend on the kind of
message, your purposes, audiences, and the corporate culture. And
you’ll have to figure these things out for yourself, without detailed
instructions.
How should you say it? How you arrange your ideas—what comes
first, second, and last—and the words you use shape the audience’s
response to what you say.

HOW TO SOLVE BUSINESS COMMUNICATION
PROBLEMS LO 1-5
When you’re faced with a business communication problem, you need to
develop a solution that will both solve the organization’s problem and meet
the psychological needs of the people involved. The strategies in this section
will help you solve the problems in this book. Almost all of these strategies
can also be applied to problems you encounter on the job. Use this process to
create good messages:
■
■
■
■
■
■
■

loc03180_ch01_002-025.indd 14

Gather knowledge and brainstorm solutions.
Answer the five questions for analysis in Figure 1.4.
Organize your information to fit your audiences, your purposes, and the
context.
Make your document visually inviting.
Revise your draft to create a friendly, businesslike, positive style.
Edit your draft for standard spelling, punctuation, and grammar;
double-check names and numbers.
Use the response you get to plan future messages.
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Figure 1.4 Questions for Analysis
1. Who is (are) your audience(s)?
2. What are your purposes in communicating?
3. What information must your message include?
4. How can you build support for your position? What reasons or benefits will your
audience find convincing?
5. What aspects of the total situation may be relevant?

Gather Knowledge and Brainstorm Solutions.
Problem solving usually starts by gathering knowledge. What are the facts?
What can you infer from the information you’re given? What additional information might be helpful? Where could you get it? What emotional complexities are involved? This information will usually start to suggest some solutions,
and you should brainstorm other solutions. In all but the very simplest problems, there are multiple possible solutions. The first one you think of may not
be best. Consciously develop several solutions. Then measure them against
your audience and purposes: Which solution is likely to work best?
You will learn more about gathering knowledge in Chapter 15 and more
about brainstorming in Chapter 8.

Answer the Five Questions for Analysis.
The five questions in Figure 1.4 help you analyze your audience(s), purpose(s),
and the organizational context.
1. Who is (are) your audience(s)?
What audience characteristics are relevant for this particular message? If
you are writing or speaking to more than one person, how do the people in
your audience differ? How much does your audience know about your topic?
How will they respond to your message? What objections might they have?
Some characteristics of your audience will be irrelevant; focus on ones
that matter for this message. Whenever you address several people or a
group, try to identify the economic, cultural, or situational differences that
may affect how various subgroups may respond to what you have to say.
For a more complete audience analysis, see the questions in Chapter 2.
2. What are your purposes in communicating?
What must this message do to meet the organization’s needs? What
must it do to meet your own needs? What do you want your audience to
do? To think or feel? List all your purposes, major and minor.
Even in a simple message, you may have several related purposes: to
announce a new policy, to make the audience aware of the policy’s provisions and requirements, and to have them feel that the policy is a good
one, that the organization cares about its employees, and that you are a
competent communicator and manager.
3. What information must your message include?
Make a list of the points that must be included; check your draft to make
sure you include them all. To include information without emphasizing it, put
it in the middle of a paragraph or document and present it as briefly as possible.
4. How can you build support for your position? What reasons or benefits
will your audience find convincing?
Brainstorm to develop reasons for your decision, the logic behind your
argument, and possible benefits to the audience if they do as you ask.
Reasons and audience benefits do not have to be monetary. Making the
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15
Just a Deadline; No
Directions
School assignments
are spelled out,
sometimes even in writing. In the
workplace, workers are less likely
to get details about what a document should include. The transition can be disorienting. One
intern reported, “I was less prepared than I thought. . . . I was so
used to professors basically telling
you what they want from you that
I expected to be, if not taught,
then told, what exactly it was that
they wanted these brochures to
accomplish. . . . They have not
taken the time to discuss it—they
just put things on my desk with
only a short note telling me when
they needed it done. No directions
or comments were included.”
Intern’s quotation from Chris M.
Anson and L. Lee Forsberg, “Moving
Beyond the Academic Community,”
Written Communication 7, no. 3 (April
1990): 211.

有意识地多找几种方案，然后
针对具体的沟通目的和听众，确定
哪一方案最为有效。
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Classroom versus
Workplace Contexts

Aviva
Professors
Freedman and Christine Adam found in a research
study that students have to
relearn ways to acquire basic
knowledge when trying to mesh
with their employer’s organization
once they enter the workforce.
School is structured to help
students learn. On the other
hand, the workplace is structured to get results, not help the
learner/new employee. New college graduate hires frequently
don’t understand the context of
communications. For example,
new employees have to figure
out which co-workers are trustworthy and can be a guide while
not pushing away others.
Moreover, the roles of participants in each situation are different. While school settings
have an instructor as the voice of
authority, workplace settings are
comprised of people with varying degrees of relevant and useful
knowledge.
What has been your experience with internships? Have
you noticed other ways in which
workplace settings differ from
classroom expectations?
Adapted from Aviva Freedman and
Christine Adam, “Learning to Write
Professionally: ‘Situated Learning’
and the Transition from University
to Professional Discourse,” Journal
of Business and Technical Communication 10, no. 4 (October 1996):
395–427.

The Building Blocks of Effective Messages

audience’s job easier or more pleasant is a good benefit. In an informative
or persuasive message, identify multiple audience benefits. In your message, use those that you can develop most easily and effectively.
Be sure the benefits are adapted to your audience. Many people do not
identify closely with their organizations; the fact that the organization benefits from a policy will help the individual only if the saving or profit is
passed directly on to the employees. Instead, savings and profits are often
eaten up by returns to stockholders, bonuses to executives, and investments in plants and equipment or in research and development.
5. What aspects of the total situation may be relevant?
Should you consider the economy? The time of year? Morale in the organization? Any special circumstances? The organization may be prosperous or
going through hard times; it may have just been reorganized or may be stable. All these different situations will affect what you say and how you say it.
Think about the news, the economy, the weather. Think about the general business and regulatory climate, especially as it affects the organization specified in the problem. Use the real world as much as possible. Think
about interest rates, business conditions, and the economy. Is the industry
in which the problem is set doing well? Is the government agency in which
the problem is set enjoying general support? Think about the time of year.
If it’s fall when you write, is your business in a seasonal slowdown after
a busy summer? Gearing up for the Christmas shopping rush? Or going
along at a steady pace unaffected by seasons?
To answer these questions, draw on your experience, your courses, and
your common sense. Read the Wall Street Journal or look at a company’s
website. Sometimes you may even want to phone a local business person
to get information.

Organize Your Information to Fit Your Audiences,
Your Purposes, and the Situation.
You’ll learn different psychological patterns of organization in Chapters 9
through 11. For now, remember these three basic principles:
■
■

■

Put good news first.
In general, put the main point or question first. In the subject line or
first paragraph, make it clear that you’re writing about something that is
important to the reader.
Disregard the above point and approach the subject indirectly when you
must persuade a reluctant audience.

Make Your Document Visually Inviting.
公文设计得赏心悦目，既便于
阅读，又能树立亲切的形象。

A well-designed document is easier to read and builds goodwill. To make a
document visually attractive
■
■
■
■
■

Use subject lines to orient the reader quickly.
Use headings to group related ideas.
Use lists and indented sections to emphasize subpoints and examples.
Number points that must be followed in sequence.
Use short paragraphs—usually eight typed lines or fewer.

If you plan these design elements before you begin composing, you’ll save
time and the final document will probably be better.
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The best medium for a document depends on how it will be used. For
example, a document that will be updated frequently may need to be on a
website so the reader can easily obtain the most current information. Chapters 6 and 16 will provide more information on the design of documents and
visuals.

Revise Your Draft to Create a Friendly, Businesslike,
Positive Style.
In addition to being an organizational member or a consumer, your reader
has feelings just as you do. Writing that keeps the reader in mind uses youattitude (see Chapter 3). Read your message as if you were in your reader’s
shoes. How would you feel if you received it?
Good business and administrative writing is both friendly and businesslike.
If you’re too stiff, you put extra distance between your reader and yourself. If
you try to be too chummy, you’ll sound unprofessional. When you write to
strangers, use simple, everyday words and make your message as personal
and friendly as possible. When you write to friends, remember that your message may be read by people you’ve never even heard of: avoid slang, clichés,
and “in” jokes.
Sometimes you must mention limitations, drawbacks, or other negative elements, but don’t dwell on them. People will respond better to you
and your organization if you seem confident. Expect success, not failure.
If you don’t believe that what you’re writing about is a good idea, why
should they?
You emphasize the positive when you
■
■
■

Put positive information first, give it more space, or set it off visually in
an indented list.
Eliminate negative words whenever possible.
Focus on what is possible, not what is impossible.

Edit Your Draft for Standard English; Double-Check
Names and Numbers.
Business people care about correctness in spelling, grammar, and punctuation. If your grasp of mechanics is fuzzy, if standard English is not
your native dialect, or if English is not your native language, you’ll need
to memorize rules and perhaps find a good book or a tutor to help you.
Even software spelling and grammar checkers require the writer to make
decisions. If you know how to write correctly but rarely take the time to
do so, now is the time to begin to edit and proofread to eliminate careless errors. Correctness in usage, punctuation, and grammar is covered in
Appendix B.
Always proofread your document before you send it out. Double-check the
reader’s name, any numbers, and the first and last paragraphs. Chapter 5 will
provide more tips on revising and editing communication.

17
Succeeding
against the Odds
I developed my
communication
skills as a technique of survival.
I was born in poverty and spent
two years on the welfare rolls,
and I learned early that I had to
communicate or die. And so I
talked my way out of poverty—I
communicated my way to the
top. . . .
I read and re-read books on
self-improvement, success and
communication. The most important lesson I learned from these
books is what I call “other focusing.” This means, among other
things, that if we want to communicate with employees, managers, and even competitors we
must ask ourselves not what we
want but what they want.
This rule made me a millionaire.
For the only way I got to where
I am today was by persuading
thousands of blacks and whites,
some of whom were very prejudiced, that the only way they
could get what they wanted was
by helping me get what I wanted.
All the law and prophecy of communication theory can be found
in that formula.
John H. Johnson, owner and publisher of Ebony magazine, quoted in
Gloria Gordon, “EXCEL Award Winner John H. Johnson Communicates
Success,” IABC Communication
World 6, no. 6 (May 1989): 18–19.

出色的商务与管理公文既要语
气友好，又要行文专业。如果语气
过于生硬，将会拉大与读者之间的
距离 ；如果过于亲密，又会显得不
太专业。

发送公文前一定要校对，要再
三复核受众的名字、有关的数据、
首段和末段。

Use the Response You Get to Plan Future Messages.
Evaluate the feedback, or response, you get. The real test of any message is
“Did you get what you wanted, when you wanted it?” If the answer is no, then
the message has failed—even if the grammar is perfect, the words elegant, the
approach creative, the document stunningly attractive. If the message fails,
you need to find out why.

loc03180_ch01_002-025.indd 17

15/10/11 1:58 AM

Confirming Pages

18

Part 1

The Building Blocks of Effective Messages

Analyze your successes, too. You want to know why your message worked.
There has to be a reason, and if you can find what it is, you’ll be more successful more often.

S U M M A R Y
■

■

■

■

■
■
■

■

■

■
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Communication helps organizations and the people in them achieve their
goals. The ability to write and speak well becomes increasingly important
as you rise in an organization.
People put things in writing to create a record, to convey complex data, to
make things convenient for the reader, to save money, and to convey their
own messages more effectively.
Internal documents go to people inside the organization. External documents go to audiences outside: clients, customers, suppliers, stockholders,
the government, the media, and the general public.
The three basic purposes of business and administrative communication
are to inform, to request or persuade, and to build goodwill. Most messages have more than one purpose.
Poor writing wastes time, wastes effort, and jeopardizes goodwill.
Good business and administrative writing meets five basic criteria: it’s clear,
complete, and correct; it saves the reader’s time; and it builds goodwill.
To evaluate a specific document, we must know the interactions among
the writer, the reader(s), the purposes of the message, and the context. No
single set of words will work for all readers in all situations.
Common business communications have conventions, as do organizations.
Business communicators need to know how to adjust conventions to fit a
particular audience, context, and purpose.
To understand business communication situations, ask the following
questions:
■ What’s at stake—to whom?
■ Should you send a message?
■ What channel should you use?
■ What should you say?
■ How should you say it?
The following process helps create effective messages:
■ Gather knowledge and brainstorm solutions.
■ Answer the analysis questions in Figure 1.4.
■ Organize your information to fit your audiences, your purposes, and
the context.
■ Make your document visually inviting.
■ Revise your draft to create a friendly, businesslike, positive style.
■ Edit your draft for standard English; double-check names and numbers.
■ Use the response you get to plan future messages.
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CHAPTER

1.1

1

Exercises and Problems

*Go to www.mhhe.com/locker10e for
additional Exercises and Problems.

Reviewing the Chapter

1. Why do you need to be able to communicate well?
(LO 1-1)
2. What are some myths about workplace communication? What is the reality for each myth?
(LO 1-1)
3. What are the costs of communication? (LO 1-2)

1.2

19

4. What are the costs of poor communication? (LO 1-3)
5. What role do conventions play in business communication? (LO 1-4)
6. What are the components of a good problemsolving method for business communication opportunities? (LO 1-5)

Assessing Your Punctuation and Grammar Skills

To help you see where you need to improve in grammar and punctuation, take the Diagnostic Test, B.1,
Appendix B.

1.3

Letters for Discussion—Landscape Plants

Your nursery sells plants not only in your store but also by
mail order. Today you’ve received a letter from Pat Sykes,
complaining that the plants (in a $572 order) did not arrive
in a satisfactory condition. “All of them were dry and
wilted. One came out by the roots when I took it out of the
box. Please send me a replacement shipment immediately.”
1.

The following letters are possible approaches to
answering this complaint. How well does each message meet the needs of the reader, the writer, and the
organization? Is the message clear, complete, and
correct? Does it save the reader’s time? Does it build
goodwill?

Dear Sir:
I checked to see what could have caused the defective shipment you received. After
ruling out problems in transit, I discovered that your order was packed by a new
worker who didn’t understand the need to water plants thoroughly before they are

shipped. We have fired the worker, so you can be assured that this will not happen
again.
Although it will cost our company several hundred dollars, we will send you a
replacement shipment.
Let me know if the new shipment arrives safely. We trust that you will not complain
again.
2.

Dear Pat:
Sorry we screwed up that order. Sending plants across country is a risky business.
Some of them just can’t take the strain. (Some days I can’t take the strain myself!)
We’ll send you some more plants sometime next week and we’ll credit your account
for $372.
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Dear Mr. Smith:
I’m sorry you aren’t happy with your plants, but it isn’t our fault. The box clearly
says, “Open and water immediately.” If you had done that, the plants would have
been fine. And anybody who is going to buy plants should know that a little care is
needed. If you pull by the leaves, you will pull the roots out. Since you don’t know
how to handle plants, I’m sending you a copy of our brochure, “How to Care for Your
Plants.” Please read it carefully so that you will know how to avoid disappointment
in the future.
We look forward to your future orders.

4.

Dear Ms. Sykes:
Your letter of the 5th has come to the attention of the undersigned.
According to your letter, your invoice #47420 arrived in an unsatisfactory condition.
Please be advised that it is our policy to make adjustments as per the Terms and
Conditions listed on the reverse side of our Acknowledgment of Order. If you will
read that document, you will find the following:
“. . . if you intend to assert any claim against us on this account, you shall make an
exception on your receipt to the carrier and shall, within 30 days after the receipt of any
such goods, furnish us detailed written information as to any damage.”

Your letter of the 5th does not describe the alleged damage in sufficient detail. Furthermore, the delivery receipt contains no indication of any exception. If you expect
to receive an adjustment, you must comply with our terms and see that the necessary documents reach the undersigned by the close of the business day on the 20th
of the month.
5.

Dear Pat Sykes:
You’ll get a replacement shipment of the perennials you ordered next week.
Your plants are watered carefully before shipment and packed in specially designed
cardboard containers. But if the weather is unusually warm, or if the truck is delayed,
small root balls may dry out. Perhaps this happened with your plants. Plants with
small root balls are easier to transplant, so they do better in your yard.
The violas, digitalis, aquilegias, and hostas you ordered are long-blooming perennials that will get even prettier each year. Enjoy your garden!

1.4

Online Messages for Discussion—Responding to Rumors

The Acme Corporation has been planning to acquire Best
Products, and Acme employees are worried about how
the acquisition will affect them. Ed Zeplin, Acme’s human
resource manager, has been visiting the Acme chat sites
and sees a dramatic rise in the number of messages spreading rumors about layoffs. Most of the rumors are false.
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The following messages are possible responses that
Ed can post to the chat sides. How well does each message meet the needs of the reader, the writer, and the
organization? Is the message clear, complete, and correct? Does it save the reader’s time? Does it build
goodwill?
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It Will Be Great!
Author: L. Ed Zeplin, HR
Date: Tuesday, May 23
I am happy to tell you that the HR news is good. Two months ago, the CEO told me
about the merger, and I have been preparing a human resource plan ever since.
I want you to know about this because morale has been bad, and it shouldn’t be.
You really should wait for the official announcements, and you’ll see that the staffing needs will remain strong. My department has been under a lot of pressure, but if
you’ll be patient, we’ll explain everything—the staffing, the compensation.
Our plan should be ready by Monday, and then if you have any questions, just contact your HR rep.

2.

HR Staffing
Author: HR Boss
Date: Tuesday, May 23
The rumors are false. Just ask anyone in HR. There will be no layoffs.

3.

Don’t Believe the Rumors
Author: lezeplin@acme.com
Date: Tuesday, May 23
Acme has 475 employees, and Best Products has 132 employees. Our human
resource plan for next year calls for 625 employees. If you do the math, you can see
that there will be no layoffs. Rather, we will be hiring 18 employees. Of course, as
we consolidate operations with Best, there will be some redeployments. However,
our plan indicates that we will be able to retain our current staff. All employees are
valued at Acme, as our current benefits package testifies.
Our HR plan is based on the best analytic techniques and a business forecast by a
top consulting firm. If you’re an employee, you should review our business plan, at
the Our Goals page on Acme’s intranet. Everyone should read Acme’s mission statement on our home page, www.acme.com/homepage.html.

4.

Layoff Rumors Do Acme a Disservice
Author: Zeplin in HR
Date: Tuesday, 23 May
If you come here to get your company information, you aren’t getting the straight
story. The people posting to this discussion board are spreading false rumors, not
the truth. If you want to know the truth about Acme, ask the people who have access
to the information.
As HR manager, I can assure you we won’t be laying off employees after the merger
with Best Products. I’m the one who approves the staffing plan, so I should know. If
people would ask me, instead of reading the negative, whining lies at this site, they
would know the facts, too.
If people really cared about job security, they would be working and exceeding their
goals, rather than wasting their time in rumor-mongering on message boards. Hard
work: that’s the key to success!
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The True Story about Lay-Offs
Author: lezeplin@acme.com
Date: Tuesday, 23 May
Whenever there is a merger or acquisition, rumors fly. It’s human nature to turn to
rumors when a situation seems uncertain. The case of Acme acquiring Best Products is no exception, so I’m not surprised to see rumors about layoffs posted on this
message board.
Have no fear! I am working closely with our CEO and with the CEO and human
resource manager at Best Products, and we all agree that our current staff is a valuable asset to Acme, to Best, and to our combined companies in the future. We have
no plans to lay off any of our valued people. I will continue monitoring this message
board and will post messages as I am able to disclose more details about our staffing plans. In the meantime, employees should watch for official information in the
company newsletter and on our intranet.
We care about our people! If employees ever have questions about our plans and
policies, they should contact me directly.
L. Ed Zeplin, HR Manager

1.5

Discussing Communication Barriers

With a small group, discuss some of the communication
barriers you have witnessed in the workplace or classroom. What confuses audiences? What upsets them?
What creates ill will? What causes loss of interest? Try

1.6

Identifying Poor Communicators

Almost everyone has come in contact with someone
who is a poor communicator. With a small group, discuss some of your experiences with poor communicators
either in the workplace or in the classroom. Why was the

1.7

communicator ineffective? What would have made communication clearer? After your discussion, develop a list
of poor communication traits and what can be done to
overcome them.

Discussing Wiio’s Laws

Reread the list of Wiio’s laws in the sidebar on page 14.
With a small group, discuss examples of those laws you
have witnessed in
a. The workplace
b. The classroom

1.8

to pinpoint exactly how the communication broke down.
How closely do the problems you’ve identified coincide
with the content from Chapter 1?

c. The news media
d. Social networking sites

Identifying Changing Conventions

This chapter talks about the need to be aware of conventions and how they shift with time. What are
some changing classroom communication conventions you have observed in your classes? What are
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some changing communication conventions you have
observed at your workplace, or those of your family and friends? With a small group, discuss your
examples.
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Understanding the Role of Communication in Your Organization

Interview your work supervisor to learn about the kinds
and purposes of communication in your organization.
Your questions could include the following:
■ What kinds of communication (e.g., memos,
e-mail, presentations) are most important in this
organization?
■ What communications do you create? Are they
designed to inform, to persuade, to build goodwill—
or to do a combination?
■ What communications do you receive? Are they
designed to inform, to persuade, to build goodwill—
or to do a combination?
■ Who are your most important audiences within the
organization?

1.10

■
■

Who are your most important external audiences?
What are the challenges of communicating in this
organization?
What kinds of documents and presentations does
the organization prefer?

As your instructor directs,
a. Share your results with a small group of students.
b. Present your results in a memo to your instructor.
c. Join with a group of students to make a group presentation to the class.
d. Post your results online to the class.

Include things that gave you a real sense of accomplishment and pride, whether or not they’re the sort
of thing you’d list on a résumé.
Goals: What do you hope to accomplish this term?
Where would you like to be professionally and personally five years from now?
Use complete memo format with appropriate headings.
(See Appendix A for examples of memo format.) Use a
conversational writing style; check your draft to polish
the style and edit for mechanical and grammatical correctness. A good memo will enable your instructor to see
you as an individual. Use specific details to make your
memo vivid and interesting. Remember that one of your
purposes is to interest your reader!

Introducing Yourself to Your Collaborative Writing Group

Write a memo (at least 1½ pages long) introducing yourself to the other students in your collaborative writing
group. Include the following topics:
Previous experience in groups: What groups have
you worked in before? Are you usually a leader,
a follower, or a bit of both? Are you interested in
a quality product? In maintaining harmony in the
group? In working efficiently? What do you like
most about working in groups? What do you like
least?
Work and composing style: Do you like to talk out
ideas while they’re in a rough stage or work them out
on paper before you discuss them? Would you rather
have a complete outline before you start writing or
just a general idea? Do you want to have a detailed
schedule of everything that has to be done and who
will do it, or would you rather “go with the flow”?
Do you work best under pressure, or do you want to
have assignments ready well before the due date?
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■

Introducing Yourself to Your Instructor

Write a memo (at least 1½ pages long) introducing yourself to your instructor. Include the following topics:
Background: Where did you grow up? What have
you done in terms of school, extracurricular activities, jobs, and family life?
Interests: What are you interested in? What do you
like to do? What do you like to think about and talk
about?
Academics: What courses have you liked the best in
school? Why? What life skills have you gained? How
do you hope to use them? What do you hope to gain
from this course?
Achievements: What achievements have given you
the greatest personal satisfaction? List at least five.

1.11
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Background: What is your major? What special areas of
knowledge do you have? What have you done in terms
of school, extracurricular activities, jobs, and family life?
Areas of expertise: What can you contribute to the
group in terms of knowledge and skills? Are you
good at brainstorming ideas? Researching? Designing charts? Writing? Editing? Word processing? Managing the flow of work? Maintaining group cohesion?
Goals for collaborative assignments: What do
you hope to accomplish this term? Where does this
course fit into your priorities?
Use complete memo format with appropriate headings.
(See Appendix A for examples of memo format.) Use
a conversational writing style; edit your final draft for
mechanical and grammatical correctness. A good memo
will enable others in your group to see you as an individual. Use details to make your memo vivid and interesting. Remember that one of your purposes is to make
your readers look forward to working with you!
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Describing Your Experiences in and Goals for Writing

Write a memo (at least 1½ pages long) to your instructor
describing the experiences you’ve had writing and what
you’d like to learn about writing during this course.
Answer several of the following questions:
■ What memories do you have of writing? What made
writing fun or frightening in the past?
■ What have you been taught about writing? List the
topics, rules, and advice you remember.
■ What kinds of writing have you done in school?
How long have the papers been?
■ How has your school writing been evaluated? Did the
instructor mark or comment on mechanics and grammar? Style? Organization? Logic? Content? Audience
analysis and adaptation? Have you gotten extended
comments on your papers? Have instructors in different classes had the same standards, or have you
changed aspects of your writing for different classes?
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■

What voluntary writing have you done—journals,
poems, stories, essays? Has this writing been
just for you, or has some of it been shared or
published?
■ Have you ever written on a job or in a student or
volunteer organization? Have you ever edited other
people’s writing? What have these experiences led
you to think about real-world writing?
■ What do you see as your current strengths and
weaknesses in writing skills? What skills do you
think you’ll need in the future? What kinds of writing do you expect to do after you graduate?
Use complete memo format with appropriate headings.
(See Appendix A for examples of memo format.) Use
a conversational writing style; edit your final draft for
mechanical and grammatical correctness.
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