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Dedication
In memory of Kitty Locker. We are honored to continue her legacy.
For the instructors in the Advanced Communication program at lowa State University.
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Business Communication

While staying true to its tradition of delivering a high standard of business communica-
tion pedagogy and resources, the 13th edition further modernizes the chapter content
and organization to make it more relevant to students today. As in each prior edition,
the foundation of the 13th edition is a rhetorical approach to business communication.
Each chapter underscores the importance of analyzing each communicative situation
in terms of audience, purpose, and context. This rhetorical approach gives students
the ability to choose the most applicable genre and to generate an effective business
message no matter the situation. Finally, the 13th edition includes many updated exer-
cises and several new exercises, as well as new instructor resources.

What’s New?

We have worked hard to update Business Communication from its 12th edition to its
13th. We have added new content that instructors have asked for, such as examples of
business plans and sales proposals and elaborated discussion of social media use for
business. We’ve updated content, particularly in relation to communication during the
COVID-19 pandemic. We have painstakingly cut repetitious content, streamlining each
section within each chapter so that it makes its point clearly and efficiently. We have
also reorganized, regrouping like with like, so that students can more readily find the
content they need. We’ve also used singular they, them, and their as generic third-person
pronouns when the pronoun referent is indefinite (for example, everyone) and when a
person’s gender is unknown, in accordance with APA style. And we’ve simplified the
page layout, eliminating unnecessary design elements, such as horizontal lines before
and after bulleted lists. In short, we have overhauled the textbook to create a modern-
ized and elegant 13th edition.
The following list delineates some of the specific changes that we made.

CHAPTER 1

Replaced the chapter-opening case with a new case about Wells Fargo.

Reorganized and updated content about basic criteria for effective messages and
about questions for analyzing a rhetorical situation. Both sections now stress
ethical choices.

CHAPTER 2

Replaced the chapter-opening case with a new case about Stitch-Fix.

Updated benefits and descriptions of potential communication channels, includ-
ing newer social media.

Updated material on and examples about you-attitude, positive emphasis, and tone.
Added a section on creating inclusivity.
Updated platform-specific best practices for creating goodwill.

CHAPTER 3

Added chapter-opening case study about disinformation having a direct negative
effect on a business.

Updated material about research from previous edition’s chapter about writing
reports, including conducting primary research, analyzing search results, and
using secondary research.

Developed content about evaluating sources and reading sources critically.
Updated and elaborated content on citation and documentation.
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CHAPTER 4

Introduced the concepts of oppressive language and inclusive language.

CHAPTER 5

Revised and updated content throughout the chapter.

CHAPTER 6

Updated chapter-opening case to focus on the increased and increasing expecta-
tion that people work collaboratively.

Added content about innovation coming from working collaboratively in diverse
teams.

Elaborated content on the configuration and purpose of teams.

Streamlined chapter by removing separate sections on technology and incorpo-
rated content about working virtually throughout the chapter.

CHAPTER 7

Revised and updated content throughout the chapter.

CHAPTER 8

Clearly differentiated between charts and graphs.

Added discussion about text tables, flow charts, organizational charts, and scatter-
plot graphs.

Added new examples of text tables, flow charts, organizational charts, scatter-
plot graphs, and infographics.

Trimmed extraneous discussion and examples of maps.

CHAPTER 9

Updated the chapter-opening case.
Shifted content about platform-specific communication to Chapter 2.

CHAPTER 10

Reorganized sections.
Shifted content about platform-specific communication to Chapter 2.

CHAPTER 11

Updated the chapter-opening case.
Updated visuals.
Shifted content about platform-specific communication to Chapter 2.

CHAPTER 12

Added a new chapter-opening case about a rejected proposal.
Added a section on typical proposal content and organization.
Added annotated examples of sales, grant, and business proposals.

ix
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CHAPTER 13

Added a section on white papers.

CHAPTER 14

Updated the chapter-opening case.
Revised examples of presentation slides.
Added a section about online presentations (e.g., via WebEXx).

CHAPTER 15

Updated online resources for job listings, job-search advice, company information.

CHAPTER 16

Added a section on online interviews.
Updated the section on interview attire.

Features

Application-Based Activities in Connect

Application-Based Activities in Connect are highly interactive, assignable exercises that
provide students a safe space to apply the concepts they have learned to real-world,
course-specific problems. Each Application-Based Activity involves the application of
multiple concepts, allowing students to synthesize information and use critical thinking
skills to solve realistic scenarios.

Writing Assignment in Connect

Available within Connect, the Writing Assignment tool delivers a learning experience
to help students improve their written communication skills and conceptual under-
standing. As an instructor you can assign, monitor, grade, and provide feedback on
writing more efficiently and effectively.

Test Builder in Connect

Available within Connect, Test Builder is a cloud-based tool that enables instructors
to format tests that can be printed, administered within a Learning Management Sys-
tem, or exported as a Word document of the test bank. Test Builder offers a modern,
streamlined interface for easy content configuration that matches course needs, with-
out requiring a download.

Test Builder allows you to:

Access all test bank content from a particular title.

Easily pinpoint the most relevant content through robust filtering options.
Manipulate the order of questions or scramble questions and/or answers.
Pin questions to a specific location within a test.

Determine your preferred treatment of algorithmic questions.

Choose the layout and spacing.

Add instructions and configure default settings.

Test Builder provides a secure interface for better protection of content and allows
for just-in-time updates to flow directly into assessments.
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Proctorio
Remote Proctoring & Browser-Locking Capabilities

g connect + @ proctorio

Remote proctoring and browser-locking capabilities, hosted by Proctorio within Connect,
provide control of the assessment environment by enabling security options and verifying
the identity of the student.

Seamlessly integrated within Connect, these services allow instructors to control
students’ assessment experience by restricting browser activity, recording students’
activity, and verifying students are doing their own work.

Instant and detailed reporting gives instructors an at-a-glance view of potential
academic integrity concerns, thereby avoiding personal bias and supporting evidence-
based claims.

OLC-Aligned Courses

Implementing High-Quality Online Instruction and Assessment through
Preconfigured Courseware

In consultation with the Online Learning Consortium (OLC) and our certified Faculty
Consultants, McGraw Hill has created pre-configured courseware using OLC’s quality
scorecard to align with best practices in online course delivery. This turnkey courseware
contains a combination of formative assessments, summative assessments, homework,
and application activities, and can easily be customized to meet an individual’s needs
and course outcomes. For more information, visit https://www.mheducation.com
/highered/olc.

m ReadAnywhere

Read or study when it’s convenient for you with McGraw Hill’s free Read Anywhere app.
Available for iOS or Android smartphones or tablets, ReadAnywhere gives users access
to McGraw Hill tools, including the eBook and SmartBook 2.0 and Adaptive Learning
Assignments in Connect. Take notes, highlight, and complete assignments offline—all of
your work will sync when you open the app with WiFi access. Log in with your McGraw
Hill Connect username and password to start learning—anytime, anywhere!

Create
Your Book, Your Way

McGraw Hill’s Content Collections Powered by Create® is a self-service website that
enables instructors to create custom course materials—print and eBooks—by drawing
upon McGraw Hill’s comprehensive, cross-disciplinary content. Choose what you want
from our high-quality textbooks, articles, and cases. Combine it with your own content
quickly and easily, and tap into other rights-secured, third-party content such as read-
ings, cases, and articles. Content can be arranged in a way that makes the most sense
for your course, and you can include the course name and information as well. Choose
the best format for your course: color print, black-and-white print, or eBook. The eBook
can be included in your Connect course and is available on the free ReadAnywhere
app for smartphone or tablet access as well. When you are finished customizing, you
will receive a free digital copy to review in just minutes! Visit McGraw Hill Create®—
https://www.mcgrawhillcreate.com—today and begin building!

xi
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Instructors: Student Success Starts with You

Tools to enhance your unique voice 6 50/
Want to build your own course? No problem. Prefer to use an O

OLC-aligned, prebuilt course? Easy. Want to make changes throughout Less Time

the semester? Sure. And you’ll save time with Connect’s auto-grading too.

e

............

Laptop: McGraw Hill; Woman/dog: George Doyle/Getty Images

Affordable solutions,
added value :

Make technology work for you with

LMS integration for single sign-on access,
mobile access to the digital textbook,
and reports to quickly show you how
each of your students is doing. And with
our Inclusive Access program you can
provide all these tools at a discount to
your students. Ask your McGraw Hill
representative for more information.

Padlock: Jobalou/Getty Images
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Grading

Study made personal

Incorporate adaptive study resources like

SmartBook® 2.0 into your course and help your
students be better prepared in less time. Learn

more about the powerful personalized learning
experience available in SmartBook 2.0 at
www.mheducation.com/highered/connect/smartbook

Solutions for %
your challenges

A product isn’t a solution. Real
solutions are affordable, reliable,
and come with training and
ongoing support when you need

it and how you want it. Visit www.
supportateverystep.com for videos
and resources both you and your
students can use throughout the
semester.

Checkmark: Jobalou/Getty Images
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Students: Get Learning that Fits You

Effective tools for efficient studying

Connect is designed to help you be more productive with simple, flexible, intuitive tools that maximize
your study time and meet your individual learning needs. Get learning that works for you with Connect.

Study anytime, anywhere “/ really liked this
Download the free ReadAnywhere app and access app—it made it easy
your online eBook, SmartBook 2.0, or Adaptive to study when you

Learning Assignments when it’s convenient, even ,
if you're offline. And since the app automatically don't have your text-

syncs with your Connect account, all of your work is book in front of you.” ®
available every time you open it. Find out more at

www.mheducation.com/readanywhere - Jordan Cunningham,

Eastern Washington University

Everything you need in one place

Your Connect course has everything you need—whether reading on
your digital eBook or completing assignments for class, Connect makes
it easy to get your work done.

Calendar: owattaphotos/Getty Images

Learning for everyone

McGraw Hill works directly with Accessibility Services
Departments and faculty to meet the learning needs
of all students. Please contact your Accessibility
Services Office and ask them to email
accessibility@mheducation.com, or visit
www.mheducation.com/about/accessibility

for more information.

Top: Jenner Images/Getty Images, Left: Hero Images/Getty Images, Right: Hero Images/Getty Images
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NEWSWORTHY COMMUNICATION

Costly Communications: Wells Fargo’s Second Mistake

moovstock/123RF

oorly done business communi-

cations can have severe conse-

quences, as Wells Fargo learned
in the wake of its 2016 fraud scandal. The
second-largest bank in the U.S., Wells
Fargo had pressured employees at local
branches to meet quotas that led the
employees to order debit cards and cre-
ate fake checking and savings accounts
in customers’ names—all without the cus-
tomers’ consent. Clients noticed the new
accounts as fees appeared on their bank
statements. For its illegal actions, Wells
Fargo was fined $185 million by regula-
tory bodies such as the Consumer Finan-
cial Protection Bureau.

loc67518_ch01_002-021.indd 3

Testifying before Congress after
the story broke in 2016, then-CEO and
President John Stumpf seemed to blame
5,300 low-level employees—employees
who were then fired. In addition, he
failed to concede the corporate policies—
the unattainable quotas—that had pushed
employees toward unethical and illegal
behavior. In initial public statements,
Wells Fargo expressed only “regret” for
what it had done. It took weeks for the
company to apologize.

In 2020, Wells Fargo agreed to a
$3 billion settlement of criminal and
civil charges. Its reputation remains
marred.1 Poor business practices started

the bank’s problems; poor business com-
munication compounded them.

Business communication takes many
forms: face-to-face, phone, or online con-
versations, presentations, emails, text mes-
sages, reports, blogs, tweets, social media
posts, and websites. All of these methods
typically use verbal communication, or
communication that uses words. Nonver-
bal communication does not use words.
Photographs, graphs, and company logos
are nonverbal. Nonverbal interpersonal
communication includes how and where
people sit at meetings, how people use
gestures, how they organize office spaces,
and how long they keep a visitor waiting.
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Lea rning After studying this chapter, you should be able to
Objectives [Ho X [ BN Describe the benefits of good communication.

m Explain why you need to be able to communicate well.
Describe the costs of poor communication.

Describe what communication on the job can look like.
m Explain the basic criteria for effective messages.
Analyze a business communication situation.

The Benefits of Good Communication Skills

Good communication—whether verbal or nonverbal—is worth every minute it takes and
every penny it costs. Companies that communicate effectively with their employees
enjoy, for example, lower turnover rates.

Good communication skills also will benefit you, even in your first job. You may
have wonderful ideas for your workplace, but unless you can communicate them to the
relevant people, they will get you nowhere. You must understand how to persuade, to
explain complex material, and to adapt information to particular audiences. No soft-
ware program will replace these skills. Even in your first job, you’ll communicate. As a

@ result, communication ability consistently ranks first among the qualities that employ-
ers look for in college graduates.

The National Commission on Writing surveyed 120 major corporations, employing
nearly 8 million workers. Almost 70% of respondents said that at least two-thirds of
their employees have specific writing responsibilities included in their position descrip-
tions. These writing responsibilities include

Email (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 out-
sourced.* Tn fact, 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 bottom 20%.°

The Need for Good Communication Skills

Despite the frequency of on-the-job writing and the importance of overall communica-
tion skills, college graduates often don’t demonstrate the necessary writing skills as they
enter the workforce. 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
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Chapter 1 Succeeding in Business Communication 5

college graduates.6 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.”’

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. Administrative assistants perform 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 | 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
email messages, speak to small groups, write documents, and present your
work for annual reviews. People who do these things well are likely to be pro-
moted beyond the entry level. Employees in jobs as diverse as firefighters,
security professionals, and construction project managers all are being told to
polish their writing and speaking skills.

Claim 4:  [I'll just pick up the phone.

Reality: Important phone calls require follow-up letters or emails. People in organiza-
tions put things in writing to make themselves visible, to create a record, to
convey complex data, 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.

The Costs of Poor Communication

Poor communication can cost billions of dollars. For example, according to the presi- m
dential commission, inadequate communication among British Petroleum (BP), Hal-

liburton, and Transocean, as well as within their own companies, was a contributing

factor in BP’s massive oil spill, which caused extensive damage, as well as fatalities, in

the Gulf of Mexico.” BP agreed to a $4 billion fine for its role in the Gulf of Mexico

oil spill. That sum is in addition to the $36.5 billion BP already had spent, or com-

mitted to spend, in additional fines, cleanup costs, and settlements to individuals and

businesses.

Costs of poor communication are not just financial. People died in the explosion of
BP’s oil well. Not all communication costs are so dramatic, however. When communi-
cation 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 comprehend written material is determined by the difficulty of the sub-
ject matter and by the document’s organization and writing style.
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British Petroleum spilled oil into the Gulf of Mexico for 87 days.
The explosion that caused the spill killed 11 people and

injured 17 others.
NOAA

Part 1 The Building Blocks of Effective Messages

Second, bad writing needs to be rewritten. Poorly
written documents frequently cycle to others for help,
thus wasting time of people other than the original
writer.

Third, ineffective communication may obscure
ideas so that discussions and decisions are needlessly
drawn out.

Fourth, unclear or incomplete messages may require
the receiver to gather more information. Some receiv-
ers may not bother to do so, leading to wrong decisions
or a refusal 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 email unconvincing or
insulting simply won’t do what the message asks.

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 measure-
ments. Both teams assumed they were using the same measurement standards, nei-
ther 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.

Lost Goodwill

Whatever the literal content of the words, every communication serves either to build
or to undermine the image the audience has of the communicator.

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.

Legal Problems

Poor communication choices can lead to legal prob-
lems for individuals and organizations. The news is full
of examples. Papa John’s pizza was hit with a lawsuit
of a quarter billion dollars for text advertisements that
customers claimed were spam.11 Capital One Finan-
cial, the large credit card company, agreed to pay
$210 million to settle allegations that its call center
pressured customers into buying credit-protection prod-
ucts such as credit monitoring.!2

Individual communications also can have legal con-

One example of wasted effort arising from communication prob- ~ S€quUences. For example, text messages revealed an
lems occurred when the Mars Climate Orbiter spacecraft lost affair between Detroit Mayor Kwame Kilpatrick and
contact with NASA mission control just after it arrived at Mars. A one of his aides; both the messages and the affair con-
subsequent investigation revealed the main problem was a minor ~ tradicted testimony the mayor had given under oath.
software-programming error caused by communication errors. Consequences included loss of office, jail time, and a

NASA
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Chapter 1 Succeeding in Business Communication

In particular, communications such as emails and text messages create legal obli-
gations for organizations. When a lawsuit is filed against an organization, the lawyers
for the plaintiffs have the right to subpoena documents written by the organization’s
employees. These documents then may 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.

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? What might they mean to an unintended audience
in the general public?

Communicating on the Job

Communication—verbal and nonverbal, spoken and written—goes to both internal and
external audiences. Internal audiences are other people in the same organization: subordi-
nates, superiors, and peers. External audiences are people outside the organization: custom-
ers, 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: (1) to inform, (2) to request or persuade, and
(3) 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 good-
will by suggesting that you’re competent and perceptive and that your answer is
correct and complete.

m Internal Documents Produced in One Organization

Document Description of document Purpose(s) of document

Transmittal Memo accompanying document, Inform; persuade reader to read
telling why it's being forwarded to document; build image and goodwill
the receiver

Monthly or quarterly report Report summarizing profitability, Inform; build image and goodwill
productivity, and problems during (report is accurate, complete; writer
period; used to plan activity for next understands company)
month or quarter

Policy and procedure bulletin Statement of company policies and Inform; build image and goodwiill
instructions (e.g., how to enter orders, (procedures are reasonable)
how to run fire drills)

Request to deviate from policy Persuasive message arguing that Persuade; build image and goodwiill

and procedure bulletin another approach is better for a (request is reasonable; writer seeks
specific situation than the standard good of company)
approach

Performance appraisal Evaluation of an employee’s Inform; persuade employee to improve
performance

Memo of congratulations Congratulations to employees who Build goodwiill

have won awards, been promoted

loc67518_ch01_002-021.indd 7 @

09/11/21 6:28 PM



8 Part 1 The Building Blocks of Effective Messages
m 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 Letter granting or denying customer request to be Inform; build goodwill
adjustment given credit for defective goods or service
Job description Description of qualifications and duties of job; used Inform; persuade good candidates to apply;
for performance appraisals, salaries, and hiring build goodwill (job duties match level, pay)
10-K report Report filed with the Securities and Exchange Inform
Commission detailing financial information
Annual report Report to stockholders summarizing financial Inform; persuade stockholders to retain
information for year stock and others to buy; build goodwill

(company is a good corporate citizen)

Thank-you letter Letter to suppliers, customers, or other people Build goodwill
who have helped individuals or the company

Basic Criteria for Effective Messages

LO 1-5 . .. e
- Good business communication meets seven basic criteria.

It’s clear. An effective message clearly imparts its intended meaning. The audience
doesn’t have to work to figure out what the author means. Often, you’ll need to revise
entire paragraphs to phrase your ideas more clearly and to incorporate more accurate
or more precise words.

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. The message is free from errors in spelling, capitalization, word choice, and
grammar.

It follows conventions. Conventions are widely accepted practices that help people rec-
ognize, produce, and interpret different kinds of communications. The key to using con-
ventions effectively 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.

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. For example, effective messages use forecasting statements for orga-
nization, “Employee stock ownership programs (ESOPs) provide four benefits.” Such
statements tell readers what information will follow.

It builds goodwill. The message presents a positive image of the communicator and their
organization. It treats the message recipient as a person, not a number. It cements a
good relationship between the communicator and the audience.

It’s ethical. Ethical communication enacts certain values; for example, it is responsible,
careful, truthful, and relevant.

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

Questions for Analyzing a Business Communication Situation
When you’re faced with the need to communicate, you need to analyze the rhetorical

situation. You can ask the questions posed in this section in order to analyze any com-
munication situation that you encounter.
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1. What Is Your Purpose 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.

When you convey information to which the audience’s basic reaction will be neutral,
the message is an informative message. If you convey information to which the audi-
ence’s reaction will be positive, the message is a positive or good-news message. Unlike
a persuasive message, neither informative nor positive messages ask the audience to do
something. However, you will want the audience to take a positive attitude toward the
information they are receiving, so in a sense, even an informative message has a persua-
sive element. Chapter 11 discusses persuasive messages—messages that aim to change
beliefs or behavior. Chapter 10 discusses negative messages—messages that convey news
the audience will not welcome. Chapter 9 covers positive and informative messages.

Keep in mind that many messages can be positive, informative, negative, or persua-
sive, depending on your purpose. A transmittal, for example, can be positive when you
want to let your audience know about glowing sales figures; it can be persuasive when
you want the audience to act on the information. A performance appraisal is positive
when you evaluate someone who’s doing superbly, negative when your purpose is to
compile a record to justify firing someone, and persuasive when you want to motivate a
satisfactory worker to continue to improve.

2. Who Is Your Audience?

What audience characteristics are relevant for this particular message? If you are writ-
ing or speaking to more than one person, how do the people in your audience dif-
fer? 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.

Identifying Audiences The first step in analyzing your audience is to decide
who your audience is. Organizational messages have multiple audiences:

1. A gatekeeper has the power to stop your message instead of sending it on to other audi-
ences. The gatekeeper therefore controls whether your message even gets to the primary
audience. Sometimes the supervisor who assigns the message is the gatekeeper; some-
times the gatekeeper is higher in the organization. In some cases, gatekeepers may exist
outside the organization.

2. The primary audience decides whether to accept your recommendations or act on the
basis of your message. You must reach the primary audience to fulfill your purposes in
any message.

3. The secondary audience may be asked to comment on your message or to implement your
ideas after they’'ve been approved. Secondary audiences also include lawyers who may
use your message—perhaps years later—as evidence of your organization’s culture and
practices.

4. An auxiliary audience may encounter your message but will not have to interact with it.
This audience includes the “read-only” people.

5. A watchdog audience, though it does not have the power to stop the message and will not
act directly on it, has political, social, or economic power. The watchdog pays close at-
tention to the transaction between you and the primary audience and may base future
actions on its evaluation of your message.
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Strategies for Documents with Multiple Audiences

Content and number of details

= Provide an overview or executive summary for readers who want just the main points.

= In the body of the document, provide enough detail for the primary audience (i.e., decision makers) and for anyone
else who could veto your proposal.

= If the primary audience doesn’t need details that other audiences will want, provide those details in appendices.

Organization

= Use headings and a table of contents so readers can turn to the portions that interest them.
= Organize your message based on the primary audience’s attitude toward it.

Level of formality

= Avoid personal pronouns. The pronoun “you” ceases to have a specific meaning when several different audiences use
a document.

= If both internal and external audiences will use a document, use a slightly more formal style than you would in an
internal document.

= Use a more formal style when you write to international audiences.

Technical level

= In the body of the document, assume the degree of knowledge of the primary audience.

= Put background and explanatory information under separate headings. Then readers can use the headings and the
table of contents to read or skip these sections, as their knowledge dictates.

= If the primary audience has more knowledge than other audiences, provide a glossary of terms. Early in the document,
let readers know that the glossary exists.

Here’s an example: Fernanda works in the information technology department of a
large financial institution. She must write an email explaining a major software change.
Her boss is the gatekeeper; the software users in various departments are the primary
audience. The secondary audience includes the tech people who will be helping the pri-
mary audience install and adjust to the new software. The auxiliary audience includes
department program assistants who forward the email to appropriate people in each
department. A watchdog audience is the board of directors.

When it is not possible to meet everyone’s needs, meet the needs of gatekeepers and
decision makers first. Figure 1.3 offers strategies for creating documents for multiple
audiences.

Although you will probably use different styles, and sometimes include different
content, when communicating with multiple audiences, you need to keep your core
message consistent. For example, engineers might need more technical information
than managers, but the core messages that the two audiences receive should not be
conflicting in any way.

Analyzing Members of Groups In many organizational situations, you’ll analyze your
audience not as individuals, but as members of a group. When creating your message,
first determine the relationship between the audience and your organization, what sepa-
rates them from the public: “taxpayers who must be notified that they owe more income
tax,” “customers who use our accounting services,” or “employees with small children.”
Focus on what group members have in common. After determining the relationship
between the audience and your organization, focus on what these audience members
have in common. " Although generalizations won’t be true for all members of the
group, generalization is necessary when you must appeal to a large group of people with
one message. In some cases, no research is necessary: It’s easy to guess the attitudes of
people who must be told they owe more taxes. In other cases, databases may yield use-
ful information. In still other cases, you may want to do original research.

loc67518_ch01_002-021.indd 10 @

09/11/21 6:28 PM



Chapter 1 Succeeding in Business Communication 11
m Some Generational Differences in the Workplace

Baby boomers Generation X Millennials Generation Z
Birth dates 1946-1964 1965-1980 1980-1995 1996-2010
Attitude Loyal to employer Loyal to profession Digital entrepreneurs Flexible, able to shift
toward career
Characteristics Experimental, Ethical, independent, Optimistic, adventurous, Internet savvy,

liberal, free-spirited adaptable open-minded innovative, impatient
Preferred Face-to-face, email Texting, email Texting, social media Online face-to-face

channels

Sources: “The Generation Guide—Millennials, Gen X, Y, Z and Baby Boomers,” FourHooks, April 26, 2015, http://fourhooks.com/marketing/the-generation-
guide-millennials-gen-x-y-z-and-baby-boomers-art5910718593/; and Jen Wieczner, “Are Generational Differences Impacting Your Business? Are You
Communicating Effectively?” My RIA Lawyer, n.d., https://www.myrialawyer.com/generational-differences/?utm_medium=social&utm_source=linkedin.
company&utm_campaign=postfity&utm_content=postfityee7 1c.

Demographic Characteristics Databases enable you to map demographic and psycho-
graphic profiles of customers or employees. Demographic characteristics are measura-
ble features that can be counted objectively, such as income, education level, geographic
region, and age.

For most companies, income is a major demographic characteristic. In 2011,
Walmart quietly returned to advertising its “everyday low prices” after experimenting
with low-priced sale products balanced by slightly higher prices elsewhere. The new
pricing had not appealed to Walmart’s financially strapped customers. The chain also
returned guns and fishing equipment to the shelves of many of its stores in an attempt
to attract more men as customers.

Location is yet another major demographic characteristic. You can probably think of
many differences among regional audiences or between urban and rural audiences in the
U.S. See Chapter 5 for more information on communicating across cultures.

Age certainly matters. One aspect of age that gets much press is the differences between
generations in the office. Many older people believe younger workers have a sense of
entitlement, that they expect great opportunities and perks without working for them.
On the other hand, many younger workers see their older colleagues as rigid. Figure 1.4
shows some of the frequently mentioned differences among baby boomers, Gen Xers,
millennials, and Gen Zers. While awareness of generational differences may help in some
communication situations, such lists are also a good place to warn against stereotypes.

Psychographic Characteristics Psychographic characteristics include personalities, val-
ues, interests, opinions, attitudes, beliefs, goals, and lifestyles. Knowing what your audience
finds important allows you to choose information that the audience will find persuasive.

Marketing companies obtain psychographic data from consumers’ web surfing
records, including use of social media, and personal offline data from sources such as
the Census Bureau, consumer research firms such as Nielsen, credit card and shopping
histories, and real estate and motor vehicle records. The combined data allow market-
ers to reach narrowly defined audiences.

3. How Will the Audience Initially React to the Message?

Will the Audience See This Message as Important? Audiences will
read and act on messages they see as important, and they may ignore messages that
seem unimportant to them. When the audience may see your message as unimportant,
you need to (1) use a subject line or first paragraph that shows your reader this message
is important and relevant, (2) make the action as easy as possible, (3) keep the message
as short as possible, and (4) suggest a realistic deadline for action.
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Is the Audience Opposed to Your Message? People who have already
made up their minds are highly resistant to change. When the audience will oppose
what you have to say, you need to start your message with any areas of common ground
that you share with your audience and show that your solution is the best solution cur-
rently available, even though it isn’t perfect. You might also limit your statement or
request. If parts of your message could be delivered later, postpone them.

How Will the Fact That the Message Is From You Affect the Audi-
ence’s Reaction? The audience’s experience with you and your organization
shapes the response to this new message. Someone who thinks well of you and your
organization will be prepared to receive your message favorably; someone who thinks
poorly of you and the organization will be quick to find fault with what you say and the
way you say it. When your audience has negative feelings about your organization, your
position, or you personally, you need to use positive emphasis (see Chapter 2) to coun-
teract the natural tendency to sound defensive.

4. What Information Must Your Message Include?

Make a list of all the points that you must include; 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.

How Much Does the Audience Already Know about This Subject?
It’s easy to overestimate the knowledge an audience has. People outside your own
immediate unit may not really know what it is you do. Even people who once worked
in your unit may have forgotten specific details now that their daily work is in manage-
ment. People outside your organization won’t know how your organization does things.

Does the Audience’s Knowledge Need to Be Updated or Corrected?
Our personal experience guides our expectations and actions, but sometimes it needs to
be corrected. If you're trying to change someone’s understanding of something, you need
to acknowledge the audience’s initial understanding early in the message; use examples,
statistics, or other evidence to show the need for the change; allow the audience to save
face by suggesting that changed circumstances call for new attitudes or action.

How Much Detail Does the Audience Want? A message that does not
give the audience the desired amount or kind of detail may fail. Sometimes you can ask
your audience how much detail they want. When you write to people you do not know
well, you can provide all the detail needed to understand and act on your message. You
should group chunks of information under headings so that readers can go directly to the
parts of the message they find most interesting and relevant.

Always provide enough detail to be vivid and concrete, especially when you are pro-
posing an idea that the audience may not have thought of before or that will take some
time to pay off.

Are There Hot Buttons or “Red Flag” Words That May Create an
Immediate Negative Response? You don’t have time to convince the audi-
ence that a term is broader or more neutral than their understanding. When you need
agreement or approval, you should avoid terms that carry emotional charges for many
people, such as criminal and fundamentalist.

5. What Benefits Will Your Audience Find Convincing?

Use your analysis of your audience to create effective audience benefits, advantages that
the audience gets by using your services, buying your products, following your policies,
or adopting your ideas. In informative messages, benefits give reasons to comply with
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the information you announce and suggest that the information is good. In persuasive
messages, benefits give reasons to act and help overcome audience resistance. Negative
messages do not use benefits.

Good benefits meet five criteria. Each of these criteria suggests a technique for writ-
ing good benefits.

Adapt Benefits to the Audience When you write to different audiences,
you may need to stress different benefits. Suppose that you want to persuade people
to come to the restaurant you manage. It’s true that everybody needs to eat, but tell-
ing people they can satisfy their hunger needs won’t persuade them to come to your
restaurant rather than going somewhere else or eating at home. Depending on what
features your restaurant offered, you could appeal to one or more of the following
subgroups:

Subgroup Features to meet the subgroup’s needs

People who work outside A quick lunch; a relaxing place to take clients or colleagues
the home

Parents with small children  High chairs, children’s menus, and toys to keep the kids
entertained while they wait for their order

People who eat out a lot Variety both in food and in decor

People on tight budgets Economical food; a place where they don’t need to tip
(cafeteria or fast food)

People on special diets Low-sodium and low-carb dishes; vegetarian food; kosher
or halal food

People to whom eating Music or a floor show; elegant surroundings; reservations so

out is part of an evening’s  they can get to a show or event after dinner; late hours so

entertainment they can come to dinner after a show or game

Stress Intrinsic as Well as Extrinsic Motivators Intrinsic motivators
come automatically from using a product or doing something. Extrinsic motivators are
“added on.” Someone in power decides to give them; they do not necessarily come from
using the product or doing the action. Figure 1.5 gives examples of extrinsic and intrin-
sic motivators for three activities.

Intrinsic motivators or benefits are better than extrinsic motivators; there just
aren’t enough extrinsic motivators for everything you want people to do. You can’t
give a prize to every customer every time they place an order or to every subordinate
who does what they are supposed to do. In addition, research shows that extrinsic
motivators actually may make people less satisfied with the products they buy or the
procedures they follow.

m Extrinsic and Intrinsic Motivators

Activity Extrinsic motivator Intrinsic motivator

Making a sale Getting a commission Pleasure in convincing someone; pride in
using your talents to think of a strategy
and execute it

Turning in a suggestion to a Getting a monetary reward when the Solving a problem at work; making the work
company suggestion system suggestion is implemented environment a little more pleasant

Writing a report that solves Getting praise, a good performance Pleasure in having an effect on an

an organizational problem appraisal, and maybe a raise organization; pride in using your skills to

solve problems; solving the problem itself
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Prove Benefits with Clear Logic and Explain Them in Adequate
Detail An audience benefit is a claim or assertion that the audience will benefit if
they do something. Convincing the audience, therefore, involves two steps: making sure
the benefit really will occur and explaining it to the audience.

If the logic behind a claimed benefit is faulty or inaccurate, there’s no way to make
that particular benefit convincing. Revise the benefit to make it logical.

Faulty logic: Moving your account information into Excel will save you time.

Analysis: If you have not used Excel before, in the short run it will probably take
you longer to work with your account information using Excel. You may
have been pretty good with your old system!

Revised benefit: Moving your account information into Excel will allow you to prepare your
monthly budget pages with a few clicks of a button.

Overcome Potential Obstacles Everyone has a set of ideas and habits and
a mental self-image. If we're asked to do something that seems to violate any of those,
we first have to be persuaded to change our attitudes or habits or self-image—a change
we’re reluctant to make. In these cases, show that what you ask is consistent with some
aspect of what the audience believes.

When your request is time-consuming, complicated, or physically or psychologically
difficult, you need to show how the audience (not just you or your organization) will
benefit when the action is completed. You should also make the action as easy as pos-
sible. For complex procedures, create a list of actions so that the audience can check off
each step when it’s done.

Phrase Benefits in You-Attitude If benefits aren’t worded with you-attitude
(see Chapter 2), they’ll sound selfish and won’t be as effective as they could be. It
doesn’t matter how you phrase benefits while you're brainstorming and developing
them, but in your final draft, check to be sure that you’ve used you-attitude.

Lacks you-attitude: We have the lowest prices in town.
You-attitude: At Havlichek Cars, you get the best deal in town.

Using you-attitude also means showing how your organization’s policy or product
meets the audience’s needs. Link features to audience needs and provide details that
make the benefit vivid.

Weak: You get quick service.

Better: If you only have an hour for lunch, try our Business Buffet. Within minutes, you
can choose from a variety of main dishes, vegetables, and a make-your-own-
sandwich-and-salad bar. You'll have a lunch that’s as light or filling as you want,
with time to enjoy it—and still be back to the office on time.

6. How Can You Ensure That You
Communicate Ethically?

Business communication occurs at multiple levels: between coworkers, between orga-
nizations, and between organizations and the communities in which they operate.
Throughout these levels, ethical business communication begins with telling the truth.

The National Communication Association developed a “Credo for Ethical Com-
munication.” In the credo, the NCA focuses on concrete actions as opposed to abstract
philosophies. Besides calling for truthfulness, it advocates diversity of perspective, rea-
son, and respect in communication practices.

Figure 1.6 elaborates on ethical components of communication. As it suggests, lan-
guage, graphics, and document design—basic parts of any business document—can be
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m Ethical Issues in Business Communications
Manner of conveying the message Qualities of the message

Is the language clear to the audience? Does it respect
the audience?

Do the words balance the organization’s right to
present its best case with its responsibility to present
its message honestly?

Do graphics help the audience understand? Or are
graphics used to distract or confuse?

Does the design of the document make reading easy?
Does document design attempt to make readers skip
key points?

Is the message honest and sensitive to all
stakeholders?

Have interested parties been able to provide input?
Does the audience get all the information it needs to
make a good decision, or is information withheld?
Is information communicated so the audience can
grasp it or are data “dumped” without any context?
Are the arguments logical? Are they supported with
adequate evidence?

Are the emotional appeals used fairly? Do they
supplement logic rather than substitute for it?

Does the organizational pattern lead the audience
without undue manipulation?

Does the message use good sources? Are the
sources used honestly? Are they documented?

ethical or manipulative. Persuading and gaining compliance—activities at the heart of
business and organizational life—can be done with respect or contempt for customers,

co-workers, and subordinates.

In these days of instant communication, you, like the organization in which you

work, always must act in an ethical manner.

Summary by Learning Objectives

LO 1-1 Describe the benefits of good
communication.

Communication helps organizations and the people in
them achieve their goals. 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.

LO 1-2 Explain why you need to be able to
communicate well.

= The three basic purposes of business communica-
tion are to inform, to request or persuade, and to
build goodwill. Most messages have more than one
purpose.

= The ability to write and speak well becomes
increasingly important as you rise in an
organization.

LO 1-3 Describe the costs of poor
communication.

Poor writing wastes time, wastes effort, and jeopardizes
goodwill.

LO 14 Describe what communication on the job
can look like.

= Communication goes to both internal and external
audiences.

= People in organizations produce a large variety of
documents.

LO 1-5 Explain the basic criteria for effective
messages.

Good business writing meets seven basic criteria: it’s
clear, complete, and correct; it follows conventions;
it saves the reader’s time; it builds goodwill; and it’s
ethical.

LO 1-6 Analyze a business communication
situation.

What is your purpose in communicating?

Who is your audience?

How will the audience initially react to the message?
What information must your message include?
What benefits will your audience find convincing?
How can you ensure that you communicate ethically?
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Exercises and Cases

Reviewing the Chapter

Why do you and your business need to be able to communicate What are the basic criteria for effective messages? (LO 1-5)

well? (LO 1-1) What are the questions for analyzing a business communication
What are some flawed assumptions about workplace communi- situation? (LO 1-6)

cation? What is the reality for each myth? (LO 1-2) Who are the five different audiences your message may need to
What are the costs of poor communication? (LO 1-3) address? (LO 1-6)

What is the difference between internal and external audiences? What are five characteristics of good audience benefits? (LO 1-6)
(LO 1-4)

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.

Messages for Discussion I—Asking for a Class

The following are emails from various students to Dr. Destiny Each email shows a different way a student could make a
Sands, who is a professor in the English Department. These request of Dr. Sands. How well does each message meet the
students are wondering if Dr. Sands would let them register for needs of the reader and the writer? Is the message clear, com-
her already-full class (English 320: Business Communication). plete, and correct?

Hi Destiny,

My name is Jake and | was wondering if you had any extra seats in your English 320
class. See, I'm a senior and | really need to take your class so | can graduate. | don’t
know what else to do. | didn’t take it last year cuz | really didn’t want to.

I'm desperate. Help me out.

Jake

2. Hello Sands,

I’'m sorry to bother you, but | really, really need to get into your English 320 class. My
advisor totally screwed up my schedule and | didn’t know | needed to take this class.
It's so weird because | shouldn’t have to take this class anyway, but whatever. So, if
you could just add me into your class, that would be great.

Thanks,

Ally

3. Dr. Sands,

Good morning. | hate to email you right before the semester begins, but | have a
request. When | tried to register for your Eng 320 course, the website stated the
course was full. | was wondering if | could possibly be put on a list to add the course
just in case someone drops it? | am very interested in this course and would love to
take it this semester if at all possible.

Thank you so much for your time,

Christine
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Dear Dr. Sands,

Do u have anymore seats open in your class? | think its 302 or 320 or something like
that. Anyways, it would be cool if you would let me into the class. Sorry for emailing
right at the last minute, but | didn’t know what else to do.

You are the best,

Andrew

Messages for Discussion lI—Responding to Rumors

The Acme Corporation has been planning to acquire Best Prod- The following messages are possible responses that Ed can
ucts, and Acme employees are worried about how the acqui- post to the chat sites. How well does each message meet the
sition will affect them. Ed Zeplin, Acme’s human resource needs of the reader, the writer, and the organization? Is the
manager, has been visiting the Acme chat sites and sees a dra- message clear, complete, and correct? Does it save the reader’s

matic rise in the number of messages spreading rumors about time? Does it build goodwill?
layoffs. Most of the rumors are false.

It Will Be Great!
Author: L. Ed Zeplin, HR
Date: Tuesday, May 23
| am happy to tell you that the HR news is good. Two months ago, the CEO told me
about the merger, and | have been preparing a human resource plan ever since.
| 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.

loc67518_ch01_002-021.indd 17 @ 09/11/21 6:28 PM



18 Part 1 The Building Blocks of Effective Messages

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.

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, | 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 | 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!

5.

The True Story about Layoffs
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 excep-
tion, so I’'m not surprised to see rumors about layoffs posted on this message board.

Have no fear! | 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. | will continue monitoring this message board and will
post messages as | 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 poli-
cies, they should contact me directly.

L. Ed Zeplin, HR Manager

Understanding the Role of Communication in Your Organization

Interview your work supervisor to learn about the kinds and What communications do you create? Are they designed
purposes of communication in your organization. Your ques- to inform, to persuade, to build goodwill—or to do a
tions could include the following: combination?

What communications do you receive? Are they designed to

What kinds of communication (e.g., emails, presentations) inform, to persuade, to build goodwill—or to do a combination?

are most important in this organization?
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Who are your most important audiences within the
organization?

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?

Making Ethical Choices

Indicate whether you consider each of the following actions eth-
ical, unethical, or a gray area. Which of the actions would you
do? Which would you feel uncomfortable doing? Which would
you refuse to do?

Discuss your answers with a small group of classmates. In
what ways did knowing you would share with a group change
your answers?

1. Inflating your evaluation of a subordinate because you
know that only people ranked excellent will get pay raises.

2. Updating your Facebook page and visiting the pages of
friends during business hours.

Identifying Audiences

In each of the following situations, label the audiences as gate-
keeper, primary, secondary, auxiliary, or watchdog audiences
(all audiences may not be in each scenario) and explain your
reasoning:

1. Kent, Carol, and Jose are planning to start a website
design business. However, before they can get started, they
need money. They have developed a business plan and are
getting ready to seek funds from financial institutions for
starting their small business.

2. Quinn’s boss asked them to write a direct-mail letter to
potential customers about the advantages of becoming a
preferred member of their agency’s travel club. The letter
will go to all customers of the agency who are more than
65 years old.

3. Paul works for the mayor’s office in a big city. As part
of a citywide cost-cutting measure, a blue-ribbon panel
has recommended requiring employees who work more
than 40 hours in a week to take compensatory time off
rather than being paid overtime. The only exceptions

Analyzing Multiple Audiences

Like most major corporations, the U.S. Census Bureau has
multiple, conflicting audiences, among them the president,

For the bureau, who might serve as gatekeeper, primary,
secondary, auxiliary, and watchdog audiences?

What kinds of conflicting goals might these audiences have?

As your instructor directs,
a. Share your results with a small group of students.

b. Present your results in an email 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.

3. Writing a feasibility report about a new product and de-
emphasizing test results that show it could cause cancer.

Designing an ad campaign for a cigarette brand.

5. Telling a job candidate that the company “usually” grants
cost-of-living raises every six months, even though you
know that the company is losing money and plans to can-
cel cost-of-living raises for the next year.

6. Laughing at the racist or sexist jokes a client makes, even
though you find them offensive.

will be the police and fire departments. The mayor asks
Paul to prepare a proposal for the city council, which
will vote on whether to implement the change. Before
they vote, council members will hear from (1) citizens,
who will have an opportunity to read the proposal
and communicate their opinions to the city council;
(2) mayors’ offices in other cities, who may be asked
about their experiences; (3) union representatives, who
may be concerned about the reduction in income that
will occur if the proposal is implemented; (4) department
heads, whose ability to schedule work might be limited
if the proposal passes; and (5) the blue-ribbon panel
and good-government lobbying groups. Council
members come up for reelection in six months.

4. Sharon, Steven’s boss at Bigster Corporation, has
asked him to write an email for everyone in her division,
informing them of HR’s new mandatory training
sessions on new government regulations affecting
Bigster’s services.

Congress, press, state governments, citizens (both as providers
and users of data), statisticians, and researchers.

What would be appropriate benefits for each type of audience?

What kinds of categories might the bureau create for its
largest audience (citizens)?

09/11/21

6:28 PM



loc67518_ch01_002-021.indd 20

20 Part 1 The Building Blocks of Effective Messages

Identifying and Developing Audience Benefits

Listed here are several things an organization might like its employees to do:

Write fewer emails.

1

2. Volunteer at a local food pantry. a.

3. Volunteer to recruit interns at a job fair.

4. Attend team-building activities every other Friday b.
afternoon.

5. Attend HR seminars on health policy changes.

As your instructor directs,

Identify the motives or needs that might be met by each of
the activities.

Develop each need or motive as an audience benefit in
a full paragraph. Use additional paragraphs for the other
needs met by the activity. Remember to use you-attitude.

Identifying Objections and Audience Benefits

Think of an organization you know something about and answer the following questions for it:

1. Your organization is thinking about developing a knowl- 3.

edge management system that requires workers to input
their knowledge and experience in their job functions
into the organizational database. What benefits could the
knowledge management system offer your organization?
What drawbacks are there? Who would be the easiest to
convince? Who would be the hardest?

2. New telephone software would efficiently replace your

organization’s long-standing human phone operator, who a.
has been a perennial welcoming voice to incoming callers. b.

‘What objections might people in your organization have
to replacing the operator? What benefits might your orga-
nization receive? Who would be easiest to convince? Who
would be the hardest?

Analyzing Benefits for Multiple Audiences

C.

Your organization is thinking of outsourcing one of its
primary products to a manufacturer in another country
where the product can be made more cost-efficiently.
What fears or objections might people have? What ben-
efits might your organization receive? Who would be easi-
est to convince? Who would be hardest?

As your instructor directs,

Share your answers orally with a small group of students.
Present your answers in an oral presentation to the class.

Write a paragraph developing the best audience benefit
you identified. Remember to use you-attitude.

The U.S. Census Bureau lists these benefits from cooperating with the census:

“Census information affects the numbers of seats your state occupies in the U.S. House

of Representatives. And people from many walks of life use census data to advocate
for causes, rescue disaster victims, prevent diseases, research markets, locate pools

of skilled workers and more.

“When you do the math, it’s easy to see what an accurate count of residents can do for
your community. Better infrastructure. More services. A brighter tomorrow for every-
one. In fact, the information the census collects helps to determine how more than
$400 billion of federal funding each year is spent on infrastructure and services like:

Hospitals
Job-training centers
Schools

Senior centers

Bridges, tunnels and other public works projects

.15
Emergency services

How well do these benefits meet the characteristics of good audience benefits discussed in this chapter?
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Banking on Multiple Audiences

Bruce Murphy, an executive at KeyBank, tackled a new prob-
lem: how to extend banking services to a new audience—people
who use banks intermittently or not at all. It is a large group,
estimated at 73 million people. Together, they spend an esti-
mated $11 billion in fees at places such as check-cashing out-
lets, money-wire companies, and paycheck lenders (companies
offering cash advances on future paychecks).

However, they are a tough audience. Many of them have a
deep distrust of banks or believe banks will not serve them.
Murphy also faced another tough audience: bank managers who
feared attracting forgeries and other bad checks and thus losing
money. One manager actually said, “Are you crazy? These are
the very people we're trying to keep out of the bank!”

To attract the new customers, KeyBank cashes payroll and
government checks for a 1.5% fee, well below the 2.44% average
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NEWSWORTHY COMMUNICATION

Stitch Fix: Showing Customers that They Care

eliability, convenience, and cus-

tomer service are paramount

features of goodwill—or the rela-
tionship that companies develop with
their audience. That relationship is
essential when 79% of 18- to 65-year-old
consumers in the U.S. say that, before
they buy anything, they want to see that
companies care about their customers.
Few businesses can compete with the
level of caring that StitchFix offers its
customers.

StitchFix is an online personal-styling
service that uses data analytics and Al
combined with the expertise of human
stylists and customer feedback to send
millions of clothing items to customers
each year. StitchFix uses a wide variety
of data—including customers’ ratings of
clothing items in the StitchFix app—and
runs them through algorithms to nar-
row available clothing items into smaller
pools of potential clothing choices. Cus-
tomers choose how often to receive a
“fix,” a selection of five items, and the
delivery date of the fix. They are also
encouraged to provide a note of request
for the upcoming fix. While data analyt-
ics may start the fix, a human touch com-
pletes it. Each fix comes with a personal
note from a human stylist that speaks
directly to the customer’s request, as
well as suggestions for how to wear and
combine the items. Customers review
each fix item on several criteria to help
create a better fix the next time.

StitchFix’s success is due to custom-
ers’ willingness to trust the company to
make personal clothing choices and the
company’s ability to make customers feel

Dear Jenny.

Your Stylist Alysa shared news of your recent procedure. We wanted
let you know we are thinking of you during this time of recovery, and

lots of positive healing vibes your way.

Warm wishes, Your Stitch Fix family

CARE & DESIGN TIPS: Loyal Bouq: Our daisies arrive
prepare. cut the stems at a 45-degree angle and place
every 2 days to maximize vase lfe!

Jeanine E Aune

heard throughout the process, including
when things do not go right. That com-
munication comes through many chan-
nels, some of them surprising. When
one of the authors of this book was

4333785 - 1BUNCH-LOYALXS

preparing to undergo a mastectomy, she
requested tops that would be easy to
wear during recovery. Not only did the
company send five tops as requested, it
also sent flowers and a note.

Sources: Blake Morgan, “5 Lessons in Personalization from StitchFix,” Forbes, December 19, 2019, https://www.forbes.com/sites/blakemorgan/2019/12/10/5
-lessons-in-personalization-from-stitch-fix/?sh=1367be26b4e8; Ernan Roman, “How Stitch Fix Shows They Truly Care about Their Customers,” CustomerThink,
February 9, 2018, https://customerthink.com/how-stitch-fix-shows-they-truly-care-about-their-customers; Bernard Marr, “Stitch Fix: The Amazing Use of Case of
Using Artificial Intelligence in Fashion Retail,” Forbes, May 25, 2018, https://www.forbes.com/sites/bernardmarr/2018/05/25/stitch-fix-the-amazing-use-case-of-using
-artificial-intelligence-in-fashion-retail/?sh=7101905b3292; and “Wunderman Study Reveals 79% of Consumers Only Buy from Brands that Prove They Care about
Earning Their Business,” Cision PR Newswire, January 5, 2017, https://www.prnewswire.com/news-releases/wunderman-study-reveals-79-of-consumers-only-buy-from
-brands-that-prove-they-care-about-earning-their-business-300386618.html.
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Lea rning After studying this chapter, you should be able to
Objectives [He»24 BN Select an appropriate channel for your message.

m Create you-attitude.
(ol Bcfl Create positive emphasis.
ol .8 Improve tone in business communication.

m Create inclusive business communication.

Koy 23 Employ platform-specific best practices for creating goodwill.

Choosing the Appropriate Channel to Reach Your Audience

Goodwill makes people feel positively toward you and the organization that you work
for, helps build the relationships that increase customer loyalty, and eases the challenges
of business and administration. Companies have long been aware that treating custom-
ers well pays off in more sales and higher profits. Today we work in a service economy:
the majority of jobs are in service, where goodwill is even more important.’

The importance of building goodwill with audiences outside your organization is
perhaps obvious, but goodwill is also important in your internal communications. More
and more organizations are realizing that treating employees well is both financially

@ wise and ethically sound. Happy employees result in less staff turnover, which reduces
hiring and training costs, and greater willingness to help the organization succeed.
Research indicates prioritizing employee satisfaction can lead to a 6.6% increase in
productivity per hour.? In 2015, Dan Price, CEO of Gravity Payments, a credit card
processing company, made headlines for raising the minimum wage at his business
to $70,000, while taking a salary cut to fund the increase. This increase in worker sal-
ary directly led to an increase in retention and worker happiness rates, as well as a
boost in sales, nearly double profits in 2016,% and a reported 80% increase in custom-
ers by 2018.* More recently, the COVID-19 pandemic hit the company hard, but Price
met with all of his employees to explain the dire situation, and almost every employee
agreed to a voluntary, temporary pay cut in order to avoid layoffs.’

Choosing the appropriate communication channel and using you-attitude, positive
emphasis, appropriate tone, and bias-free language are all ways that you can build good-
will in your business communications. All of these practices will help you achieve your
purposes and make your messages friendlier, more persuasive, more professional, and
more compassionate. They suggest that you care not just about money, but also about
the needs and interests of your customers, employees, and fellow citizens.

A communication channel is the means by which you convey your message. Today’s
communication offers myriad choices when it comes to media; whether letter, email,
podcast, tweet, Instagram, TikTok, or some other option, each method of communicat-
ing carries distinct advantages and disadvantages. You should select an appropriate
channel in order to optimize your communication.

Evolving channels can have enormous impacts on businesses, and depending on the
rhetorical situation, including your audience and purpose, one channel may be better
than another. For example, Normans Bridal Shoppe in Springfield, Missouri, reaches
its teenage market for prom dresses by showcasing available dresses in upbeat TikTok
videos.® Ad money has been moving out of print and TV channels and into social media
advertising, which had a budget of over $40 billion in 2020.’

24
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Businesses use Facebook, Twitter, YouTube, and Flickr to highlight new products
and services. Many companies have interactive websites and forums where customers
can get product information and chat about products; Amazon is a prime example.
Manufacturers give perks to bloggers to talk about their products. Nonprofits adver-
tise events, connect with volunteers, and schedule volunteer service on their Instagram
accounts and Facebook pages. And all that social network communication now can be
mined by software that performs semantic analyses, providing feedback to advertisers
about both products and audiences.

Choosing the right channel can be tricky sometimes. As Hurricane Katrina approached
the Gulf Coast, the National Hurricane Center found its electronic communications about
the looming wallop were not enough; officials at the Center determined that they should
phone Gulf Coast mayors and governors to hasten their disaster preparations.® Even in
the office, you will have to decide if your message will be more effective as an email, text
message, phone call, visit, or even sticky note posted on a colleague’s computer.

In general, a written message makes it easier to

Present extensive or complex data.
Present many specific details.
Minimize undesirable emotions.
Track details and agreements.

Oral and visual messages make it easier to
Use emotion to help persuade the audience.
Focus the audience’s attention on specific points.
Resolve conflicts and build consensus.
Modify plans.
Get immediate action or response.

Benefits of Appropriate Communication Channels

Using a well-chosen channel to share messages will help you meet audience expecta-
tions, reach your target audience, shorten response time, and make a broader impact.

Meet Audience Expectations Audiences expect certain messages to be con-
veyed certain ways—in other words, messages should adhere to delivery-method conven-
tions. Conventions change as technology changes, but audiences expect businesses to
keep up. Years ago, it was standard to receive medical test results in a doctor’s-office
consultation; today, you can log in to your hospital’s website and download data from
yesterday’s blood draw. If a hospital fails to develop the website that stores and delivers
test results electronically, it will lose credibility and, possibly, patients because it does
not meet current expectations for how to deliver information.

Reach a More Targeted Audience Using appropriate technology improves
business because it affords a more targeted reach to potential customers. Using the
appropriate channel also helps in nonbusiness endeavors. For example, an animal shel-
ter uses Facebook to post videos of pets available for adoption.’ By showcasing the pets’
charming qualities to a wide range of viewers—in a format that allows easy sharing with
others—the animal shelter can reach potential adopters more quickly and effectively.

Shorten Response Time The appropriate channel allows communicators to
respond more quickly. Letters used to take weeks to arrive; now emails are sent and
received nearly instantaneously. In a hospital, patients order meals and receive their
made-to-order tray 22 minutes later.'® Coworkers may text each other or send an instant
message and expect a response within minutes. Although the increased expectations of
shortened response times for many technological channels may burden today’s employ-
ees, the sheer variety of available channels allows for improved service and, in some cases
(as in the chapter-opening StitchFix case), stronger customer-company relationships.
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Make a Broader Impact As seen in the StitchFix case, companies and individu-
als can use a communication channel to do more than improve their bottom line. Compa-
nies can retweet support of social-justice causes, email their employees about a company
drop-off site for donations to a local charity, or post a video to their Facebook page shar-
ing a list of workplace healthy behaviors, such as taking a brisk walk between tasks. A
variety of communication channels allows for an array of opportunities for engagement
with a broad range of audiences; it enables a positive impact beyond the realm of business.

Common Communication Channels for Sharing
Messages

The best approach for your business depends on its size, purposes, circumstances,
needs, and budget.

Face-to-Face Conversations In the office, much communication is most
effectively done face-to-face, and some businesses are encouraging their employees to
write fewer emails and visit each other’s desks more often. They believe such visits
contribute to a friendlier, more collaborative work environment. Research with tracking
sensors shows they are right; the most productive workers have the most face-to-face
contacts.!! Face-to-face visits are a good choice when

You know a colleague welcomes your Vvisits.

You are building a business relationship with a person.

A real-time connection saves messages (e.g., setting a meeting agenda).

Your business requires dialogue or negotiation.

You need something immediately (such as a signature).

Discretion is vital, and you do not want to leave a paper trail.

The situation is complex enough that you want as many visual and aural cues as possible.
Use these tips for effective face-to-face contact:

Ensure the timing is convenient for the recipient and ask permission to pop in
(e.g., “Excuse me, but do you have a moment to talk?”)

If you are discussing something complex, have appropriate documents in hand.

Don’t take over the other person’s space. Don’t place your papers on top of their desk
or table without permission. Don’t lean over them or their desk.

Look for “time to go” signs. Some people have a limited tolerance for small talk,
especially when they are hard at work on a task.

Phone Calls Phone calls serve an important role in business communication,
whether within a business or between business and customer.'? The phone call medium
demands immediacy, which can help clarify misunderstandings, address urgent needs,
or make decisions in the moment. Phone calls also allow for a layer of nonverbal com-
munication that texting does not, such as nuances of the voice like inflection, pace, and
volume. Even voicemail captures vocal communication that would be absent from a
written message such as a text or email.

Letters A letter is a short document that uses a block, modified, or simplified letter
format that goes to readers outside your organization. (See Appendix A for examples.)
There are many common purposes for letters: job applications, recommendations, job
offer letters, resignations, commendations, policy changes, notifications, and more. Let-
ters are useful communication tools when you want your audience to have information
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that they can refer to keep permanently without access to technology. In addition, a
well-written letter offers a personal touch, which creates goodwill with your audience.

Websites Most customers expect to find information online about a company, such
as business hours, services offered, and contact information. To control the information
its customers find online, and to control the company’s narrative, a company needs a
website—if not a standalone website with a private domain name, such as http://www
Jjoaniescupcakes.com, then at least a social media-hosted site, such as a business Facebook
page. Without an online presence, a company risks appearing out of touch, incompetent,
or not audience-focused, and it loses control of its image to online reviews.

Email Using email to send messages saves companies time and money because
it eliminates printing and postage costs. It also conveys messages more quickly than
printed messages. Most companies rely on intracompany email as the primary form
of communication among employees, and many companies connect with customers
via email lists. In communicating with customers, businesses use email to send order
confirmations and tracking updates, special discounts, goodwill-building messages such
as holiday greetings, or new product announcements.
Email is commonly used for these purposes:

To accomplish routine, noncontroversial business activities (e.g., setting up meetings
and appointments, reminders, notices, quick updates, information sharing).

To save time: People can look through 60 to 100 emails an hour.

To save money: One email can go to many people, including globally distributed teams.
To allow readers to deal with messages at their convenience, when timing is not crucial.
To communicate accurately.

To provide readers with details for reference (e.g., meeting information).

To create a “paper trail,” that is, a record of an interaction.

Emails do not work well for some purposes. For example, negative critiques and bad
news generally have better outcomes when delivered in person. Avoid passing on any
email communication that could be misinterpreted, such as that featuring sarcasm or
irony. If your name is attached, you are responsible for how the audience perceives your
message—even if your intent was sound.

Memos A memo is a document using memo format to send messages to readers in
your organization (see Appendix A for examples). These days, memos typically cover
the same information as email. Indeed, they are typically sent via email as an attach-
ment. However, memo format makes the message a bit more formal.

Text Messages Text messages allow for quick communication that falls between
the immediacy of a phone call and that of an email. Researchers have found that people
do not like to use texting for larger tasks, more complex questions or instructions, or
messages connected in any way with conflict.> For simple communication, texting is
an appropriate and efficient choice. For example, patients can request appointment
reminders from their doctor’s office via text or the doctor’s office can request that a
client confirm an appointment via text. This practice reduces forgotten appointments,
improving overall efficiency, and builds goodwill between doctor and patient. In fact,
70% of patients see value in receiving texts from their health care providers.'

Texting is not used just between businesses and clients; it can assist internal
communication as well. For example, Canada and parts of Europe have adopted a
new system allowing copilots and air-traffic controllers to communicate by texting.'®
The new system helps reduce communication errors that traditionally occur when
using radios, mistakes such as misheard instructions and numbers. It saves valuable
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