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ABOUT THE BOOK

This textbook aims to practice what it
preaches, by demonstrating logic, clarity
and courtesy for you, the reader. We want
to ensure that you can follow what we are
suggesting and go on to put these concepts
and suggestions into practicee. We have
endeavoured as much as possible to provide
broad contexts and frameworks and have
included, for example, the thinking of the
ancient Greek philosopher Aristotle alongside
the most up-to-date business ideas and
practice. Aristotle notwithstanding, this
textbook is not in essence a technical or
theoretical work, nor is it overly concerned
with  philosophy, linguistics, sociology,
cultural studies or psychology. Instead, it
takes a practical approach to the broad, wide
and deep subject of business communication
to provide usable guidelines and ways of
thinking for the beginning student. Effective
communication is not about getting your own
way or manipulating your competitors or
customers. On the contrary, it is a long-term
sustainable set of practices that are based
upon ethical principles and which emphasise
clear and truthful interactions with others.
We encourage you to adopt the sustainable
communication practices advocated in this
book. The 11 chapters in this textbook cover
a wide range of topics that will provide ideas
and guidance on how to become effective
communicators.

CHAPTER 1: INTRODUCTION:
FOUNDATIONS OF COMMUNICATION

Businesses are more dependent than ever
on the rapid and unambiguous exchange
of information, and more at risk if their
communication activities are slow, unclear
and filled with potential misunderstandings.
These changes require a re-evaluation of
how best to communicate both within and
between organisations, and how to ensure
that we can manage interactions between
different professional and cultural groups
to best effect. These activities must all be

carried out while adhering to well-developed
ethical practices. This introductory chapter
establishes the foundation by providing an
overview of human communication and
communication theory. It also proposes a
new approach to business communication,
based upon the principles of logic, clarity and
courtesy.

CHAPTER 2: FUNDAMENTALS OF

WRITTEN COMMUNICATION

This chapter emphasises strong writing and
editing skills as ways of fulfilling the need to be
clear, logical and courteous. In particular, this
chapter helps you to develop a reader-centred
approach that will improve your ability to
craft grammatically correct sentences and
well-structured paragraphs within documents
that are carefully planned and written to suit
their purpose.

CHAPTER 3: INTERPERSONAL
COMMUNICATION

This chapter will enable students to identify
key features of interpersonal communication
and use this information to better understand
interpersonal communication in business
contexts, Considerations will include
examining why gender, culture and other
personal characteristics may distort or
interfere  with  effective interpersonal
communication. This chapter will encourage
you to devise strategies for maximising
effective  communication and positive
interpersonal relations, respond to conflict
and become better listeners.

CHAPTER 4: NONVERBAL
COMMUNICATION

Not all communication involves spoken or
written words. Much of how we understand
each other involves the unspoken and
unwritten. This chapter will define nonverbal
behaviour and nonverbal communication and
provide examples of a variety of channels of
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About the Book

these forms of communication. It will also
outline the major functions of non-verbal
communication in the communication
process and explain some of the reasons
why nonverbal communication is a complex
phenomenon. Knowing about nonverbal
communication helps you build your business
skills and complement the verbal skills we
have focused on earlier in the book.

CHAPTER 5: COMMUNICATING ACROSS
CULTURES AND IN GROUPS

Communication in business is diverse and
increasingly global. This chapter will help
you to further develop your capacity to
communicate effectively across different
cultures by building both your theoretical and
practical understanding. It will also further
develop your -capacity to communicate
effectively in groups. By developing your
capacity for mindfulness and self-evaluation
in a communicative setting you will
become a more sophisticated professional
communicator who is able to speak effectively
and meaningfully with many different
individuals and groups.

CHAPTER 6: THE ETHICS OF BUSINESS

COMMUNICATION

Diligently practising a high standard of
professional ethics is the marker of a serious
business person who wants to have a long
and sustainable career. This chapter will help
you to understand the importance of ethics
in business and show you how to recognise
important ethical issues in business. You
will become familiar with the use of ethical
concepts in practical applications and
understand the main difficulties in pursuing
ethics in business settings. You will learn
to use good judgment, imagination and
creativity in practical ethics.

CHAPTER 7: PERSUASION,
ARGUMENTATION AND REASONING:
CRITICAL THINKING

How well can you persuade another person,
create a robust argument and demonstrate
clear and effective reasoning? This chapter

will encourage you to develop a deeper
appreciation of sound reasoning and logic and
their role in business communication. This
chapter provides some historical background
to the great classical themes of persuasion,
argumentation and reasoning and draws on
these underpinning ideas to examine how to
write persuasively. It will encourage you to
understand the principles of critical thinking
and apply them to business situations.

CHAPTER 8: ORGANISATIONAL
COMMUNICATION: INTERNAL

All organisations, large and small, need
to communicate internally. This chapter
will enable you to identify key features of
internal communication and appreciate
how important it is for all parts of the
organisation to communicate in ways that
ensure productivity and shared purpose. You
will learn to devise strategies for ensuring
positive internal communication and identify
causes of negative internal communication.
The aim is to encourage the development of
a positive internal communication climate,
no matter which business you join in the
future.

CHAPTER 9: ORGANISATIONAL
COMMUNICATION: EXTERNAL

External perceptions of your organisations
have the potential to make or break the
business. Much corporate responsibility is
inherent in external communication and
public image greatly affects an organisation’s
performance. This chapter will encourage
you to plan for the success of your external
communication, including crafting truthful
and positive messages through -effective
media liaison and by managing special events
and communication projects. It will help
you to understand proactive and reactive
public relations and outline effective issues
management and crisis communication.

CHAPTER 10: ELECTRONIC
COMMUNICATION

With electronic types of communication
becoming central and the written word often



appearing on screens before hard copy, the
time is right to consider the implications
for better communication. As audiovisual
forms of communication also become
more prevalent in electronic media, there
are signs of a large shift in the balance
of communication patterns. This chapter
explores some of the implications and how
to work effectively with the key features
of electronic communications. It also
suggests ways to put these new and evolving
technologies to best use in your business
communication.

CHAPTER 11: FUNDAMENTALS OF ORAL

COMMUNICATION

A powerful oral presentation, whether to
a meeting of colleagues, an international
conference or in the form of a briefing on
a new business proposal, can achieve great

things. This chapter will show you how to
prepare for presentations and briefings by
analysing the occasion and profiling your
audience. You will also learn the many ways
of delivering your message. It will suggest
ways for mastering effective public-speaking
skills and increasing your confidence in
front of an audience. The chapter will take
you through ways of incorporating a variety
of visual and multimedia aids and help you
develop your ability to handle questions and
conduct follow-up. It will discuss how to
organise, manage and participate effectively
in meetings and communicate productively
by telephone.

Liz Tynan, Andrew Creed, Beth Edmondson,
Damian Grace, Angela Martin, Don Swanson and
David Wolstencroft

2013
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GUIDED TOUR

HOW TO USE THIS BOOK

Communication for Business

is enriched with a range of
features designed to help
support and reinforce your
learning. This guided tour
shows you how to best utilise
your textbook and obook
and get the most out of your
study.

KEY TERMS AND GLOSSARY

IHE ETHICS
OF BUSINESS
COMMUNICATION

Damian Grace
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LEARNING OBJECTIVES

A bulleted list of learning objectives is
provided to outline the main concepts
and ideas that you will encounter in
each chapter. Learning objectives are
then reinforced in blue margin notes
at critical points throughout the text.
These serve as helpful signposts for
learning and revision.

B Introduction: the fundamental
place of ethics in business
communication
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The comerunications explogion of the twenty-first cemtury has placed the personal computer,
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Key terms are highlighted where

they first appear in the text, and the =l

definition appears in the margin notes.
The definitions are also collated in a
complete glossary at the back of the

book for easy reference.
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Present like a broadcaster
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Guided Tour

CASE STUDIES

Case examples are provided throughout
the chapters to apply the theory being
discussed to real-life situations.

CONTEMPORARY INDUSTRY EXAMPLES &

Contemporary examples from the professional
world are included to highlight the current
climate of business practice and why good
communication skills are important to this.

CONTEMPORARY INDUSTRY EXAMPLE :

Coen pian offices

Drganisations we incrensingly using open plan olfice areas. This can be 2 cost saver, 85 giing everyane
& separate ollice | expensive, and & can promate greater inberaction ammg;lzn' However, ase office
configurations ane gensrally unpoputar smang Algo, managars have thair
own office, signaliing their status and aliewing them mare personal space and perecy.

Surveys have shown that more than haif of offie warkers ace dissatislied with the fevel of ‘speach
privacy’, making il 4 feading wﬂ i offices everywhere. These studies have shown such distractions
0 mpact levels [Tierney 20021

Warkers olten use headgranes o block oul ambienl nolse of having Lo lsten to other peapie
talking (buth personal snd professional canversations thay may be having). Those that do have to make
calls epoit feeling sell-conscipus about being ewerbeand and this may pompt more use of emall or
oling communication rather than wsing face-to-lace imeetings o the Lelephone as the medium of
commuration,
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earlier phasss of the greup’s development. Think sbout your own phases of development, and
akility fo regress to an eatdler stage & times |8 s @ perfectly natural far an adult, under serous
pressute, bo be tempted to behave like they ane a | 4-year-ald aguin for o short time. or even
fowryear-old (Geller 2005),

PROFESSIONAL PRACTICE TIP m

S tips on teading groups Inrugh dilferent phases

1 Setdwm bourdaries and clear roles and bty e

2 Letgo. When the group is working productivey without pour vsrsight, a3ow It Lo heclion withaut
youl interverkioa,

Mvaid brurnenl. Eneure that group members aien ovesdaing il and warking 2t an ursustainstle pace.
Encourage reflection in the group so that gioup members are coermting = @ reloctive and
praductive manne:

Be aware of Ine dilfering stages of group development, and respand accordingly.

Don't bake udngs amnan; Understand that some nesentment towards H!e leader s nwnﬂ and

™

oo

bealry ok ceitain st There aee Skely o in
rllwruﬂtﬂwgmp.mslmllirffeﬂuperhdiwmwlmanwlu—-almfmnﬁlhrlw
well you kead.

Group task roles A

In wwmmnndumblr:cf AFOUpS, We peilorm ceriain roles. These roles require s i G sk ey

10 perfy tasks § R
cht wa st gerfiarm in order for the group 1o fi and ‘grow, e roles” i
M:ﬂ!“hﬂmmﬂ&rﬁrwmmﬂmmﬂ{mnmkhﬂh]m

PR 1733},

For example. o police officer may, &= & member of a group of officers, have very clear
group task roles. She may be required to week 1o deter crime, 1o stap crimes in progress and to
mpprehend snd prosecate these wha commit crimes. However, without also carrying oot infiermal
Broup maimerance moles, this same oficer may not function effectively in a group These group
malnterance rales may not be easy to place on a job description, or 10 quantify In the eficecy
pesformance development, but they ars essential. For example, the cficer may be required 1o
bﬂhuwluwwlLbunuhnlhupﬂmmﬁmhhnm«purln\h:wﬂﬁ:hnln&mﬁn
expressing warmith or empathy, or ging such 2 making jokes
nfter 2 particularly difficult day m work. Withou such group mnlnmmm:e behavicurs, confidence
e brust in ﬂngmwmﬂr decline, and mmm&ymmlund‘l&cdwg

Simiterly, 4 s
group effectiveness. For example, if he only behaves mwlhlimmn 0 advance his career,
rather than behaving In ways tha: mhwzmrunnwvﬂmummﬂauwmk
s greup roles and self-orented b dored i Table 5.7,

PROFESSIONAL PRACTICE TIPS

in the professional world.

DA WOLSTERCROFT

Tips are included to expose students
to practical advice for communicating
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PROFESSIONAL PRACTICE TASKS

An activity or exercise is included
at the end of each chapter to put
the theory into practice and further
reinforce the primary focus of the
chapter.

PROFESSIONAL PRACTICE TASK

Loaoking at style

mmuammw:momumurmmmmmm Critically

s writing stides. Lise the sarsple siyle guide &s a stading

wml Lmluhwsllulmﬁlm!lﬂlMwmwmﬂ-mdmmuﬂlmmw
or De?), number mmwmm:neﬁwwmwmmmfamw Goes gither

document Lse move anmﬂvwnaml« 04 slare, Or & bhe

fan el e

such a8 'dont’ o “couldn ",

1, wihich shyle oia you lind more accassitie and casy to read?
2. ‘which stylstic elements do yoa Lhink aldad or ¥ of he of the
document?

PROFESSIONAL FRACTICE TASK

Editing for conciseness

Can o make

1 The

Bl on s fpcords.

2. Shie undertook, on o regular basis, an anaysis of tha sales Fgures
3. An evalustion of ihe procedunes neods (o be done.

4. There & now a medhod, which was
Ihe dernographics of o staff

SU MMARY OF KEY POINTS

Ettes mvolves a great deal inoee than lallewing rules. and it pamcularly recures the

exereme ol good judjrment

v s future ermployesa. it |5 crineal af public ethics, and
jartcudar the need to be sccoumable for your conduet—being responadhle snd talng

respanidbility for your own achion.

= Eucal relatnism i questonable i terms of s mteliecnanl surtamabibcg and also has the

potential 1 b

+ The athical errpioyee should _._.Epgqmdg.hgmhmmnm

clients and the proper i of

nd of the " iz "wculrer
» Whistlsblowing swolves patential dangers to both the indnadual and the sffected

ongamzation bt also has great potertial public benafl

+ I all rmatiers of ethics, good judgment that can be jistified. firkt 1o onesell and then 1o

othess, & pararnoyet

REVISION QUESTIONS

Carefully designed review questions have been
provided at the end of every chapter. These
can be used to check understanding of the key
topics before moving on to the next chapter,
or for group discussion and revision.

e REVISION OUESTIONS

h for anssng

SUMMARY

A short summary of key points is
included at the end of every chapter
to reinforce comprehension of the
learning objectives and the central
themes of the chapter.

Camrmuratalinn s Butinrss

1 What are Ihe positive during each of the
major information mvotutions? Th rovobations & Mwﬁm wiiting began to replace oral
communication Iradiions, whan mass guartitios of printed worts became avalanls courtesy
of the printing press, and whes electminic e
Iraramissibie,; acTessbie and thonp.

2. Bearing i the mind the principles for desigring good apps mantioned in ths chapter, why wil
Ihese principles sad to an app that more effeciively commimicales wilh it users?

a mmimmmurwumimnm: lon¥ For wach, idanii posith

gal In- workplace context

4. Anogw Chinl Oificer (10 propases &

i a network 1o elier eng of stall, The ol
Ihe slrateqy s Io purchase the avnlable and sel Ciew dendines
for stail eogagerment wilh Ihe new system wilhin the ned six months. Do you feel (s will be o

! ik wilhin the Explain

5. What are the evalustion criberls bor efeciive websile desion? Evaluale he websie of an
oigacisalion wilh which you are fmilis:

5. Locabe a kax ternplatn af the Google Docs tink {n ]
of from your own erganisalion, mmlmiW:m&wﬂwwmﬁmm
Torrn, Hew are (hes two Iools aie similsr and different In their saments and purpoe?

PROFESSIONAL PRACTICE TIP

‘Wisdom about power

Have you heard these thichés?

* Knewladge is pawer.

* Powsr corupls and absohite pawes coinnts absolutely.

Haw might Shirky (3010) and Carr (2010] agree o disagree aboul the message of these sayings?
{Mink:1f you cannot access their books, sesich for summaries of the boaks onfine |




FURTHER READING AND WEBLINKS

Further Reading and Weblinks are included
at the end of each chapter to help broaden
understanding of the topics covered and
extend learning.

obook

Crugeey § réopesst Lomranao

FURTHER READING

Acley, RB & Eimbont. 1M, [1010). Communicasiay of Woek Priscypies cnd Fravsices for Brviness
e the Professona, 10 edn, McGraw Hilk New York

Adles, RE. Rosendeld, LB & Procior, RF [2010), fnverplay: the Prucest of Iterperonai
Commuscmricn, | 1th wdn, Oufond University Press: New York

Drwyer, J {2009, Comusaicarion i Bisiness. Sratepies and Sitls, ik eidn, Pearson Blwcation
Mustralia: Frenchs Forest

feu, Bth edn, Oxferd Press:

Trenhalm, 5 & Jensen, A. (2008], (&
Mew York and Oxfond.

WEBLINKS

Intevpersonal communication—8asic principles of intelpersanal communication: Mip!
business. ur, edubuse it

Life-long | earming—|mempersonal skils: hitpe/fsycnay oou aufscionco/unisene_scionce/
prajacts/shills/antraldinterp e

MIT hurmian resturces—Cormmunicating wih oiters: bz dweb mit sdu/te/cedeam/
commyar_basics himl

Sl you need-—-wWhat are inberp Wl skillg?,; ol co.ukfinterpersonal .
skills htrmi.

Your obook is a truly integrated e-text with extra content and resources built in to complement

your textbook. This obook includes:

+ hotlinked learning objectives—click on the learning objective to go to the relevant content

within the chapter

* lots of extra examples and activities not found in the print book

* instant access to external websites and video samples

* audio chapter summaries that can be used for revision purposes

» ‘live’ chapter revision questions so you can save your answers into the text

+ note-taking and highlighting features
+ integrated dictionary.

Your free obook activation code is located on the back cover flap. To access your obook go to
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