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BUSINESS COMMUNICATION: PROCESS AND PRODUCT, 7E

Dear Business Communication Students:

My coauthor Dr. Dana Loewy and | are proud to present to you the Seventh Edition of Business Communication:
Process and Product. We know that it’s a bit risky to make changes in the market-leading book. However, in an effort
to bring you the latest information and tools to succeed in today’s increasingly interconnected workplace, we have
made innumerable revisions and enhancements, a few of which are highlighted here:

- Integrated, cutting-edge coverage of digital tools and social media. The Seventh Edition prepares you to
become accomplished communicators in today’s digital workplace. A new Chapter 7, Electronic Messages and
Digital Media, is solely dedicated to digital media. Every chapter has been thoroughly researched and updated
to acquaint you with the latest trends in workplace communication technology.

- New Chat About It questions! Whether in class or in online chat rooms, you will gain insight about workplace
communication and polish your communication skills through these stimulating discussion questions related
to chapter topics.

« More figures and model documents. To demonstrate the professional use
of the latest business communication tools, the Seventh Edition has been
enhanced with numerous new figures and model documents that show the
use of Twitter, instant messages, podcasts, blogs, and wikis.

+ New workplace simulations! You gain real-world training through interactive
case studies at the Premium Web site (www.meguffey.com).

- Stronger ethics coverage. Chapter 1 sheds light on ethical lapses blamed by
some for the recent economic downturn. Ethics Checks present brief scenarios
to help you meet workplace dilemmas.

+ New Technology in the Workplace video. Using humor to compare
appropriate and inappropriate uses of digital media, this new video will help
you distinguish between professional and social uses of digital media.

- Expanded Premium Web site. At www.meguffey.com we provide one
convenient place for you to review chapter concepts and practice developing
your skills. You will find interactive case studies, two types of interactive
chapter quizzes, downloadable documents to revise, PowerPoint slides, and
unparalleled resources to achieve success in the course.

- Independent Grammar Review. Grammar/mechanics exercises in every chapter present a structured review
to guide you through all of the rules.

In the preface that follows, we illustrate key features of the Seventh Edition that highlight both the process and

products of business communication. We welcome your comments and suggestions as you use the No. 1 business
communication book in this country and abroad.

Cordially,

Mayy Ellen Guyfey & Dana _foewy

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or

Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. C



The unrivaled market leader, Business Communication: Process and Product
delivers the most current and authoritative communication technology and
business communication concepts available. This renowned leader is hands
down the most up-to-date and best researched text on the market, and the
exciting Seventh Edition is bursting with new, interactive student resources
and comprehensive coverage of workplace technology.

Innovative coverage enhances the hallmark features of this textbook: the 3-x-3 writing process, three-part
case studies, abundant use of model documents, and comprehensive coverage in a 16-chapter textbook.
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Written by award-winning author Mary Ellen Guffey and new coauthor Dana Loewy, the new Business
Communication: Process and Product, 7e, equips you with all the tools you need to maximize course success.
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PROCESS AND PRODUCT, 7E

Innovative Technology With Guffey... It’s Just That Easy

Business Communication: Process and Product provides you with extensive
resources for effective and efficient communication. The Seventh Edition’s
preeminent technology coverage and groundbreaking technology resources are
unrivaled. Authoritative and comprehensive, text content is thoroughly updated
to reflect the latest trends and advances in our increasingly digital world.

WITH GUFFEY, IT’S JUST THAT EASY TO...

... STUDY AND IMPROVE
YOUR GRADE

www.meguffey.com
Guffey’s Premium Web Site.

Connecting you to a powerhouse of resources,
www.meguffey.com gives you one convenient
place to find the support you need.

You will be able to polish your communication skills
and build knowledge with these available resources:

« New workplace simulations

- Two types of interactive chapter quizzes
- Downloadable documents to revise

« PowerPoint review slides

Accessing www.meg uffey.com

If you have a new book:

1. Go to: www.cengage.com/login

2. Click on “Create My Account.”

3. Select user type “Student.”

4. Enter account information and the access code that comes with your text.
5. Record your e-mail address and password for future visits.

If you have a used book:

If you did not buy a new textbook, the access code may have been used. You
can purchase access to the Guffey Premium Website at www.meguffey.com.

www.meguffey.com
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Innovative Technology With Guffey... It’s Just That Easy

... STUDY AND IMPROVE YOUR GRADE

www.meguffey.com

Chapter quizzes review key
concepts in each chapter and provide
you with constructive feedback.
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Flash Cards help you understand
chapter concepts to improve your test
scores and enhance your retention of key
vocabulary and knowledge.

New workplace simulations
allow you to practice your business
communication skills to engaging
communication situations.
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PROCESS AND PRODUCT,

WITH GUFFEY, IT’S JUST THAT EASY TO...

... ENSURE YOU ARE “GETTING IT”

s

)

aplia

Through Aplia’s unique online, interactive
format, you can review the basics of grammar
and mechanics as well as important concepts
throughout the text. For more details on Aplia,

7 E

visit www.aplia.com/cengage.

... GET YOU WRITING MORE!

writ@xperience

POWERED BY MEASURED SUCCESS

CENGAGE
Learning

Cengage Learning’s Write Experience delivers. This breakthrough
solution provides a new technology that scores select written
work; assesses style, mechanics, and format of writing; and
ensures originality of written work.

The assignments in Write Experience for Business Communication
allow you to practice your writing skills in structured memos,
customer service letters, complaint letters, media
communication, and other messages. Find out more at
www.cengage.com/writeexperience.

... OFFER COST-SAVING PURCHASE OPTIONS

CENGAGE

On CengageBrain.com you will be able to save up to
60 percent on your course materials through our full spectrum
of options. You'll have the option to rent your textbooks,

]

CENGAGE

purchase print textbooks, e-textbooks, or individual e-chapters =3
and audio books all for substantial savings over average retail ——
prices. CengageBrain.com also provides access to a broad =

| et o el

range of homework and study tools, along with a selection of
free content from Cengage Learning. Find out more today at
www.CengageBrain.com.

»  CENGAGE
** Learning
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Innovative Features With
Guffey...It’s Just That Easy.

A premier business communication and workplace technology text, the Seventh
Edition breaks new ground with a host of innovations to create the most com-
plete business communication authority available. With its up-to-the-minute
coverage, riveting examples, hands-on applications, and lively writing, Busi-
ness Communication: Process and Product gives you a truly engaging text that
equips you with the skills and technology prowess you need for effective
communication throughout your career.

WITH GUFFEY, IT’S JUST THAT EASY TO...

...IMPROVE CRITICAL THINKING

Workplace simulations at www.meguffey.com help you apply business communication principles
to a variety of realistic communication situations. The purpose of the In the Loop simulation, for example, is for
you to apply communication principles during a communication crisis.

...USE DIGITAL MEDIA PROFESSIONALLY

A new social media video,
Technology in the Workplace,

demonstrates the proper use of
technology in today’s media-rich
workplace, including the use of
social networking sites.




BUSINESS COMMUNICATION: PROCESS AND PRODUCT, 7€E

...STAY CURRENT ON THE LATEST

WORKPLACE TECHNOLOGY

Expansive coverage of digital tools and e :
media carefully explains and illustrates how to use these tools e e et
professionally in an increasingly connected workplace. s gt " e s
For example, a new Chapter 7 is dedicated solely to digital media, - mmmhwmwmm‘_}}}'
acquainting you with the latest trends in workplace b e e sl

communication technology. In addition, all chapters have e e sl e
been enhanced to reflect the use of new digital tools. e v "‘mmw%?ﬁm‘:

...KEEP YOU ENGAGED

New Chat About It questions in every chapter create
opportunities for to stimulate healthy in-class or online
discussion of chapter topics.

New margin notes bolster student retention of
chapter concepts by adding questions in the margins that

facilitate comprehension and generate classroom discussion. ch as wikis and What is a wiki, afid how Is it

tive software to useful to businesses?
technology that
British Telecom,
campaigns, and
that's ssnecially

Numerous new figures and model ——

documents illustrate the professional uses of the latest m
digital media at work, including the use of Twitter, instant S -
messages, podcasts, blogs, and wikis. v s rnrse

End'Of'Chapter Activities and Cases offer the 7.6 Twitter: Learning to Write Superefficient Tweets
most complete, descriptive, understandable, and relevant (Objs. 1,4,and 5)
activities and cases on the market Twitter forces its users to practice extreme conciseness. Some music

reviewers have risen to the challenge and reviewed whole albums

in no more than 140 characters. Mational Public Radio put Stephen
Thompson, one of its music editors, to the test.“l approach Twitter as

a science Thompson says.” He sees well-designed tweets as online
equivalents of haiku, a highly structured type of Japanese poetry.
Thompson believes that tweets should be properly punctuated, be
written in complete sentences, and of course, not exceed the 140-char-

acter limit, His rules also exclude abbreviation:




Innovative Features With
Guffey...It’s Just That Easy.

WITH GUFFEY, IT’S JUST THAT EASY TO...

...LEARN BUSINESS COMMUNICATION!

Fisuns 3.5 Ineffective Intercultural E-Mail Message

Model Documents with callouts enable
you to better understand strategies highlighted in the text.
New intercultural communication model documents

help you readily see differences in cultural adaptation.
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Ethics questions, in the margin of the chapters,
challenge you to formulate ethical responses to

realistic business communication dilemmas — preparing
you for the wide variety of ethical situations you may
face in your own career.
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BUSINESS COMMUNICATION:

WITH GUFFEY, IT’S JUST THAT EASY TO...

PROCESS AND PRODUCT,

...LEARN BUSINESS COMMUNICATION!

Numerous case studies, examples,

and applicationsillustrate how business
communication concepts are applied in the workplace,
giving you a better understanding of today’s digital work
environment and business communication strategies.
Zooming In case studies introduce you to businesses and
their business communication challenges.

Web-supported, integrated, teaching/
Iearning systems make it easy to create and
administer a Web-enhanced course. Together, the textbook
and Web site give you a variety of alternatives for studying
and reinforcing your understanding of chapter topics.

Grammar/mechanics exercises in every
chapter present a structured review to guide you through
all the rules.
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Self-contained report projects in Chapter 12 allow you to forgo research and instead focus on

the analysis of the information provided to you.
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Improvements:

Chapter 1 — Effective and Ethical Communication at Work

- Strengthened ethics coverage as suggested by reviewers in
light of ethical lapses blamed by some for the recent economic
downturn.

» Added more Ethics Checks, brief business scenarios with moral
questions, so that students are better equipped to meet ethical
dilemmas in the workplace.

« Presented new chapter-opening case study featuring PepsiCo’s
Indra Nooyi, one of the country’s most powerful businesswomen
and a role model to many.

- Related the importance of communication skills to finding a job
in today’s tight job market so that students recognize the value of
this course and improving their business communication skills.

- Added new figures illustrating information flow in organizations,
as well as examples of messages flowing downward and upward,
so that students better understand the functions and flow of
organizational communication.

« Introduced practical guidance in how to respond to
workplace gossip.

« Updated as well as added new end-of-chapter activities that
provide engaging opportunities to apply chapter concepts.

Chapter 2 — Professionalism: Team, Meeting, Listening,
Nonverbal, and Etiquette Skills
« Focused chapter on professional workplace skills to help students

make a smooth transition from the classroom to the business world.

« Revised three-part opening case study to reflect the current
economic downturn and importance of professional skills
and teamwork.

- Distinguished between face-to-face and virtual meetings,
emphasizing the latter because virtual meetings reduce travel
costs, lessen employee fatigue, and connect remote workers.

+ Added instructions and Web screenshot illustrating the use of
digital calendars to schedule meetings so that students will know
how to use this electronic tool.

« Added Web screenshot to illustrate e-mail meeting summary tem-
plate so that students see how savvy companies are using digital
tools to summarize key points and note action items to monitor.

« Provided many tips and specific ground rules on how to plan and
interact professionally during virtual meetings.

« Emphasized the importance of soft skills and professionalism in
regard to being hired and promoted.

« Changed nearly 40 percent of the end-of-chapter activities to
offer instructors fresh, relevant, and practical exercises for
students to apply chapter content.

Chapter 3 — Intercultural Communication

« Added several end-of-chapter social media assignments to ensure
that students acquire business-relevant technology skills.

« Updated three-part Wal-Mart case study as well as created fresh
critical thinking questions and assignments for each part to
broaden students’ perspective on intercultural issues.

t's New

cation:
/e

- Designed a new figure showing how McDonald’s is adjusting its
menus around the world to suit local tastes reinforcing the
concept of intercultural adaptability and localization.

- Prepared a new Tech Box displaying population figures in various
countries around the world side by side with percentages of Internet
access to help students broaden their own intercultural horizons.

«Included a provocative Ethical Insights feature to invite students
to discuss a controversial case of stereotyping and prejudice
toward Muslims in the United States.

« Provided two current Spotlights on Communicators shedding
light on relevant chapter content.

- Created two new Ethics Checks and Ethical Issue for critical
thinking and discussion, thus further strengthening the focus on
ethics throughout the chapter and current edition.

Chapter 4 — Planning Business Messages

- Reorganized the chapter to introduce the writing process earlier
so that students immediately grasp the three-phase process and
its importance in planning business messages.

- Strengthened Figure 4.1 describing the writing process so that it
is more specific and contains more details to enhance
student comprehension.

« Expanded the discussion of channel selection by adding media
richness theory.

+ Added a new figure and discussion illustrating customer live chat
so that students recognize the importance of communication
skills in expanding technology applications in the workplace.

- Updated discussion of student collaboration tools including
Google Docs and revised commands for Word 2007 Comment and
Track Changes functions.

« Provided all new chapter review and writing improvement
exercises so that instructors have a fresh set of these popular
chapter reinforcement and application exercises.

« Added new Document for Analysis and new case study featuring
Burger King regarding its channel selection for delivering news
to its franchisees.

Chapter 5 — Organizing and Writing Business Messages

- Strengthened discussion of effective sentences by adding
coverage of fragments, comma splices, and run-ons so that
students will avoid this common set of writing faults.

« Expanded discussion of active voice and passive voice and added
a figure illustrating the use of each to help business communica-
tors better understand how to implement these tools effectively.

- Added Ethics Check feature about bloggers who use their writing
skills to endorse products for pay.

- Streamlined coverage of techniques that build paragraph coherence.

- Revised 100 percent of the Chapter Review and Writing
Improvement Exercises to give instructors and students fresh
reinforcement material.

« Prepared new Document for Analysis to enable students to apply
many writing techniques covered in the chapter.
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BUSINESS COMMUNICATION:

Chapter 6 — Revising Business Messages

+ Revamped opening Zooming In case study to update this feature,
which leads to the popular revision exercise “Applying Your Skills
at Taco Bell”

- Reorganized coverage of revision techniques to improve chapter
flow and enhance coverage of revision techniques.

« Expanded coverage of document design so that students learn
about white space, margins, typefaces, and fonts to prepare them
for today’s workplace where they will be expected to design
effective, readable messages.

« Added Figure 6.1 showing students how to make revisions manually
and digitally because writers today increasingly edit on screen.

- Added Figure 6.2 comparing typefaces so that students recognize
font personalities and appropriate use.

+ Added Figure 6.3 with before/after illustrations showing how the
readability of an e-mail message can be greatly improved with
document design.

« Added Figure 6.5 showing revisions on PDF files because many
messages today are exchanged in this format and revisions must
be done using markup software.

- Provided 100 percent new Writing Improvement Exercises offer-
ing fresh opportunities to apply and reinforce chapter content.

Chapter 7 — Electronic Messages and Digital Media

- Created a new chapter dedicated solely to digital media to
acquaint students with the latest trends in workplace
communication technology.

- Emphasized business uses of digital media so that readers will
recognize their professional, rather than social, applications.

- Updated coverage of e-mail with special focus on format and
message components to ensure that college graduates understand
how business messages differ from personal e-mail messages.

- Introduced discussion of blogs, instant messaging, text messag-
ing, podcasts, blogs, wikis, and social networking so that students
see how these communication channels function in the
workplace and comprehend the risks associated with their use.

- Covered RSS feeds and social bookmarking sites to help readers to
share and manage information online efficiently.

- Inserted a new three-part case study about Twitter to pique
interest, expose some of the risks of technology use, and relate
the textbook to today’s digital world.

- Provided a Plugged-In feature about cloud computing so that
students glimpse future trends.

- Prepared three new Documents for Analysis, including one
transcript of a live IM exchange for revision, to reflect the great
variety of workplace digital communication today.

» Added two new Ethics Checks relevant to electronic
communication to highlight moral quandaries presented by
modern technology on the job.

« Included five Spotlights on Communicators, all of whom are
commenting on cutting-edge technology in the workplace and
provide up-to-date guidance to readers.

- Presented end-of-chapter activities for students that reinforce
the use of new digital media.

Chapter 8 — Positive Messages

- Reorganized chapter to combine positive e-mails, interoffice
memorandums, and business letters in one place so that students
can recognize similarities in content and strategies regardless of
channel choice.

« Explained the primary uses of interoffice memos and how they
differ from e-mail messages so that students can make
appropriate choices in selecting channels for these important
workplace messages.

- Discussed the significance, primary functions, and value of
business letters, regardless of the popularity of e-mail.

- Added discussion of how to write messages that describe
instructions, a common workplace task.
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« lllustrated the difference between indicative verbs and imperative
(command) verbs to help readers prepare instructions.

- Prepared new case studies and exercises for two thirds of the
end-of-chapter activities, thus providing fresh opportunities for
students to apply their skills.

Chapter 9— Negative Messages

+ Reorganized chapter to give more emphasis to the possible use
of the direct strategy for delivering bad news so that students can
use either direct or indirect strategy depending on the context.

« Revised opening three-part case study with current information
about Southwest Airlines and its use of emerging channels such
as blogs and social sites to communicate with customers.

« Streamlined the goals in communicating negative news to make
them easier to comprehend and retain.

- Added specific real-world examples, including bad-news
situations for Microsoft and Amazon.com, to illustrate how the
writing process is applied to the delivery of negative news.

- Added coverage of managing negative news on Facebook,
Twitter, and other Web sites to enable readers to be able to deal
with unhappy customers in cyberspace.

» Added new section announcing rate increases and price hikes
including a blog model document to show students that
companies today are using new channels to deliver
negative news.

- Streamlined the checklists for conveying negative news into
one comprehensive list so that students have all the tips in one
handy list.

- Changed 60 percent of the end-of-chapter activities so that
students and instructors have new or fully revised activities to
apply their skills in relation to new chapter content.

Chapter 10 — Persuasive and Sales Messages

« Streamlined chapter by combining related learning objectives
and checklists to enhance readability and comprehension.

- Reorganized chapter to combine coverage of persuasive favor
requests, claims, and complaints to simplify presentation and
allow students to apply similar writing techniques.

» Moved coverage of internal communication (persuasive messages
within organization) so that it follows the discussion of external
communication (favor requests, claims, and complaints) for a
more unified presentation.

+ Added model document showing the use of a cover e-mail with
an attached memo to help students see how businesspeople
combine e-mail and attachments.

- Strengthened coverage of sales messages by adding e-marketing
so that readers understand basic techniques for preparing
successful e-mail sales messages.

- lllustrated press releases and effective writing techniques with
a new model document featuring Sweet Earth Chocolates.

- Added a new Spotlight on Communicators highlighting Irene
Rosenfeld, the persuasive and effective CEO of Kraft Foods.

- Created many new persuasive case studies or Documents for
Analysis that engage students in interesting and relevant topics,
such as wrapping bananas in plastic at 7-Eleven, adopting a
four-day workweek, retaining free apples at an upscale hotel,
and reducing health care costs.

Chapter 11— Report and Research Basics

« Created a new a real-world three-part business case study
illustrating the need for research in business, particularly before
launching a startup, to tie chapter concepts to business practice.

- Added new ethics checks highlighting dilemmas posed by
research strategies and modern technology to reinforce a strong
focus on business ethics.

« Introduced new communicators presented in the spotlight
feature to offer students perspectives and comments by
business practitioners.
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BUSINESS COMMUNICATION:

- Expanded the discussion of scope and limitations to clarify for
students how to establish the scale and extent of their research
assignments.

- Added or changed at least 40 percent of the end-of-chapter
activities to provide students and instructors with new and
up-to-date examples demonstrating chapter content.

- Incorporated technology, for example by introducing Survey-
Monkey and Zoomerang, wherever feasible to aid students in
understanding how modern communication technology
affects research and report writing.

- Created current end-of-chapter activities to which students
can relate to help them stay engaged.

Chapter 12 — Informal Reports

- Updated Starbucks three-part business case study to provide
students with an opportunity to analyze changing business
problems.

- Added new ethics checks allowing students to confront the
moral dilemmas facing executives, managers, and rank-and-file
employees on the job.

- Introduced new Spotlight on Communicators feature to provide
students with topical insights by business practitioners relevant to
the material students are learning in the chapter.

- Replaced many end-of-chapter activities to present students with
fresh activities, cases, and business scenarios.

- Added five new self-contained report tasks that enable
instructors to assign business problems accompanied by data
sets that require no outside research.

- Introduced a new figure showing a periodic (activity) report in
bullet form sent by e-mail to reflect the latest technological trends
in workplace communication.

Chapter 13 — Proposals, Business Plans, and Formal

Business Reports

- Updated three-part case study Zooming In to reflect the most
current practices in proposal writing.

- Added two new Spotlights highlighting business leaders sharing
their insights into proposal and business plan writing.

« Created a photo essay featuring the NBC/Comcast merger to
illustrate formal report writing.

- Added a photo essay about an alternative energy source,
hydrokinetic power turbines, to demonstrate persuasion in
formal proposals.

« Reorganized the content to make the chapter easier to grasp and
easier to retain for students.

- Introduced new model documents that provide a glimpse of cur-
rent business practices in proposal and report writing to readers.

- Added end-of-chapter activities to practice executive summaries
as requested by reviewers to meet instructor and student needs.

Chapter 14 — Business Presentations

- Created new three-part Zooming In feature about Steve Jobs at
Apple to provide students with a highly relevant, contemporary
case study to stimulate analysis and critical thinking.

- Emphasized cutting-edge concepts in presentation software
such as those introduced in Presentation Zen by Garr Reynolds
to demonstrate to students the trend toward less text and more
reliance on images.

- Added photo essay discussing the much-anticipated launch of
Apple’s iPad to illustrate its potential business uses including its
benefits for oral presentations.

- Provided authentic coverage from business practitioners such as
venture capitalist Guy Kawasaki to create interest and familiarize
readers with current best practices in business slide presentations.

- Highlighted prominent communicators whose comments
illustrate important chapter concepts.

- Added end-of-chapter activities to critique PowerPoint clips on
YouTube and to evaluate or outline Apple Keynotes to help stu-
dents understand what makes business presenters successful.

- Created two end-of-chapter activities to practice persuasive
speaking skills.

- Devised a unique end-of-chapter activity to teach students how
to text professionally.

Chapter 15 — The Job Search, Résumés, and Cover Letters

+ Revised the Liz Ryan three-part business case study to include
up-to-date information about networking and making oneself
memorable during the job search.

- Updated section on today’s workplace to provide information
about cutting-edge employment trends.

- Added current statistics about the effectiveness of searching for a
job online, and modified list of job boards to include those most
widely used by today’s job seekers.

- Expanded list of employment sites to include social media sites,
which are widely used by both employers and job seekers today.

« Added a new section covering tips for conducting a safe and effec-
tive online job search, including strategies for avoiding identity theft.

- Expanded tips for using online networking to tap into the hidden
job market by adding advice for using Twitter during the job search.

- Created a new photo essay that discusses the ethics of lying on a
résumé using Notre Dame’s George O’Leary as an example.

« Strengthened section about using technology to optimize one’s
résumé by including information on the latest trends.

+ Organized résumé models into a new Résumé Gallery, and
scrutinized every model to ensure each complies with the most
up-to-date trends in résumé development.

- Included information about the ethics of using hidden keywords
in online résumés.

- Added new end-of-chapter activities that cover using social
media during the job search and e-portfolios.

Chapter 16 — Interviewing and Following Up

- Expanded section on screening interviews to include details
about how companies are using virtual tools such as Second Life
to conduct virtual job fairs and screening interviews.

- Added information about online interviews, which often take
place using webcams.

« Created new photo essay that discusses how to succeed in
interviews that take place over meals.

- Expanded the “Before the Interview” section to include tips for en-
suring professional telephone techniques and for making the first
telephone conversation with a prospective employer impressive.

- Updated company research section to include strategies for using
Facebook, Twitter, and other social media sites to gather
information about prospective employers.

- Enhanced section on digital dirt to provide specific examples of
online information that could be looked at negatively by
employers. Also added list of techniques for cleaning up one’s
online presence.

« Developed new photo essay that discusses tattoos and piercings
and how to deal with them during the job search and on the job.

- Expanded the “During the Interview” section to include tips for
traveling to and arriving at the job interview.

- Added a new Career Coach feature that provides techniques for
fighting fear during the job interview.

+ Added a new Ethics Check that looks at layoffs from the employer’s
perspective.

- Added new end-of-chapter activities that cover using social
media sites (Facebook, Twitter, YouTube) for company research,
appropriate interview attire, requesting a reference, and
evaluating the course.
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CHAPTER

Effective and Ethical
Communication at Work

OBJECTIVES

After studying this chapter, you should be able to

1. Understand the importance of communication skills in relation to Want to do well on tests
career success and explain the need for thinking critically and taking and excel in your course?

charge of your career. olto .meguffey.com

for helpful interactive resources.
» Review the Chapter I
PowerPoint slides to
prepare for the first quiz.

2. Recognize significant trends in today’s dynamic workplace and how
these trends increase the need for excellent communication skills.

3. Analyze the process of communication and understand how to use it
effectively.

4. Recognize barriers to interpersonal communication and examine
specific strategies for overcoming those barriers.

5. Understand the internal and external functions of communication in
organizations as well as compare and contrast the advantages and
disadvantages of oral and written communication.

6. Examine critically the flow of communication in organizations, and
understand how to overcome typical barriers and respond ethically to
office gossip.

7. Analyze ethics in the workplace, understand the goals of ethical
business communicators, recognize and avoid ethical traps, and apply
tools for doing the right thing.

© Supri Suharjoto/Shutterstock.com
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Zooming In
Led by Ambitious Indra Nooyi, PepsiCo Pushes Nutrition

An inside look at PepsiCo reveals a powerful CEO decidedly differ-
ent from most leaders of Fortune 500 companies. Indra Nooyi is
one of the few females in corporate America’s highest echelons and
probably the only Hindu. In her hometown of Chennai, India, she
played in an all-girl rock band and majored in chemistry, physics,
and math in college. After working in India, she was accepted into

a graduate program at Yale University. She headed for the United
States with meager financial support and warnings from her parents
that such a move would dash all chances of marriage. Working as a
dorm receptionist, she took the night shift to earn an extra 50 cents
an hour. After completing a master’s degree in management, Nooyi
went to a job interview wearing an Indian sari because she couldn’t
afford an appropriate suit—and she got the job.

At Yale, Nooyi experienced a major turning point in her life. That
education, she says, gave her the skills lacking in a newly arrived
immigrant. She learned how to speak, how to communicate, and how
to adapt to the environment. Recalling her program at Yale, she said
that all first-year students were required to take—and pass—a course
in effective communication. She confessed that this course was invalu-
able, especially for someone who came from a culture in which com-

munication wasn't considered the most important aspect of business.
Gaining expertise as a business consultant and strategist, in 1994
Nooyi joined a struggling PepsiCo and became its chief strategist.
Over the next decade and a half, she helped PepsiCo become a $43
billion food and beverage giant with 193,000 employees in nearly

© MANPREET ROMANA/AFP/Getty Images

ethics and social responsibility. In promoting baked whole-grain
snacks and vitamin-enhanced beverages, PepsiCo could point the
way to better nutrition for the entire industry. Nooyi is convinced

that this initiative will benefit investors as well as consumers." You
will learn more about this case study on page 23.

200 countries. The giant conglomerate was recognized throughout
the world for its Pepsi soft drink, Frito-Lay snack foods, and fast-food
outlets including Taco Bell, Pizza Hut, and KFC. However, Nooyi's
ambitious strategy for PepsiCo involved selling off its fast-food
brands and moving into beverages and packaged food with a focus
on nutrition. She engineered the acquisition of Tropicana, maker of
orange juice products, and of Quaker Oats, maker of Gatorade.

Nooyi has pledged that by 2010 half of PepsiCo’s U.S. revenue
will come from healthful foods such as low-calorie Gatorade
and whole-grain cereals. But observers wonder whether she can
produce dependable profits as well as wholesome foods.

Many companies—even before the recent financial crisis and
economic plunge—strove to improve their image by emphasizing

Critical Thinking

® Indra Nooyi credited a college course in communication as an
important step in her career. How do you think you could benefit
from such a course?

® What skills do you think businesspeople need to succeed in
today’s workplace?

® How could an emphasis on ethics and social responsibility
improve profits and benefit a business?

http://www.pepsico.com

LEARNING OBJECTIVE 1

Understand the importance of
communication skills in relation
to career success and explain the
need for thinking critically and
taking charge of your career.

Communication skills played an important part in the success of Indra Nooyi, CEO of PepsiCo. Like
you, she took a college course to improve her skills. Such skills are particularly significant at a time
when jobs are scarce and competition is keen. During a recessionary period, many candidates vie
for fewer job openings. Those candidates with exceptional communication skills will immediately
have an edge over others. Whether you are already working or about to enter today’s workplace,
communication skills are critical to your career success. In this chapter you will learn about the
importance of communication skills, the changing world of work, the process of communication
and its barriers, and ethical goals and tools to help you do the right thing. Each section covers
the latest information about relevant issues. Each section also provides tips and suggestions that
will help you function effectively and ethically in today’s fast-paced, information-laden workplace.

The Importance of Communication Skills
to Your Career Success

Surveys of employers consistently show that communication skills are critical to effective job
placement, performance, career advancement, and organizational success.? In making hiring
decisions, employers often rank communication skillsamong the most requested competencies.?

Why are communication skills
important for job applicants,
even in technical fields?

Chapter 1: Effective and Ethical Communication at Work 3

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



© AP Images/Gregory Bull

Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.

NOTE: Because this is a well-
researched textbook, you will
find small superscript numbers
in the text. These announce
information sources. Full
citations begin on page N-1 near
the end of the book. This edition
uses a modified American
Psychological Association

(APA) format that provides
superscripts leading to full
citations in the Notes section.

Spotlight on Communicators

Aylwin Lewis, current CEO of
Potbelly Sandwich Works and
former CEO of Sears and Kmart
chains, is recognized as one of
the highest-ranking African-
American executives in the U.S.
retail and restaurant industries.
He worked his way through the
University of Houston, earning
degrees in literature and busi-
ness management. “l wanted to get a soft degree that |
thought | would use,” he explained. “But | wanted a hard
degree to understand the world." His business degree
honed his business skills, and his literature degree
taught him how to research and write. Recognizing that
soft skills can be learned, he said, “Leadership skills,
communication skills, culture-building skills—those are
all very transferable.” Such skills are not only transfer-
able but also critical to anyone entering today’s con-
stantly changing, information-driven workplace.

\ Sears

it =

4
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Many job advertisements specifically ask for excellent oral and written communication skills. A
poll of recruiters revealed oral and written communication skills were by a large margin the top
skill set sought* In another poll, executives were asked what they looked for in a job candidate.
The top choices were teamwork skills, critical thinking, analytical reasoning skills, and oral and
written communication skills.> When choosing managers, recruiters said that communication
skills were the single most important factor in their decisions.®

One executive noted that it's tempting to scoff at advice telling you how important
communication skills are, particularly in technical fields. “Tech people are becoming a dime a
dozen, literally, so you need something more, said Bennett Ockrim, recruiting service specialist.
“You need to prove to a potential employer that you can add value to the company beyond your
technical qualifications!”” This advice is important to all job candidates, especially in a gloomy
economy in which hordes of job seekers vie for limited openings.

When we discuss communication skills, we generally mean reading, listening, nonverbal,
speaking, and writing skills. In this book we focus on listening, nonverbal, speaking, and writing
skills. Chapters are devoted to each of these skills. Special attention is given to writing skills
because they are difficult to develop and increasingly significant.

Writing Skills Are More Important Than Ever

Writing skills are especially important today. Technology enables us to transmit messages
more rapidly, more often, and more widely than ever before. Writing skills take on a new
importance because many people are not working together in one place. They stay connected
through spoken and written messages. The ability to write well, which was always a career
advantage, is now a necessity. Writing skills can be your ticket to work—or your ticket out
the door, according to a business executive responding to a significant survey. This survey
of 120 American corporations, by the National Commission on Writing, a panel established
by the College Board, found that two thirds of salaried employees have some writing
responsibility. However, about one third of them do not meet the writing requirements for
their positions.®

“Businesses are crying out—they need to have people who write better,” said Gaston
Caperton, executive and College Board president. The ability to write opens doors to professional
employment. People who cannot write and communicate clearly will not be hired. If already
working, they are unlikely to last long enough to be considered for promotion. Writing is a
marker of high-skill, high-wage, professional work, according to Bob Kerrey, university president
and chair of the National Commission on Writing. If you can't express yourself clearly, he says,
you limit your opportunities for many positions.’

How important is writing to your income? A Fortune magazine
article reported this finding: "Among people with a two- or four-year
college degree, those in the highest 20 percent in writing ability
earn, on average, more than three times what those with the worst
writing skills make."® One high-ranking executive explained that many
people climbing the corporate ladder are good. When he faced a hard
choice between candidates, he used writing ability as the deciding
factor. He said that sometimes writing is the only skill that separates a
candidate from the competition.

In a recent New York Times interview, Delta Air Lines CEO Richard
Anderson echoed the importance of values and writing skills." When
looking for management talent, he said, “You're looking for a really
strong set of values. Really good communication skills. More and more,
the ability to speak well and write is important. You know, writing is not
something that is taught as strongly as it should be in the educational
curriculum. Like other business managers, he emphasizes the need for
more instruction in writing skills, something you will find in this course.

Communication Skills Must Be Learned

You are not born with the abilities to read, listen, speak, and write
effectively. These skills must be learned. Thriving in the demanding
work world depends on many factors, some of which you cannot

Chapter 1: Effective and Ethical Communication at Work



FIGURE 1.1 How This Book and Course Can Help You Build Communication Skills

This business communication book and this course will help you

o Apply a universal process to solve communication problems throughout your career.

e |earn writing techniques and organizational strategies to compose clear, concise, and purposeful business messages.
o Master effective presentation skills to get your ideas across to large and small groups.

e earn to be a valuable team player.

o Work productively with the Internet and digital communication technologies.

e Value diversity so that you can function with sensitivity in intercultural work environments.

e Develop tools for meeting ethically challenging situations.

e Land the job of your dreams with invaluable job-search, résumé-writing, and interviewing tips.

control. However, one factor that you do control is how well you communicate. The goals of
this book and this course are to teach you basic business communication skills, such as how to
write an effective e-mail or a clear business letter and how to make a memorable presentation.
You will also learn additional powerful communication skills, as summarized in Figure 1.1. This
book and this course may well be the most important in your entire college curriculum because
they will equip you with the skills most needed in today’s dynamic, demanding workplace.

Thriving as a Knowledge Worker

in the Information Age

Regardless of economic downturns and recoveries, we continue to live in an economy based on
information and knowledge. The computer, the mobile phone,and the Internet are all instrumental
in the continuing development of the Information Age. Previously, in the Industrial Age, raw
materials and physical labor were the key ingredients in the creation of wealth. Today, however,
wealth depends on the development and exchange of knowledge. Individuals in the workforce
offer their knowledge, not their muscles. Knowledge workers, a term first coined by management
guru Peter Drucker, get paid for their education and their ability to learn.’” More recently, we are
hearing the term information worker (i-worker) to describe those who work with informaton and
technology.” Regardless of the terminology, knowledge and information workers engage in
mind work. They deal with symbols: words, figures, and data. Estimates suggest that knowledge
workers outnumber other workers in North America by at least a four-to-one margin.™
Some U.S. knowledge workers worry over the outsourcing of their jobs to skilled workers in What is a knowledge worker,
India and China. Outsourcing overseas is a reality. Jobs that can be condensed to a set of rules and do you expect to become
are likely to go first—either to workers abroad or to computers. Although we cannot predict one?
the kinds of future jobs that will be available, they will undoubtedly require brainpower and
education. Existing jobs, in both good and bad times, give way to shifts in technology and
competition. Recessions are followed by recoveries, and the economy adjusts, as it has always
done in the past. In the current climate of outsourcing and changing job requirements, workers
need to be flexible, to learn continually, and to have strong basic skills.

What Does This Mean for You?

As a knowledge and information worker, you can expect to be generating, processing, and
exchanging information. Whether you work in m-commerce (mobile technology businesses),
e-commerce (Internet-based businesses), or bricks-and-mortar commerce, nearly three out of four
jobs will involve some form of mind work. Jobs that require thinking, brainpower, and decision-
making skills are likely to remain plentiful. To be successful in these jobs, you will need to be able
to think critically, make decisions, and communicate those decisions.

Learning to Think Critically

Management and employees will be working together in such areas as product development, What does it mean to think
quality control, and customer satisfaction. All workers, from executives to subordinates, need to critically?
think creatively and critically. Even in factory production lines, workers are part of the knowledge
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Spotlight on Communicators

“We are entering an age where
intangible assets like expertise,
intelligence, speed, agility,
imagination, maneuverability,
networks, passion, responsive-
ness and innovation—all facets
of '’knowledge’'—become more
important than the tangibles of
traditional balance-sheet per-
spectives,” contends Oren Harari,
management expert, futurist, and prolific author.

© Professor of Management,
University of San Francisco

culture. One of the secrets of Toyota's success in the past, said Takis
Athanasopoulos, chief executive of the Japanese carmaker's European
operations, “is that the company encourages every worker, no matter
how far down the production line, to consider himself a knowledge
worker and to think creatively about improving his particular corner of
the organization.”

Thinking creatively and critically means having opinions that are
backed by reasons and evidence. When your boss or team leader says,
“What do you think we ought to do?"you want to be able to supply good
ideas. The accompanying Career Coach box provides a five-point critical-
thinking plan to help you solve problems and make decisions. Having
a plan, however, is not enough. You also need chances to try the plan
out and get feedback from colleagues and your boss (your instructor, for
the time being). At the end of each chapter, you will find activities and
problems that will help you develop and apply your critical-thinking skills.

Taking Charge of Your Career

If you are already skilled in your
specialty, why is it necessary to
undergo continual retraining,
learn cross-skills, or study new
procedures?

In today's fast-paced, ever-changing world of work, you can look forward to constant training
to acquire new skills that will help you keep up with evolving technologies and procedures.
You can also expect to be exercising greater control over your career. Most workers today will
not find nine-to-five jobs, predictable pay increases, lifetime security, and even conventional

workplaces. Don't presume that companies will provide you with a clearly defined career path or
planned developmental experiences. In the private sector you can expect to work for multiple

CAREER COACH

Sharpening Your Skills for Critical Thinking, Problem Solving, and Decision Making
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Gone are the days when management expected workers to check
their brains at the door and do only as told. As a knowledge worker,
you will be expected to use your brains in thinking critically. You
will be solving problems and making decisions. Much of this book is
devoted to helping you learn to solve problems and communicate
those decisions to management, fellow workers, clients, the
government, and the public.

Faced with a problem or an issue, most of us do a lot of worrying
before separating the issues or making a decision. All that worrying
can become directed thinking by channeling it into the following
procedure.

1. Identify and clarify the problem. Your first task is to recognize
that a problem exists. Some problems are big and unmistakable,
such as failure of an air-freight delivery service to get packages to
customers on time. Other problems may be continuing annoyances,
such as regularly running out of toner for an office copy machine. The
first step in reaching a solution is pinpointing the problem area.

2. Gather information. Learn more about the problem
situation. Look for possible causes and solutions. This step may
mean checking files, calling suppliers, or brainstorming with
fellow workers. The air-freight delivery service, for example, would
investigate the tracking systems of the commercial airlines carrying
its packages to determine what went wrong.

3. Evaluate the evidence. Where did the information come
from? Does it represent various points of view? What biases could
be expected from each source? How accurate is the information?

Is it fact or opinion? For example, it is a fact that packages are
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missing; it is an opinion that they are merely lost and will turn up
eventually.

4, Consider alternatives and implications. Draw conclusions
from the gathered evidence and pose solutions. Then weigh the
advantages and disadvantages of each alternative. What are the
costs, benefits, and consequences? What are the obstacles, and
how can they be handled? Most important, what solution best
serves your goals and those of your organization? Here's where
your creativity is especially important.

5. Choose the best alternative and test it. Select an alternative
and try it out to see if it meets your expectations. If it does,
implement your decision. If it doesn't, rethink your alternatives.

The freight company decided to give its unhappy customers free
delivery service to make up for the lost packages and downtime. Be
sure to continue monitoring and adjusting the solution to ensure its
effectiveness over time.

Career Application

EastCom Credit Union has a long-standing dress policy that even
extends to casual Fridays with no jeans, sneakers, athletic wear, shorts,
or halter tops permitted. It wants to encourage employees to dress
properly and is willing to spend some money to help them do it. It has
even considered modified uniforms for its conservative environment.
Employee morale as well as looking professional is important. As a
member of the management team, consider how the credit union can
help its employees upgrade their wardrobes. How would the steps
discussed here be helpful in approaching this situation?

Chapter 1: Effective and Ethical Communication at Work



employers, moving back and forth between work and education and between work and family
responsibilities.”® Whether you are currently employed or about to enter today’s demanding
workplace, you must be willing to continually learn new skills that supplement the strong
foundation of basic skills you are acquiring in college.

Finding a Job in Today’s Tight Job Market
In a tough employment market, you may understandably be concerned about finding a job. A
recent study by the National Association of Colleges and Employers (NACE) focused on what
makes the “perfect” job candidate in a gloomy economy. First, a prospective employee must
meet the employer’s fundamental criteria, including having the required major, course work,
and GPA. By the way, nearly 70 percent of employers in the study reported that they screened
candidates by grade point average, with 3.0 (a B average) considered the cutoff point. If a
candidate passes these hurdles, then employers look for the following skills and attributes.
Ranking first were communication skills. Next came a strong work ethic, ability to work
in a team, and initiative. Although these qualities are not new, “in times like these when job
opportunities are tight,” said Marilyn Mackes, NACE executive director, “it is perhaps even more
important for job candidates to understand what employers want and find ways to demonstrate
those qualities.""”

Using This Course to Advance Your Career

This book and this course will help you develop and demonstrate the skills prospective
employers want. The book is filled with model documents, practice exercises, procedures,
tips, strategies, suggestions, summaries, and checklists—all meant to ensure that you develop
the superior communication skills you need to locate a job and succeed as a businessperson
today.

Remember, communication skills are not innate; they must be learned. Remember also
to take advantage of the unique opportunity you now have. You have an expert who is willing
to work with you to help improve your writing, speaking, and other communication skills.
Many organizations pay thousands of dollars to communication coaches and trainers to teach
employees the very skills you are learning in this course. Your instructor is your coach. Take
advantage of this opportunity, and get your money’s worth! With this book as your guide and
your instructor as your coach, you will find that this course, as we mentioned earlier, could very
well be the most important in your entire college curriculum.

Trends Affecting You in Today’s

Dynamic Workplace

Today's workplace is undergoing profound and dynamic changes. As a businessperson and LEARNING OBJECTIVE 2
especially as a business communicator, you will undoubtedly be affected by many trends. Some Recognize significant trends
of the most significant trends include global competition, flattened management hierarchies, in today’s dynamic workplace
and team-based projects. Other trends include constantly evolving technology; the “anytime, and how these trends increase

Voo ; . . . ; the need for excellent
anywhere” office; a diverse workforce; and an emphasis on ethics. The following overview of - .

T ) ) ) ) communication skills.

trends reveals how communication skills are closely tied to your success in a demanding,
dynamic workplace.

Heightened Global Competition

Small, medium, and large companies increasingly find themselves competing in global rather
than local markets. Improved systems of telecommunication, advanced forms of transportation,
and saturated local markets—all of these developments have encouraged companies to
move beyond familiar territories to emerging markets around the world. Kraft Foods now
drenches its familiar Oreo cookie in chocolate to sell well in China.”® PepsiCo fights Coca-
Cola for new customers in India, and McDonald's feeds hungry Russians at Pushkin Square, its
busiest restaurant in the world."” Wal-Mart courts shoppers in China with exotic fruits and live
seafood.?® What is surprising is that many traditional U.S. companies now generate more profit
abroad than at home.
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How could dealing with people Doing business in far-flung countries means dealing with people who may be very different
from different countries and from you. They may practice different religions, follow different customs, live different lifestyles,
cultures affect the process of and rely on different approaches in business. Now add the complications of multiple time zones,
communication? ) ) ) .
vast distances between offices, and different languages. No wonder global communicators can
blunder. Take, for example, the failure of Nike's “Just Do It” campaign in China. It emphasized
individualistic youthful irreverence, which violates the culture of collectivist China. Nike replaced
those ads with a 10-second spot featuring a school kid impressing classmates by spinning the
globe on his finger. The ad expresses playfulness and daring without rebellion.”

Successful communication in these new markets requires developing new skills and
attitudes. These include cultural knowledge and sensitivity, flexibility, and patience. Because
these skills and attitudes may be difficult to achieve, you will receive special communication
training to help you deal with intercultural business transactions.

Flattened Management Hierarchies

Why do flattened management In response to intense global competition and other pressures, businesses have for years
hierarchies mean that been cutting costs and flattening their management hierarchies. This flattening means that
workers must have better fewer layers of managers separate decision makers from line workers. In traditional companies,
communication skills? ) . -
information flows through many levels of managers. In flat organizations, however, where the
lines of communication are shorter, decision makers can react more quickly to market changes.
Some time ago, toymaker Mattel transformed itself from an “out-of-control money loser” by
tightening its organization and cutting six layers from its organizational hierarchy. As a result,
when its Matchbox developers came up with a terrific idea for a toy firehouse that required no
assembly, the idea could be rushed into production. It didn't languish in the pipeline, drowning
in multiple layers of management. Like many restructured organizations, Mattel got rid of “silos”
that slice the company up vertically into separate divisions for marketing, operations, production,
and human resources. Restructured companies organize work with horizontal teams that allow
various areas to interact more efficiently.

An important factor in the flattening of management hierarchies was movement away
from mainframe computing. As recognized by Thomas Friedman in his smashingly successful
book The World Is Flat, the combination of the personal computer, the microprocessor,
the Internet, fiber optics, and, more recently, wireless networks “flipped the playing field.
Management moved away from command and control to connecting and collaborating
horizontally.?> This means that work is organized to let people use their own talents more
wisely.?

Today's flatter organizations, however, also pose greater communication challenges. In
the past, authoritarian and hierarchical management structures did not require that every
employee be a skilled communicator. Managers simply passed along messages to the next
level. Today, however, frontline employees as well as managers participate in decision making.
Nearly everyone is a writer and a communicator. Businesspeople prepare their own messages;
secretaries no longer “clean up”their bosses' writing.

Expanded Team-Based Management

Along with flatter chains of command, companies are expanding team-based operations to
empower employees and boost their involvement in decision making.

Togenerate new products, Johnson & Johnson started forming smallteams and charged each
with tackling a cosmetic problem. The acne team, composed of scientists along with marketing
and production people, focused on finding ways to help teenagers zap zits. A pigmentation
team struggled to create products that evened out skin tone* At Cigna Corporation, a huge
national insurance company, three organizational layers were flattened and teams were
formed to reduce backups in processing customer claims. The formation of these teams forced
technology specialists to communicate constantly with business specialists. Suddenly, computer
programmers had to do more than code and debug; they had to listen, interpret, and explain. All
members of the team had to analyze problems and negotiate solutions.

When companies form cross-functional teams, individuals must work together and share
information. Working relationships can become strained when individuals don't share the same
location, background, knowledge, or training. Some companies even hire communication
coaches to help existing teams get along. They work to develop interpersonal, negotiation, and
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collaboration techniques. But companies would prefer to hire new workers who already possess
these skills. That is why so many advertisements for new employees say ‘must possess good
communication skills"—which you are learning in this book and this course.

Innovative Communication Technologies

New electronic technologies are dramatically affecting the way workers communicate. In our
always-connected, everything-linked world, we exchange information and stay in touch by using
e-mail, instant messaging, text messaging, PDAs, fax, voice mail, cell phones, powerful laptop
computers, satellite communications, wireless networking, and even by “tweeting. Through
teleconferencing and videoconferencing, we can conduct meetings with associates around the
world. The rapid development of social software such as weblogs, wikis (multiuser weblogs),
and peer-to-peer tools makes it easier for workers to communicate online and wirelessly almost
instantaneously. One complaint about e-mail is that messages and documents with pertinent
information are limited to senders and receivers.?> The latest software, however, enables people
in different offices to work on projects using a single Web calendar, a to-do list, and online
discussion rooms. To share information graphically, presenters use sophisticated presentation
software.

All businesspeople today rely heavily on the Internet and the Web to collect information,
serve customers, and sell products and services. Figure 1.2 on pages 10 and 11 illustrates many
new technologies you will meet in today's workplace.

To use these new resources most effectively, you, as a skilled business communicator, must
develop a tool kit of new communication skills. You will want to know how to select the best
communication channel, how to use each channel safely and effectively, and how to incorporate
the latest technologies and search tools efficiently. All of these topics will be covered in coming
chapters.

“Anytime, Anywhere” and Nonterritorial Offices

Today's work environments are also changing profoundly. Thanks largely to advances in high-
speed and wireless Internet access, millions of workers no longer report to nine-to-five jobs
that confine them to offices. They have flexible working arrangements so that they can work
at home or on the road. The “anytime, anywhere” office requires only a mobile phone and a
wireless computer.?® Telecommuting employees now represent 11 percent of the workforce,
and this number increases annually.”” To save on office real estate, a growing number of
industries provide “nonterritorial” workspaces. Also known as “mobile platforms”and “hot desks,"
these unassigned workspaces are up for grabs. The first to arrive gets the best desk and the
corner window.?®
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EtHics CHECK

Too Connected?

Office workers use smartphones,
e-mail, voice mail, and text
messaging. Many are literally
always on call and feel
overwhelmed. What are the
limits of connectedness? Is it
fair to dodge an unpleasant call
by sending it to voice mail or to
delay answering certain e-mail
messages?

What are wikis and blogs, and
how are they useful to business
communicators?

Now that Google is developing
Web-based collaboration tools,
e-mail is starting to look like the
new rotary phone. By using the
search giant’s new messaging
software called Google Wave,
groups of professionals can
share documents, work files,
and videos. Wave's multiframe
interface displays live team
chats, and the recording
feature warehouses real-time
comment streams for ongoing
collaboration and review. Why
are online communication tools
more important than ever in
today’s business world?*®
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FIGURE 1.2 Communication and Collaborative Technologies

< Communication Technologies Reshaping the World of Work

Today's workplace is changing dramatically as a result of innovative software,
superfast wireless networks, and numerous technologies that allow workers to
share information, work from remote locations, and be more productive in or away
from the office. We're seeing a gradual progression from basic capabilities, such as
e-mail and calendaring, to deeper functionality, such as remote database access,
multifunctional devices, and Web-based collaborative applications.

Telephony: VoIP »

Savvy businesses are switching from
traditional phone service to voice over
Internet protocol (VoIP). This technology
allows callers to communicate using a
broadband Internet connection, thus eliminating long-distance and local telephone charges. Higher-
end VolIP systems now support unified voice mail, e-mail, click-to-call capabilities, and softphones
(phones using computer networking). Free or low-cost Internet telephony sites, such as the popular
Skype, are also increasingly used by businesses.

< Multifunctional Printers
Stand-alone copiers, fax machines,
scanners, and printers have been replaced
with multifunctional devices. Offices are
transitioning from a “print and distribute”
environment to a ‘distribute and print”
environment. Security measures include
pass codes and even biometric thumbprint
scanning to make sure data streams are
not captured, interrupted, or edited.

Open Offices a

Widespread use of laptop computers, wireless
technology, and VolIP have led to more

fluid, flexible, and open workspaces. Smaller

computers and flat-screen monitors enable » Handheld Wireless Devices
designers to save space with boomerang-shaped A new generation of lightweight,
workstations and cockpit-style work surfaces handheld devices provide phone,
rather than space-hogging corner work areas. e-mail, Web browsing, and calendar
Smaller breakout areas for impromptu meetings options anywhere there's a wireless
are taking over some cubicle space, and digital network. Smartphones such as the
databases are replacing file cabinets. BlackBerry, the Palm Treo, and the

iPhone now allow you to tap into

corporate databases and intranets

‘ from remote locations. You can check

intranet < Company customers'files, complete orders, and

send out receipts without returning

to the office. Increasingly businesses are issuing smartphones to their workforce,
abandoning landlines completely.

Intranets

To share insider
information, many
companies provide

their own protected v Voice Recognition
Web sites called Computers equipped with voice recognition software enable users to dictate
intranets. An intranet up to 160 words a minute with accurate transcription. Voice recognition is

particularly helpful to disabled
workers and to professionals with
heavy dictation loads, such as
physicians and attorneys. Users
can create documents, enter
data, compose and send e-mails,
browse the Web, and control the
desktop—all by voice.

may handle company
e-mail, announcements, an employee directory, a policy
handbook, frequently asked questions, personnel forms and
data, employee discussion forums, shared documents, and other
employee information.

< Electronic Presentations

Business presentations in PowerPoint can be projected from a laptop or PDA or posted
online. Sophisticated presentations may include animations, sound effects, digital photos,
video clips, or hyperlinks to Internet sites. In some industries, PowerPoint slides (‘decks”) are
replacing or supplementing traditional hard-copy reports.

Communication Technologies: © B Busco/Photographer’s Choice/ Getty Images; Telephony: VoIP: © Newscom; Open Offices: © Inmagine; Multifunctional Printers: © iStockphoto.com/Joas Kotzsch; Handheld Wireless Devices: © iStockphoto.com/Alexandra Draghici;

Voice Recognition: © iStockphoto.com/Abimelec Olan; Company Intranets: © Terri Miller/E-Visual Communications, Inc; Electronic Presentations: © iStockphoto.com/Micha? Popiel
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New tools make it possible to work together without being together. Your colleagues may be
down the hall, across the country, or around the world. With today’s tools, you can exchange
ideas, solve problems, develop products, forecast future performance, and complete team
projects any time of the day or night and anywhere in the world. Blogs and wikis, also part of
the Web 2.0 era, are social tools that create multidirectional conversations among customers
and employees. Web 2.0 moves Web applications from “read only” to “read-write," thus
enabling greater participation and collaboration.

A blog is a Web site with journal entries usually
written by one person with comments added
by others. Businesses use blogs to keep
customers and employees informed and to
receive feedback. Company developments
can be posted, updated, and categorized

for easy cross-referencing. When the writer
adds audio, the blog becomes a podcast. A
wiki is a Web site that allows multiple users

to collaboratively create and edit pages.
Information gets lost in e-mails, but blogs and wikis provide an easy way to communicate
and keep track of what's said. Most companies are still trying to figure out how to harness
Twitter for business. However, tech-savvy individuals already send tweets, short messages of
up to 140 characters, to other users to issue up-to-date news about their products, to link to
their blogs and Web sites, or to announce events and promotions.

Telephone “bridges” allow two or more callers
from any location to share the same call. Voice
conferencing (also called audioconferencing,
teleconferencing, or just plain conference
calling) enables people to collaborate by
telephone. Communicators at both ends use
enhanced speakerphones to talk and be heard
simultaneously.

With services such as GoToMeeting, WebEx,
and Microsoft LiveMeeting, all you need
are a PC and an Internet connection to
hold a meeting (webinar) with customers
or colleagues in real time. Although the
functions are constantly evolving, Web
conferencing currently incorporates screen
sharing, chats, slide presentations, text
messaging, and application sharing.

Videoconferencing allows participants to meet in
special conference rooms equipped with cameras
and television screens. Groups see each other and

interact in real time, although they may be far apart.

o

[ Faster computers, rapid Internet connections, and

/., “ better cameras now enable 2 to 200 participants
-

‘1 to sit at their own PCs and share applications,
spreadsheets, presentations, and photos.

Using advanced video compression technology,
video phones transmit real-time audio and
video so that communicators can see each
other as they collaborate. With a video phone,
people can videoconference anywhere in the
world over a broadband IP (Internet protocol)
connection without a computer or a television
screen.

Presence technology makes it possible to locate and
identify a computing device as soon as users connect
to the network. This technology is an integral part of
communication devices including smartphones, laptop
computers, PDAs, and GPS devices. Collaboration is
possible wherever and whenever users are online.

Collaboration Technologies: © Polka Dot Images/Jupiterimages ; Voice Conferencing: © Aspireimages Royalty-Free/Inmagine; Blogs, Podcasts, Wikis, and Tweets: © radharcimages.com/Alamy; Web Conferencing: © Andreas Pollok/Stone/Getty Images;

Video Phones: © Thierry Dosogne/ Photographer’s Choice/Getty Images; Videoconferencing: © AP Images/Market Wire; Presence Technology: © Javier Larrea/age fotostock/Photolibrary
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How is the concept of a business Even in more traditional offices, employees work in open spaces with flexible workstations,

office changing today? shared conference rooms, and boomerang-shaped desks that save space. Moreover, many
workers are part of virtual teams that complete projects without ever meeting each other. Tools
such as e-mail, instant and text messaging, file sharing, conferencing software, and wireless
networking make it easy for employees to collaborate or complete their work in the office, at
home, or on the road.

As more and more employees work separately, communication skills become
increasingly important. Staying connected involves sending messages, most of which are
written. This means that your writing skills will constantly be on display. Those who can
write clear and concise messages contribute to efficient operations and can expect to be
rewarded.

Increasingly Diverse Workforce

Changes in today’s work environments include more than innovative technology, team
management, and different work environments. The U.S. workforce is becoming increasingly
diverse. As shown in Figure 1.3, the white non-Hispanic population of the United States is
expected to drop from 79 percent in 1980 to 64 percent in 2020. Hispanics will climb from
6 percent to 17 percent, African Americans will increase from 12 percent to 13 percent, and
Asians and Pacific Islanders will rise from 2 percent to 6 percent®* In addition to increasing
numbers of minorities, the workforce will see a big jump in older workers. By 2020, the
number of workers aged 55 and older will grow to 20 percent?' As a result of these and other

FIGURE 1.3 Racial and Ethnic Makeup of U.S. Population, 1980 to 2020

1980 2020 1980 2020 1980 2020 1980 2020
White Hispanics African Asians and
Non-Hispanics Americans Pacific Islanders
T —
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demographic trends, businesses must create work environments that value and support all
people.

Communicating in this diverse work environment requires new attitudes and skills.
Acquiring these new employment skills is certainly worth the effort because of the benefits
diversity brings to consumers, work teams, and business organizations. A diverse staff is better
able to read trends and respond to the increasingly diverse customer base in local and world
markets. In the workplace, diversity also makes good business sense. Teams made up of people
with various experiences are more likely to create the products that consumers demand.
Customers also want to deal with companies that respect their values. They are more likely to
say, "If you are a company whose ads do not include me, or whose workforce does not include
me, | will not buy from you! Learning to cooperate and communicate successfully with diverse
coworkers should be a major priority for all businesspeople.

Renewed Emphasis on Ethics

Ethicsis once again a hot topic in business circles. Following the Enron and WorldCom scandals in
the early 2000s, businesses responded with a flurry of programs emphasizing ethical awareness
and training. Despite increased awareness, however, much training was haphazard® and
characterized by lip service only. With the passage of the Sarbanes-Oxley Act, the government
required greater accountability. Nevertheless, a calamitous recession followed, caused largely,
some say, by greed and ethical lapses. As a result, businesses are now eager to regain public
trust by building ethical environments. Many have written ethical mission statements, installed
hotlines, and appointed compliance officers to ensure strict adherence to their high standards
and the law.

In addition, individuals are more aware of their personal actions and accountability. After How are businesses attempting
watching executive assistant Doug Faneuil, who was forced to testify against his boss and their ~ to regain public trust?
biggest client, Martha Stewart, people realized that they cannot lie, even to protect their jobs or
their bosses. It's unacceptable to excuse an action with “the company made me do it

Ethics is indeed a hot topic and trend you will note in the workplace. But making
ethical decisions is not always easy. Later in this chapter you will study the goals of business
communicators and tools to help you do the right thing.

Understanding the Process of C

Because communication is a central factor in the emerging knowledge economy and a major LEARNING OBJECTIVE 3
consideration for anyone entering today’s workforce, we need to look more closely at the total Analyze the process of

process of communication. Just what is communication? For our purposes communication communication and understand
is the transmission of information and meaning from one individual or group to another. The how to use it effectively.
crucial element in this definition is meaning. Communication has as its central objective the

transmission of meaning. The process of communication is successful only when the receiver

understands an idea as the sender intended it. Both parties must agree not only on the

information transmitted but also on the meaning of that information. How does an idea travel

from one person to another? Despite what you may have seen in futuristic science fiction

movies, we can't just glance at another person and transfer meaning directly from mind to

mind. We engage in a sensitive process of communication, discussed here and depicted in

Figure 1.4.

Sender Has Idea

The process of communication begins when the person with whom the message Why is the communication
originates—the sender—has an idea. The form of the idea will be influenced by complex  Process so sensitive?
factors surrounding the sender: mood, frame of reference, background, culture, and physical
makeup, as well as the context of the situation and many other factors. The way you greet
people on campus or on the job, for example, depends a lot on how you feel, whom you are
addressing (a classmate, a professor, a colleague, or your boss), and what your culture has
trained you to say (Good morning, Hey, Hi, Howdy, or How ya doing?).
The form of the idea, whether a simple greeting or a complex idea, is shaped by assumptions
based on the sender’s experiences. A manager sending an e-mail announcement to employees
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FIGURE 1.4 The

Communication Process

Encoding involves converting an
idea into words or gestures that
convey meaning.

ETHics CHECK

Bypassing or False Advertising?
J.C. Penney produced a T-shirt
emblazoned with a ferocious
red and blue eagle beneath

the words “American Made.”
However, a small label inside
revealed that the shirt was
made in Mexico. In response

to complaints that the slogan
was deceptive, a Penney
spokeswoman said that
“American Made” referred to the
actual person wearing the shirt,
not to the manufacturer. Do you
think this was a simple case of
miscommunication?
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encodes

ideain
message

Note: A more comprehensive model of the communication process is available in the instructor’s
PowerPoint program.

assumes they will be receptive, whereas direct-mail advertisers assume that receivers will give
only a quick glance to their message. The ability to accurately predict how a message will
affect its receiver and skill in adapting that message to its receiver are key factors in successful
communication.

Sender Encodes Idea in Message

The next step in the communication process involves encoding. This means converting the
idea into words or gestures that will convey meaning. A major problem in communicating
any message verbally is that words have different meanings for different people. When
misunderstandings result from missed meanings, it is called bypassing. Recognizing how easy it
is to be misunderstood, skilled communicators choose familiar words with concrete meanings
on which both senders and receivers agree. In selecting proper symbols, senders must be
alert to the receiver's communication skills, attitudes, background, experiences, and culture:
How will the selected words affect the receiver? In Great Britain, for example, a Dr. Pepper
cola promotion failed miserably because American managers had not done their homework.
They had to change their “I'm a Pepper” slogan after learning that pepper is British slang for
prostitute.® Because the sender initiates a communication transaction, he or she has primary
responsibility for its success or failure. Choosing appropriate words or symbols is critical to a
successful message.

Message Travels Over Channel

The medium over which the message is physically transmitted is the channel. Messages may
be delivered by computer, telephone, cell phone, letter, memorandum, report, announcement,
picture, spoken word, fax, Web page, or through some other channel. Because communication
channels deliver both verbal and nonverbal messages, senders must choose the channel and
shape the message carefully. A company may use its annual report, for example, as a channel
to deliver many messages to stockholders. The verbal message lies in the report’s financial and
organizational news. Nonverbal messages, though, are conveyed by the report’s appearance
(showy versus bland), layout (ample white space versus tightly packed columns of print), and
tone (conversational versus formal).
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Anything that interrupts the transmission of a message in the communication process What is noise in the
is called noise. Channel noise ranges from static that disrupts a telephone conversation communication process, and
to typographical and spelling errors in a letter or e-mail message. Such errors damage the ~ how canitdisrupt the process?
credibility of the sender. Channel noise might even include the annoyance a receiver feels when
the sender chooses an improper medium for sending a message, such as announcing a loan
rejection via postcard or firing an employee by e-mail.

Receiver Decodes Message

The individual for whom the message is intended is the receiver. Translating the message from its Decoding involves translating
symbol form into meaning involves decoding. Only when the receiver understands the meaning ~ the message from symbol form
intended by the sender—that is, successfully decodes the message—does communication take ~ 1"t0 meaning.
place. Such success, however, is difficult to achieve because no two people share the same life
experiences and because many barriers can disrupt the process.
Decoding can be disrupted internally by the receiver’s lack of attention to or bias against
the sender. It can be disrupted externally by loud sounds or illegible words. Decoding can also
be sidetracked by semantic obstacles, such as misunderstood words or emotional reactions to
certain terms. A memo that refers to all the women in an office as “girls” or “chicks,’ for example,
may disturb its receivers so much that they fail to comprehend the total message.

Feedback Travels to Sender

The verbal and nonverbal responses of the receiver create feedback, a vital part of the
communication process. Feedback helps the sender know that the message was received and
understood. If, as a receiver, you hear the message How are you, your feedback might consist of
words (I'm fine) or body language (a smile or a wave of the hand). Although the receiver may
respond with additional feedback to the sender (thus creating a new act of communication), we'll
concentrate here on the initial message flowing to the receiver and the resulting feedback.

Senders can encourage feedback by asking questions such as, Am | making myself clear? ~ How can you improve feedback

and Is there anything you don't understand? Senders can further improve feedback by timing the i the communication process?
delivery appropriately and by providing only as much information as the receiver can handle.
Receivers can improve the process by paraphrasing the sender’s message with comments,
such as, Let me try to explain that in my own words. The best feedback is descriptive rather than
evaluative. For example, here's a descriptive response: | understand you want to launch a used golf
ball business. Here's an evaluative response: Your business ideas are always goofy. An evaluative
response is judgmental and doesn't tell the sender whether the receiver actually understood
the message.

Overcoming Interpersonal

Communication Barriers

The communication process is successful only when the receiver understands the message as LEARNING OBJECTIVE 4
intended by the sender. It sounds quite simple. Yet it is not. How many times have you thought that Recognize barriers to
you delivered a clear message, only to learn later that your intentions were totally misunderstood? interpersonal communication

Most messages that we send reach their destination, but many are only partially understood. and examine specific strategies
for overcoming those barriers.

Obstacles That Create Misunderstanding

You can improve your chances of communicating successfully by learning to recognize barriers
that are known to disrupt the process. The most significant barriers for individuals are bypassing,
differing frames of reference, lack of language skill, and distractions.

Bypassing. One of the biggest barriers to clear communication involves words. Each of us What is bypassing? Describe an
attaches a little bundle of meanings to every word, and these meanings are not always similar. example from your experience.
Bypassing happens when people miss each other with their meanings.? Let’s say your boss asks
you to “help”with a large customer mailing. When you arrive to do your share, you learn that you
are expected to do the whole mailing yourself. You and your boss attached different meanings
to the word help. Bypassing can lead to major miscommunication because people assume that
meanings are contained in words. Actually, meanings are in people. For communication to be
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successful, the receiver and sender must attach the same symbolic meanings to their words.
A recent study revealed a high likelihood of miscommunication when people use common but
vague words such as probably, always, never, usually, often, soon, and right away. What do the
words really mean?®

How is your frame of reference Differing Frames of Reference. Another barrier to clear communication is your

different from another business frame of reference. Everything you see and feel in the world is translated through your individual

communicator’s? . ) o ; )
frame of reference. Your unique frame is formed by a combination of your experiences, education,
culture, expectations, personality, and other elements. As a result, you bring your own biases
and expectations to any communication situation. Because your frame of reference is different
from everyone else’s, you will never see things exactly as others do. American managers eager
to reach an agreement with a Chinese parts supplier, for example, were disappointed with
the slow negotiations process. The Chinese managers, on the other hand, were pleased that
so much time had been taken to build personal relationships with the American managers.
Wise business communicators strive to prevent miscommunication by being alert to both their
own frames of reference and those of others. You will learn more about communicating across
cultures in Chapter 3.

Lack of Language Skill. No matter how extraordinary the idea, it won't be understood
or fully appreciated unless the communicators involved have good language skills. Each
individual needs an adequate vocabulary, a command of basic punctuation and grammar, and
skill in written and oral expression. Moreover, poor listening skills can prevent us from hearing
oral messages clearly and thus responding properly.

Distractions. Other barriers include emotional interference, physical distractions, and
digital interruptions. Shaping an intelligent message is difficult when one is feeling joy, fear,
resentment, hostility, sadness, or some other strong emotion. To reduce the influence of
emotions on communication, both senders and receivers should focus on the content of
the message and try to remain objective. Physical distractions such as faulty acoustics, noisy
surroundings, or a poor cell phone connection can disrupt oral communication. Similarly,
sloppy appearance, poor printing, careless formatting, and typographical or spelling errors can
disrupt written messages. What's more, technology doesn't seem to be helping. Knowledge
workers are increasingly distracted by multitasking, digital and information overload, conflicting
demands, and being constantly available digitally. Clear communication requires focusing on
what is important and shutting out interruptions.®

Overcoming Communication Obstacles

How can you overcome typical Careful communicators can conquer barriers in a number of ways. Half the battle in com-
obstacles in the communication municating successfully is recognizing that the entire process is sensitive and susceptible to
process?

breakdown. Like a defensive driver anticipating problems on the road, a good communicator
anticipates problems in encoding, transmitting, and decoding a message. Effective
communicators also focus on the receiver’s environment and frame of reference. They ask
themselves questions such as, How is that individual likely to react to my message? or Does the
receiver know as much about the subject as | do?

Misunderstandings are less likely if you arrange your ideas logically and use words precisely.
Mark Twain was right when he said, “The difference between an almost-right word and the
right word is like the difference between lightning and the lightning bug. But communicating
is more than expressing yourself well. A large part of successful communication is listening.
Management advisor Peter Drucker observed that“too many executives think they are wonderful
with people because they talk well. They don't realize that being wonderful with people means
listening well’

Effective communicators create an environment for useful feedback. In oral
communication this means asking questions such as, Do you understand? and What questions
do you have? as well as encouraging listeners to repeat instructions or paraphrase ideas.
As a listener it means providing feedback that describes rather than evaluates. In written
communication it means asking questions and providing access: Do you have my phone
numbers in case you have questions? or Here’s my e-mail address so that you can give me your
response immediately.
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Communicating in Business Orga

Until now, you've probably been thinking about the communication you do personally. LEARNING OBJECTIVE 5
However, business communicators must also be concerned with the bigger picture, and that Understand the internal
involves sharing information in organizations. On the job you will be sharing information by and external functions of

communicating internally and externally. communication in organizations
as well as compare and

Understanding Internal and External Functions contrast the advantages and
disadvantages of oral and

Internal communication includes exchanging ideas and messages with superiors, coworkers, written communication.

and subordinates. When those messages must be written, you will probably choose e-mail.
Some of the functions of internal communication are to issue and clarify procedures and policies,
inform management of progress, develop new products and services, persuade employees
or management to make changes or improvements, coordinate activities, and evaluate and
reward employees.

When you are communicating externally with customers, suppliers, the government, and
the public, you may send letters on company stationery. External functions involve answering
inquiries about products or services, persuading customers to buy products or services, clarifying
supplier specifications, issuing credit, collecting bills, responding to government agencies, and
promoting a positive image of the organization.

Now look back over the preceding discussion of internal and external functions of What are the three main
communication in organizations. Although there appear to be a large number of diverse functions of business
business communication functions, they can be summarized in three simple categories, as ~ Semmunication?
Figure 1.5 shows: (a) to inform, (b) to persuade, and/or (c) to promote goodwill.

Shifting to Interactive, Mobile, and
Instant Communication

The flattening of organizations coupled with the development of sophisticated information
technology has greatly changed the way we communicate internally and externally. One major
shift is away from one-sided, slow forms of communication such as memos and letters to more
interactive, fast-results communication. Speeding up the flow of communication are e-mail,
instant messaging (IM), text messaging, smartphones, voice mail, cell phones, and wireless
fidelity ("Wi-Fi") networks. Wi-Fi lets mobile workers connect to the Internet at ultrafast speeds
without cables.

FIGURE 1.5 Functions of Business Communication

1.To inform
2.To persuade

3. To promote goodwill

y y

Internal communication with External communication with
Superiors Customers

Coworkers Suppliers

Subordinates Government agencies

The public
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What communication Many workers today can't imagine their lives without instant and text messaging. For
technologies do you expect to example, Brad Weinstock, an insurance broker, uses IM to talk simultaneously with clients,
use in your future workplace? colleagues, and friends. With IM, he can carry on many conversations at once, which helps him
get his job done and serve clients better. Instant messaging is a type of communications service
that allows you to create a private chat room to communicate in real time over the Internet.
Typically, the instant messaging system alerts you when someone on your private list is online.
Text messaging involves sending short text messages usually to a wireless device such as a cell
phone or PDA. Many companies issue smartphones, notably the BlackBerry, to staff members
who travel but must stay in connect with customers.
Other forms of interactive communication include intranets (company versions of the
Internet), Web sites, video transmission, videoconferencing, and Web chats. The latter is rapidly
becoming the preferred communication channel for online customer service. Consumers
shopping online or inquiring about billing or technical support use the company Web site and
‘chat"with customer service representatives by typing their questions. Live service agents respond
with a typed reply. You will be learning more about these and other forms of communication in
coming chapters. Despite the range of interactive technologies, communicators are still working
with two basic forms of communication: oral and written. Each has advantages and disadvantages.

Understanding the Advantages and Disadvantages
of Oral Communication

Nearly everyone agrees that the best way to exchange information is orally in face-to-face
conversations or meetings. Oral communication has many advantages. For one thing, it
minimizes misunderstandings because communicators can immediately ask questions to clarify
uncertainties. For another, it enables communicators to see each other’s facial expressions and
hear voice inflections, further improving the process. Oral communication is also an efficient way
to develop consensus when many people must be consulted. Finally, most of us enjoy face-to-face
interpersonal communication because it is easy, feels warm and natural, and promotes friendships.

The main disadvantages of oral communication are that it produces no written record,
sometimes wastes time, and may be inconvenient. When individuals meet face-to-face or
speak on the telephone, someone’s work has to be interrupted. In addition, conversations take
more time because we find it difficult to stick to business. Most of us consider it impolite to
start a conversation without preliminaries such as How are you? Conversations may meander
into chitchat, and some people do not know how to end a conversation. Nevertheless, oral
communication has many advantages for communicators.

Understanding the Advantages and Disadvantages
of Written Communication

Compare and contrast oral and Written communication is impersonal in the sense that two communicators cannot see or hear
written communication. Which each other and cannot provide immediate feedback. Most forms of business communication—
is better?

including e-mails, memos, letters, faxes, instructions, procedures, policies, proposals, manuals,
newsletters, instant messages, Web sites, blogs, wikis, and résumés—ifall into this category.

Organizations rely on written communication for many reasons. Written messages provide
a permanent record, a necessity in these times of increasing litigation and extensive government
regulation. Writing out ideas instead of delivering them orally enables communicators to
develop organized, well-considered messages thus facilitating recall and comprehension for
receivers. Written documents are also convenient. They can be composed and read when the
schedules of both communicators permit, and they can be reviewed if necessary.

Written messages have drawbacks, of course. They require careful preparation. In addition,
written messages can be dangerous. Words spoken in conversation may soon be forgotten, but
words committed to hard or soft copy become a public record—and sometimes an embarrassing
or risky one. E-mail and text-messaging records, even deleted ones, have often become “smoking
guns”in court cases, revealing insider information that was never meant for public consumption.*®

Another drawback to written messages is that they are more difficult to prepare. They
demand good writing skills, and we are not born with these skills. But writing proficiency can be
learned. Because as much as 90 percent of all business transactions may involve written messages
and because writing skills are so important to your business success, you will be receiving
special instruction in becoming a good writer. Compare the advantages and disadvantages of
both oral and written communication in Figure 1.6.
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FIGURE 1.6 Comparing Oral and Written Forms of Organizational Communication

Forms Advantages Disadvantages
Oral Communication Telephone call, conversation, Provides immediate Lacks permanent record,
interview, meeting, feedback, can be adjusted to may contain careless or
conference audience, can be delivered imprecise expression, may
quickly, supplies nonverbal be inappropriate for formal
cues, may create warm or complex ideas, does not
feeling, can be forceful promote easy recall

Improving the Flow of Information
in Organizations

Information within organizations flows through formal and informal communication channels. LEARNING OBJECTIVE 6
A free exchange of information helps organizations respond rapidly to changing markets, Examine critically the flow of
boost efficiency and productivity, build employee morale, serve the public, and take full communication in organizations,
advantage of the ideas of today’s knowledge workers. Barriers, however, can obstruct the flow and understand how to

- ) - rcom ical barriers an
of communication, as summarized in Figure 1.7. overcome typica ba ers a d
respond ethically to office

gossip.

Formal Communication Channels

Formal channels of communication generally follow an organization’s chain of command. That
is, a message originates with executives and flows down through managers to supervisors and
finally to lower-level employees. Many organizations have formulated official communication
policies that encourage regular open communication through newsletters, intranets, and official
messages. Free-flowing, open communication invigorates organizations and makes them
successful. Official information within an organization typically flows through formal channels in
three directions: downward, upward, and horizontally, as shown in Figure 1.8.

FIGURE 1.7 Barriers Block the Flow of Communication in Organizations

EVGES
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FIGURE 1.8 Information Flow in Organizations

Downward
Communication Communication
From subordinates From management
to management to subordinates
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Team building

Goals clarification

Upward

Downward Flow. information flowing downward moves from decision makers through
What types of messages the chain of command to subordinates. This information includes policies, procedures, directives,
typically flow downward in an job plans, mission goals, and efforts to motivate staff members. Managers provide information
organization? about employee performance and instill a sense of mission in achieving the organization’s

goals. When a particularly important message such as a drug testing policy is announced, that

message may flow downward directly from the CEO to employees, as shown in Figure 1.9.

Obstacles to Downward Information Flow. One obstacle that can impede the
downward flow of information is distortion resulting from long lines of communication.
Unlike the policy memo from the CEO shown in Figure 1.9, most messages regarding

FIGURE 1.9 Policy Message From Management Flowing Downward

Maratek Technologies
MEMORANDUM

DATE: September 12, 2012

TO: All Employees

FROM: Leslie Garrison, CEO Lg
SUBJECT: Drug Testing Policy and Procedure

Maratek Technologies has recently developed a firm policy prohibiting the use,
sale, or possession of drugs on company property. We intend to enforce this poli-
cy as strictly as possible. When we have reason to believe an employee is taking
drugs or selling drugs on our property, we plan to carry out a thorough investiga-
tion, which may include drug testing. We don't like the idea of resorting to such
drastic measures, but if we find reasonable evidence of drug activity, we will
have no choice.

Any drug or alcohol testing required or requested by the company will be con-
ducted by a laboratory licensed by the state. The employee may obtain the name
and location of the laboratory that will analyze the employee’s test sample by
calling Marilyn Hernandez in Human Resources. If an employee is asked to sub-
mit to a drug or alcohol test, the company will notify the employee of the results
within 48 hours after it receives them from the laboratory. To preserve confiden-
tiality, the employee will be notified by Ms. Hernandez whether the test was neg-
ative or positive. If the employee receives notice that the test results were con-
firmed positive, the employee will be given the opportunity to explain the posi-
tive result. In addition, the employee may have the same sample retested at a
laboratory of the employee’s choice.

If we have reason to suspect that the employee is working under the influence of
an illegal drug or alcohol, the employee will be suspended until the results of a
clean drug and alcohol test are made available by the testing laboratory.
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procedures flow downward through a line of managers. If, for example, a CEO wants to change
an accounting procedure, she or he would probably not send a memo directly to the staff
accountants who would implement the change. Instead, the CEO would relay the idea through
proper formal channels—from the vice president for finance, to the accounting manager, to the
senior accountant, and so on—until the message reached the affected employees. Obviously,
the longer the lines of communication, the greater the chance for message distortion.

Improving Downward Information Flow. To improve communication and to compete
more effectively, many of today’s companies have restructured and reengineered themselves
into smaller operating units and work teams. Rather than being bogged down with long
communication chains, management speaks directly to employees, as seen in Figure 1.9. This
memo from the CEO describes the company’s drug testing plan and illustrates direct downward
communication.

In addition to shorter chains of communication, management can improve the downward
flow of information through newsletters, announcements, meetings, videos, blogs, podcasts,
and company intranets. Instead of hoarding information at the top, today’s managers recognize
the importance of letting workers know how well the company is doing and what new projects
are planned.

Upward Flow. Information flowing upward provides feedback from nonmanagement Why should the flow of
employees to management. Subordinate employees describe progress in completing tasks, ~ information in organizations
report roadblocks encountered, and suggest methods for improving efficiency. Channels for z:vr;:::’a":;;‘pward than
upward communication include phone messages, e-mails, memos, reports, departmental ’

meetings, and suggestion systems. Ideally, the heaviest flow of information should be upward

with information being fed steadily to decision makers. The e-mail message shown in Figure 1.10

is a response to a request from a manager to investigate focus group services.

FIGURE 1.10 Information From Employee Flowing Upward to Management

T —,——,—,———

To: Richard Moscatelli <rmoscatelli@suva.com>
From: Jane Strasburg <jstrasburg@suva.com>
Subject: Recommendation of Focus Group Service
Cec:
Bee:

Richard,

As you requested, [ have investigated companies that offer focus group services. The most
promising is Knight Research Company with centers in Chicago, Los Angeles, and Orange
County. Here's what this company could do for us in testing consumer reactions:

* Videoconferencing. Knight supplies videoconferencing facilities allowing us to see a focus
group live without traveling to the location. Our staff members can remain at their comput-
ers and see and hear our focus groups from a remote location. This also means that we are
not limited by the number of people who can view the focus groups, which was a problem in
the past.

Computer Usability Labs. Knight employs state-of-the-art computer usability labs to formally
test our Web site effectiveness. Its equipment even records facial expressions and mouse
click selections as users navigate a Web site.

Translation. So that we can test products among non-English speakers, which you said was
a significant requirement, Knight has facilities to translate languages simultaneously.

If you approve, I will call Knight Research Company to further explain our needs and obtain
tentative quotes for its services. Please send an e-mail or call me at Ext. 202 before October 5
so that [ can present this information at our October 10 staff meeting.

Jane

Jane Strasburg, Manager
Sales and Marketing, Suva Corporation
E-mail: jstrasburgi@suva.com Phone: 216.450.2293 Ext. 202 Fax: 216.450.3291
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What is horizontal information
flow in organizations, and why is
itimportant?

ETHics CHECK

Office Grapevine

Like a game of “telephone,” the
grapevine can distort the original
message because the news
travels through many mouths
and ears at the office. Knowing
this, can you safely share

with even a trusted colleague
something that you would

not comfortably discuss with
everyone?
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Obstacles to Upward Information Flow. A number of obstacles can interrupt the
upward flow of communication. Employees who distrust their employers are less likely to
communicate openly. Employees cease trusting managers if they feel they are being tricked,
manipulated, criticized, or treated unfairly. Unfortunately, some employees today no longer
have a strong trusting attitude toward employers. Downsizing, cost-cutting measures, the use of
temporary workers, discrimination and harassment suits, outsourcing, outrageous compensation
packages for chief executives, and many other factors have lessened the feelings of trust and
pride that employees once felt toward their employers and their jobs. Other obstacles include
fear of reprisal for honest communication, lack of adequate communication skills, and differing
frames of reference. Imperfect communication results when individuals are not using words
or symbols with similar meanings, when they cannot express their ideas clearly, or when they
come from different backgrounds.

Improving Upward Information Flow. To improve the upward flow of communication,
some companies are (a) hiring communication coaches to train employees, (b) asking
employees to report customer complaints, (c) encouraging regular meetings with staff, (d)
providing a trusting, nonthreatening environment in which employees can comfortably share
their observations and ideas with management, and (e) offering incentive programs that
encourage employees to collect and share valuable feedback. Companies are also building trust
by setting up hotlines for anonymous feedback to management and by installing ombudsman
programs. An ombudsman is a mediator who hears employee complaints, investigates, and
seeks to resolve problems fairly.

Horizontal Information Flow. Lateral channels transmit information horizontally
among workers at the same level. These channels enable individuals to coordinate tasks, share
information, solve problems, and resolve conflicts. Horizontal communication takes place
through personal contact, telephone, e-mail, memos, voice mail, and meetings. Most traditional
organizations have few established regular channels for the horizontal exchange of information.
Restructured companies with flattened hierarchies and team-based management, however,
have discovered that when employees combine their knowledge with that of other employees,
they can do their jobs better. Much information in these organizations travels horizontally
among team members.*

Obstacles to Horizontal Information Flow. Obstacles to the horizontal flow of
communication, as well as to upward and downward flow, include poor communication skills,
prejudice, ego involvement, and turf wars. Some employees avoid sharing information if doing
so might endanger their status or chances for promotion within the organization. Competition
within units and an uneven reward system may also prevent workers from freely sharing
information.

Improving Horizontal Information Flow. To improve horizontal communication,
companies are (a) training employees in teamwork and communication techniques, (b)
establishing reward systems based on team achievement rather than individual achievement,
and (c) encouraging full participation in team functions. However, employees must also realize
that they are personally responsible for making themselves heard, for really understanding
what other people say, and for getting the information they need. Developing those business
communication skills is exactly what this book and this course will do for you.

Informal Communication Channels

Most organizations today share company news through consistent, formal channels such as
e-mail and staff meetings, a recent survey shows. However, as many as 20 percent do not provide
consistent channels to share company news.* Even within organizations with consistent formal
channels, people still gossip about company news. The grapevine is an informal channel of
communication that carries organizationally relevant gossip. This powerful but informal channel
functions through social relationships; people talk about work when they are lunching, working
out, golfing, and carpooling, as well as in e-mails, texts, and blogs. At one time gossip took place
around the water cooler. Today, however, a study of office workers reveals that gossip usually
takes place in the office break room (36 percent), at a coworker's desk (33 percent), or in e-mails
and instant messages (10 percent).”!
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Zooming In
PepsiCo

hen Indra Nooyi joined PepsiCo as chief strategist, she con-

vinced management to sell off its fast-food holdings in Taco
Bell, Pizza Hut, and KFC. She was intent on moving the company
“from snack food to health food, from caffeine colas to fruit juices,
and from shareholder value to sustainable enterprise.”*? Her goal
was to do good for business as well as doing good for people and
the planet. PepsiCo, under her leadership, would favor wind and
solar power, avoid fossil fuels, fight against obesity, and promote
diversity.

To achieve these ambitious goals, Nooyi instituted “Performance

within the enter-
prise. In any orga-
nization, change is
accepted slowly and
often reluctantly.
Encouraging manag-
ers, employees, and
investors to buy in to
changes in company
philosophy is often

© MANPREET ROMANA/AFP/Getty Images

With Purpose,”a portion of which is explained in the following three difficult.
components:
® Human sustainability refers to PepsiCo’s efforts to nourish con- Critical Thinking

sumers with a range of products from treats to healthful eats. ® In communicating

@ Environmental sustainability reinforces PepsiCo’s commitment the changes in
to work to protect natural resources and operate in a way that philosophy and practice within PepsiCo, should Indra Nooyi and
minimizes the company’s environmental footprint. her management team use formal or informal channels of com-
@® Talent sustainability focuses on developing the company’s munication? Give examples of each.

employees by creating a diverse and inclusive culture and mak-
ing certain PepsiCo is an attractive destination for the world’s
best people.®

Convincing PepsiCo managers and employees to accept her

In the midst of organizational changes at PepsiCo, what kinds of
messages do you think will be traveling downward, upward, and
horizontally?

What kinds of barriers block the flow of communication in any

“Performance With Purpose” plan was a monumental task that
would involve significant changes in products and procedures

organization undergoing change?

Using the Grapevine Productively. Researchers studying communication flow
within organizations know that the grapevine can be a powerful, pervasive source of information.
In some organizations it can account for as much as two thirds of an employee’s information.
Is this bad? Well, yes and no. The grapevine can be a fairly accurate and speedy source of
organization information. Studies have demonstrated accuracy ratings of nearly 80 percent for
many grapevine transmissions.** However, grapevine information is often incomplete because
it travels in headlines: Vice President Sacked or Jerk on the Fourth Floor Promoted. When employees
obtain most of their company news from the grapevine, management is not releasing sufficient
information through formal channels.

Managers can use the grapevine productively by (a) respecting employees’ desire to
know, (b) increasing the amount of information delivered through formal channels, (c) sharing
bad as well as good news, (d) monitoring the grapevine, and (e) acting promptly to correct
misinformation.” The truth is that most employees want to know what’s going on. In fact, one
study found that regardless of how much information organization members reported receiving,
they wanted more.*® Many companies today have moved away from a rigid authoritarian
management structure in which only managers were allowed to see vital information, such
as product success and profit figures. Employees who know the latest buzz feel like important
members of the team. Through formal and informal channels of communication, smart
companies keep employees informed.

Responding Ethically to Office Gossip. To many of us, gossip is fun and even
entertaining. It encourages social bonding and makes us feel close to others who share our
trust. We feel a part of the group and that we can influence others when we share a significant
tidbit. We might even argue that gossip is good because it can help people learn how to behave
and how to respond to social miscues faster and less awkwardly than if they made the mistakes
themselves. For example, you're not likely to wear that new revealing camisole after hearing
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the scathing remarks being circulated about a similar one worn by Lacy in the marketing

department.
What can you do if you are a However, not all gossip is harmless. Someone known as an office gossip can be viewed as
victim of malicious gossip? untrustworthy and unpromotable. Even more damaging, malicious gossip spread in e-mails or

text messages can be used in defamation cases. It can also become evidence against employers
in supporting charges of harassment or maintaining a hostile work environment. Unfounded
gossip can ruin careers and harm companies. In addition, employers look upon gossip as a
productivity drain. The time spent gossiping reduces the time spent working.

How can you respond ethically to gossip or reduce its occurrence? Workplace ethics
expert Nan DeMars offers several helpful pointers, reproduced here from her Internet ethics
site (http:// www.office-ethics.com):

® Run, don’t walk, away from anyone who starts to gossip. Even if you don't contribute
to the conversation, just being present indicates consent.

® End rumors about others. If you overhear something that is untrue, step up and say so.
People will respect your integrity.

® Attack rumors about yourself. Be aggressive and determine who originated the remark,
if possible. Always follow with documentation explaining what really happened.

Keep confidences. Become known as someone who is close-mouthed.

Limit the personal tidbits you share about yourself and keep them on the light
side. Too much information may be blown out of proportion and/or become tempting
to someone else to expand. Trust only those who have demonstrated and earned your
confidence.

® Avoid any form of coworker belittlement. Today's coworker may be tomorrow’s senior
vice president.

® Build coworkers up; don’t tear them down. If you must use the grapevine, use it to
praise coworkers. They will remember*’

Looking at Business an

LEARNING OBJECTIVE 7 The recent financial mess and economic tailspin forced many to wonder what caused the severe
Analyze ethics in the workplace, economic crisis. Who or what was to blame? Some observers claim that business organizations
understand the goals of ethical suffered from an ethics deficit; they were too intent on short-term profits and cared little about
bUSi”e§5 communicators, the dangerous risks they were taking. Executives and managers were so self-centered that they
recognize and avoid ethical . failed to see themselves as caretakers of their own institutions. Critics also extended their blame
traps, and apply tools for doing ) ) ) ) ) ) )

the right thing. to business schools for not doing a better job of teaching ethics.“® Still others complained that

the financial debacle was caused by greedy individuals who were interested only in personal
gain at all costs.

Although the financial mess was not directly created by any single factor, many believe
that it would not have occurred if those involved had acted less selfishly and more ethically.
The entire topic of ethics in business has captured the spotlight as a result of the financial crisis
and economic downturn. The topic of ethics could fill entire books. However, we will examine
aspects that specifically concern you as a business communicator in today’s workplace.

What Is Ethics?

Ethics refers to conventional standards of right and wrong that prescribe what people should do.
These standards usually consist of rights, obligations, and benefits to society. They also include
virtues such as fairness, honesty, loyalty, and concern for others. Ethics is about having values
and taking responsibility. Ethical individuals are expected to follow the law and refrain from
theft, murder, assault, slander, and fraud.

In our discussion of ethics, we will first look at what business organizations and schools
are doing to encourage an ethical culture. Then we will examine ethics in the workplace, study
goals of ethical business communicators, and learn tools for doing the right thing.
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What Are Business Organizations Doing
to Encourage an Ethical Culture?

Businesses today are well aware of the criticism heaped on them following the financial meltdown, Why does being ethical make
and many are striving to develop an ethical culture. Even before the recent economic downward good business sense?
spiral, they were trying to improve their poor public image and avoid government sanctions. The
Sarbanes-Oxley Act required companies to adopt ethics programs, and many did so with workshops
and Web-based training programs. Smart companies continue to incorporate ethics into their
organizations and also to be more socially responsible. PepsiCo, for example, is striving to produce
more healthful foods and beverages and also to reduce the company’s impact on the environment
through initiatives focused on water, energy, and packaging. Being ethical makes good business
sense. Ethical companies endure less litigation, less resentment, and less government regulation.

Many business organizations are implementing policies and procedures to encourage
an ethical culture. Companies are establishing codes of ethics, appointing ethics compliance
officers, and instituting ethics training programs. Ethics codes typically cover five elements:
responsibility, respect, fairness, honesty, and compassion. Companies are also developing
Web-based programs and workshops that teach employees how to relate to each other, to the
company, to customers, and to business partners. These trainings sometimes include ethical
decision-making models and role-playing scenarios that help employees respond appropriately
to dilemmas. Typical ethical topics include workplace romance, e-mail appropriateness, Internet
use, integrity, confidentiality, security, and harassment.

If you join a large organization, you will probably be expected to sign a document assuring
that you will comply with the company’s code of ethics. In addition, you will be expected to
comprehend the laws that apply to your job. Managers who conduct applicant interviews, for
example, must know which questions are legal and which are not. Employees must understand
what is allowed regarding vendor gifts. Should you accept those football game tickets or a free
spa treatment from a vendor? What is the legal limit? You may also be encouraged to use an
anonymous hotline to report suspected fraud or unethical actions.

What Are Schools Doing to Encourage an Ethical Culture?

Although business organizations and their leaders took the brunt of the blame for the financial Why were business schools
crisis, business schools were also singled out. Critics complained that emphasizing immediate ~ criticized after the financial crisis
gains encouraged graduates to make dangerous decisions. Instead of being taught to look at ~ @nd recent recession?
the bigger picture, students were given a narrow, profit-centered focus that encouraged them
to behave in short-term, selfish ways in the workplace.*
To better encourage an ethical culture, concerned business schools are revamping their
curricula to place more emphasis on values reflecting the greater good and less on short-term,
immediate profits. Some ethics programs include coaching sessions and scripts for voicing
responses to ethical dilemmas. For example, your boss may ask you to tell a visitor or caller that
she is away from the office, when in fact she is sitting in a nearby office. Should you lie to please
your boss? Rather than tell a lie, even a small one, you could reply, “No, I will never lie for you. But
you should also know that | will never lie to you either*°
Schools are helping students recognize ethical dilemmas and giving them tools for
responding effectively. You will be given such tools shortly, along with a list of the goals of
ethical business communicators.

Examining Ethics in the Wor

As a business communicator, you should understand basic ethical principles so that you can
make logical decisions when faced with dilemmas in the workplace. Professionals in any field
must deal with moral dilemmas on the job. However, just being a moral person and having
sound personal ethics may not be sufficient to handle the ethical issues that you may face in
the workplace. Consider the following ethical dilemmas:

E-mail message You accidentally receive a message outlining your company’s restructuring
plan. You see that your coworker’s job will be eliminated. He and his wife are about to
purchase a new home. Should you tell him that his job is in danger?
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Is anything that is legal
automatically ethical? Can you
give an example?

ETHics CHECK

Blurt Out the Truth?

While serving as an interviewer
on behalf of your organization,
you are expected to tell
prospective employees that the
firm is a great place to work.
However, let’s say you know that
the work environment is bad,
morale is low, and staff turnover
is high. What should you do?

26

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

Customer letter You are writing a letter to a customer who is irate over a mistake you
made. Should you blame it on a computer glitch, point the finger at another department,
or take the blame and risk losing this customer’s trust and possibly your job?

Progress report Should you write a report that ignores problems in a project, as your boss
asks? Your boss controls your performance evaluation.

Sales report Should you inflate sales figures so that your team can meet its quarterly goal?
Your team leader strongly urges you to do so, and you receive a healthy bonus if your team
meets its goal.

Presentation You are rushing to prepare a presentation. On the Web you find perfect
wording and great graphics. Should you lift the graphics and wording but change a few
words? You figure that if it is on the Web, it must be in the public domain.

Proposal Your company urgently needs a revenue-producing project. Should you submit
a proposal that unrealistically suggests a short completion schedule to ensure that you get
the job?

Résumé Should you inflate your grade point average or give yourself more experience or
a higher job title than your experience warrants to make your résumé more attractive? The
job market is very competitive.

On the job you will face many dilemmas, and you will want to react ethically. Determining
the right thing to do, however, is not always an easy task. No solid rules guide us. For some
people, following the law seems to be enough. They think that anything legal must also be
ethical or moral. Most people, however, believe that ethical standards rise to a higher level. What
are those standards? Although many ethical dilemmas have no “right” answer, one solution
is often better than another. In deciding on that solution, keep in mind the goals of ethical
business communicators.

Goals of Ethical Business Communicators

Taking ethics into consideration can be painful in the short term. In the long term, however,
ethical behavior makes sense and pays off. Dealing honestly with colleagues and customers
develops trust and builds stronger relationships. The following guidelines can help you set
specific ethical goals. Although these goals hardly constitute a formal code of conduct, they will
help you maintain a high ethical standard.

Abiding by the Law. Know the laws in your field and follow them. Particularly
important for business communicators are issues of copyright law. Under the concept of fair
use, individuals have limited rights to use copyrighted material without requiring permission.
To be safe, you should assume that anything produced privately after 1989—including words,
charts, graphs, photos, music—is copyrighted. By the way, don't assume that Internet items are
in the public domain and free to be used or shared. Internet items are covered by copyright
laws. A Swedish court recently convicted four men promoting Pirate Bay, an Internet file-sharing
service”! If you are in accounting, financial management, investing, or corporate management,
you should be aware of the restrictions set forth by the Sarbanes-Oxley Act. Whatever your field,
become familiar with its regulations.

Telling the Truth. Ethical business communicators do not intentionally make statements
that are untrue or deceptive. In recent corporate scandals some executives have landed in
jail or lost their jobs for lying. Accused of selling stock based on insider information, Martha
Stewart was actually jailed for lying about it. Hewlett-Packard CEO Patricia Dunn lost her job after
authorizing "pretexting, which is pretending to be someone else, to investigate phone records.
A high-profile football coach resigned after the discovery that he had lied about his academic
and athletic background. These big-time lies made headlines, and you may see no correlation
to your life. On a personal level, however, we all may lie and deceive in various ways. We say
things that are not so. We may exaggerate to swell the importance of our assertions. We may
minimize our responsibility when things go wrong. We may withhold information that leads
to misunderstanding or fraud. All of these are examples of lying. Being truthful to yourself is a
cornerstone of ethical behavior.
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Labeling Opinions. Sensitive communicators know the difference between facts Why is it important ethically to
and opinions. Facts are verifiable and often are quantifiable; opinions are beliefs held with ~ distinguish between facts and
confidence but without substantiation. It is a fact, for example, that women are starting ~ °Pinions?

businesses at two times the rate of men.>? It is an opinion, though, that the so-called “glass

ceiling” has held women back, forcing them to start their own businesses. Such a cause-

and-effect claim would be difficult to prove. It is a fact that many corporations are spending

billions of dollars to be socially responsible, including using ethically made products and

developing eco-friendly technology. It is an opinion that consumers are willing to pay

more for a pound of coffee if they believe that the seller used ethical fair-trade production

standards.”® Assertions that cannot be proved are opinions, and stating opinions as if they

were facts is unethical.

Being Objective. Ethical business communicators recognize their own biases and strive
to keep them from distorting a message. Suppose you are asked to investigate laptop computers
and write a report recommending a brand for your office. As you visit stores, you discover that an
old high school friend is selling Brand X. Because you always liked this individual and have faith
in his judgment, you may be inclined to tilt your recommendation in his direction. However, it
is unethical to misrepresent the facts in your report or to put a spin on your arguments based
on friendship. To be ethical, you could note in your report that you have known the person for
ten years and that you respect his opinion. In this way, you have disclosed your relationship as
well as the reasons for your decision. Honest reporting means presenting the whole picture and
relating all facts fairly.

Communicating Clearly. Ethical business communicators feel an obligation to write Why have some states passed
clearly so that receivers understand easily and quickly. Some states have even passed “Plain  Plain English laws?

English” (also called “Plain Language”) laws that require businesses to write policies, warranties,

and contracts in language comprehensible to average readers. Plain English means short

sentences, simple words, and clear organization. Communicators who intentionally obscure the

meaning with long sentences and difficult words are being unethical.

Using Inclusive Language. Ethical business communicators use language that
includes rather than excludes. They avoid expressions that discriminate against individuals or
groups on the basis of their sex, ethnicity, disability, race, sexual orientation, or age. Language is
discriminatory when it stereotypes, insults, or excludes people. You will learn more about how
to use inclusive, bias-free language in Chapter 4.

’

Giving Credit. Ethical communicators give credit for ideas by (a) referring to originators
names within the text; (b) using quotation marks; and (c) documenting sources with endnotes,
footnotes, or internal references. You will learn how to do this in Chapter 11 and Appendix C.
Don't suggest that you did all the work on a project if you had help. In school or on the job,
stealing ideas, words, graphics, or any other original material is unethical.

Members of the International Association of Business Communicators have developed a
code of ethics with 12 guidelines (articles) that spell out criteria for determining what is right
and wrong for members of its organization. You can see the IABC Code of Ethics for Professional
Communicators at http://www.iabc.com/about/code.htm.

Obstacles to Ethical Decision Making

Even when business communicators are aware of their goals and want to do the right thing,
a number of obstacles can prevent them from doing so. Businesses are downsizing staff and
reducing resources. Employees may feel pressure to increase productivity by whatever means.
Knowingly or not, managers under pressure to make profit quotas may send the message to
workersthatit's OKtolie,cheat, or steal to achieve company goals. These and other rationalizations
can motivate unethical actions. In making ethical decisions, business communicators commonly
face five traps that can make arriving at the right decision more difficult.

The False Necessity Trap. People act from the belief that they are doing what they
must do. They convince themselves that they have no other choice, when in fact it's generally
a matter of convenience or desire. Consider the Beech-Nut Corporation’s actions when it

Chapter 1: Effective and Ethical Communication at Work 27

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



discovered that its supplier was providing artificial apple juice. Beech-Nut canceled its contracts
but continued to advertise and sell the adulterated “apple”juice as a 100 percent natural product
in its baby food line. Falling into the false necessity trap, Beech-Nut felt it had no choice but
to continue the deception. Similarly, a 23-year-old applicant was desperate for a retail job in a
dwindling market. The retailer required a personality test. With a little digging on the Internet,
he found an unauthorized answer key and scored well.** He apparently justified cheating on
the test by telling himself that he really needed this job and the only way to score highly was
to cheat.

The Doctrine-of-Relative-Filth Trap. Unethical actions sometimes look good
when compared with worse behavior by others. What's a little fudging on an expense account
compared with the pleasure cruise the boss took and charged as a business trip? How about
using IM and Twitter at your desk to keep in touch with friends? Perhaps you will steal a little time
at work to do some much-needed research on a hybrid car you are considering buying. After all,
the guys in Engineering told you that they spend hours online checking sports scores, playing
games, and conducting recreational Web surfing. While you are on the subject, how about
Chelsea who spends hours playing Spider Solitaire but uses her “boss button” to temporarily
hide the game when the manager is near? Your minor infractions seem insignificant compared
with what others are doing.

What is rationalization? Can The Rationalization Trap. In falling into the rationalization trap, people try to

you give an example from your explain away unethical actions by justifying them with excuses. Consider employees who “steal”

experience? time from their employers by taking long lunch and coffee breaks, claiming sick leave when
not ill, and completing their own tasks on company time. It's easy to rationalize such actions:
‘| deserve an extra-long lunch break because | can't get all my shopping done on such a short
lunch hour”or “I'll just write my class report at the office because the computer printer is much
better than mine, and they aren't paying me what I'm worth anyway!"

The Self—Deception Trap. Applicants for jobs often fall into the self-deception trap.
They are all too willing to inflate grade point averages or exaggerate past accomplishments to
impress prospective employers. One applicant, for example, claimed experience as a broker’s
assistant at a prestigious securities firm. A background check revealed that he had interviewed
for the securities job but was never offered it. Another applicant claimed that he held a summer
job in which he was “responsible for cross-corporate transferal of multidimensional client

Bernie Madoff became the
world’s poster child of financial
corruption when authorities
discovered that the financier’s
asset management firm was

a money racket—the biggest

in Wall Street history. After
defrauding a who's who of global
investors and Hollywood stars
including Steven Spielberg,
Madoff confessed his Ponzi
scheme to relatives and was
later sentenced to 150 years in
prison. Intended as a short-term
ploy to manage a recessionary
period, the multibillion dollar
scam lasted decades. What
questions should professionals ask
themselves to help avoid illegal or
unethical behavior?*®
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receivables! In other words, he moved boxes from sales to shipping. Self-deception can lead to
unethical and possibly illegal behavior.

The Ends-Justify-the-Means Trap. Taking unethical actions to accomplish a
desirable goal is a common trap. Consider a manager in a Medicare claims division of a large
health insurance company who coerced clerical staff into working overtime without pay. The
goal was to reduce a backlog of unprocessed claims. Despite the worthy goal, the means of
reaching it was unethical.

Tools for Doing the Right Thing

It's easy to fall into ethical traps because of natural self-interests and the desire to succeed. In
composing messages or engaging in other activities on the job, business communicators can't
help being torn by conflicting loyalties. Do we tell the truth and risk our jobs? Do we show
loyalty to friends even if it means bending the rules? Should we be tactful or totally honest? Is it
our duty to make a profit or to be socially responsible?

Acting ethically means doing the right thing given the circumstances. Each set of
circumstances requires analyzing issues, evaluating choices, and acting responsibly. Resolving
ethical issues is never easy, but the task can be made less difficult if you know how to identify
key issues. The following questions may be helpful.

® Is the action you are considering legal? No matter who asks you to do it or how
important you feel the result will be, avoid anything that is prohibited by law. Giving a
kickback to a buyer for a large order is illegal, even if you suspect that others in your field
do it and you know that without the kickback you will lose the sale.

® How would you see the problem if you were on the opposite side? Looking at all
sides of an issue helps you gain perspective. Consider the issue of mandatory drug testing
among employees. From management’s viewpoint, such testing could stop drug abuse,
improve job performance, and lower health insurance premiums. From the employees’
viewpoint, mandatory testing reflects a lack of trust of employees and constitutes an
invasion of privacy. By weighing both sides of the issue, you can arrive at a more equitable
solution.

® What are alternate solutions? Consider all dimensions of other options. Would the
alternative be more ethical? Under the circumstances, is the alternative feasible? Can
an alternate solution be implemented with a minimum of disruption and with a good
possibility of success? Let’s say you wrote a report about testing a new product, but your
boss changed the report to distort the findings. Should you go to the head of the company
and reveal that the report is inaccurate? A more tactful alternative would be to approach
your boss and ask whether you misunderstood the report’s findings or whether an error
might have been made.

® Can you discuss the problem with someone whose advice you trust? Suppose Why is it helpful to discuss a
you feel ethically bound to report accurate information to a client even though your  potential ethical problem with
manager has ordered you not to do so. Talking about your dilemma with a coworker ~ Someoneyou trust?
or with a colleague in your field might give you helpful insights and lead to possible
alternatives.

® How would you feel if your family, friends, employer, or coworkers
learned of your action? If the thought of revealing your action publicly Want to do well on tests
produces cold sweats, your choice is probably unwise. Losing the faith of
your friends or the confidence of your customers is not worth whatever
short-term gains might be realized.

and excel in your course?
Go to www.meguffey.com

o . L for helpful interactive resources.
Perhaps the best advice in ethical matters is contained in the Golden Rule: .
: . » Review the Chapter I
Do unto others as you would have others do unto you. The ultimate solution . ’
to all ethics problems is treating others fairly and doing what is right to achieve PowerPoint slides to prepare
what is good. In succeeding chapters you will find additional discussions of for the first quiz.
ethical questions as they relate to relevant topics.
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Zooming In YOUR TURN
Applying Your Skills at PepsiCo

alled the most powerful woman in corporate America, PepsiCo and fellow interns

CEO Indra Nooyi is disarmingly frank about her success. She to prepare a list of
credits the achievements in her career in part to the United States, communication skills
which she says is the largest meritocracy in existence.“If you saw me  that you think are "
when | stepped off the boat in 1978, you would never imagine that|  important to leader- Gg‘
would get to this position,” she says. She admits to not knowing how  ship success. What >
to dress and speaking so fast that no one could understand her. skills are important g
“I didn’t know anything—zip!” she confesses.* In graduate school for initial hiring? How &
she learned how to speak properly and communicate effectively. can these skills be Z
On the job she focused on overdelivering whatever was assigned, identified among %
staying out of office politics, and completing assigned tasks better applicants? What skills =
than anyone expected. Having mentors and following their advice are important for %
were also important. She claims that it does not matter if you are promotion? Are they é
international, locally born, man, or woman. In the United Statesand  the same? Why? Your °
at PepsiCo, merit will triumph. That is, effective leaders will rise to intern manager wants
the top. to know whether you

think communication and leadership skills can be taught on the

Your Task job. In teams of three to five, discuss these questions. Summarize
Few have the opportunity to become the leader of a giant multi- your conclusions and (a) appoint one team representative to report
national company like Indra Nooyi at PepsiCo. But many of you will  to the class or (b) write individual memos or e-mails describing
become leaders and managers in local and national organizations. your conclusions. (See Chapter 8 and Appendix B for tips on writing
As an intern at PepsiCo, assume you are part of a leadership train- memos.)

ing group. As part of your training program, your manager asks you

Understand the importance of communication skills in relation to career success

and explain the need for thinking critically and taking charge of your career.
Communication skills are critical to job placement, performance, career advancement, and
organizational success. Especially in a recessionary period, excellent communication skills can
set you apart from other candidates. Communication skills include reading, listening, nonverbal,
speaking, and writing skills. They are not inherent; they must be learned. Writing skills are
particularly important because messages today travel more rapidly, more often, and to greater
numbers of people than ever before. In today’s demanding workplace you can expect to be
a knowledge worker; that is, you will deal with words, figures, and data. You must learn to
think critically and develop opinions backed by reasons and evidence. Because technologies
and procedures are constantly evolving, you must be flexible and willing to engage in lifelong
learning. You should expect to take charge of your career as you work for multiple employers.
The most important foundation skill for knowledge workers is the ability to communicate. You
can improve your skills by studying the principles, processes, and products of communication
provided in this book and in this course.

Recognize significant trends in today’s dynamic workplace and how these trends

increase the need for excellent communication skills. The workplace is undergoing
profound changes, such as the emergence of heightened global competition; flattened
management hierarchies; expanded team-based management; innovative communication
technologies; “anytime, anywhere” offices; an increasingly diverse workforce; and a renewed
emphasis on ethics. Nearly all of these changes require that businesspeople have strong
communication skills to be able to make decisions, exchange information, stay connected with
remote colleagues, and meet ethics and accountability requirements.

30 Are you ready? Get more practice at www.meguffey.com
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Analyze the process of communication and understand how to use it effectively.

The sender encodes (selects) words or symbols to express an idea. The message is sent
verbally over a channel (such as an e-mail, letter, or telephone call) or is expressed nonverbally,
perhaps with gestures or body language. “Noise"—such as loud sounds, misspelled words, or
other distractions—may interfere with the transmission. The receiver decodes (interprets) the
message and attempts to make sense of it. The receiver responds with feedback, informing the
sender of the effectiveness of the message. The objective of communication is the transmission
of meaning so that a receiver understands a message as intended by the sender.

Recognize barriers to interpersonal communication and examine specific strategies

for overcoming those barriers. Bypassing causes miscommunication because people
have different meanings for the words they use. One’s frame of reference creates a filter through
which all ideas are screened, sometimes causing distortion and lack of objectivity. Weak language
skills as well as poor listening skills impair communication efforts. Emotional interference—joy, fear,
anger, and so forth—hampers the sending and receiving of messages. Physical distractions—
noisy surroundings, faulty acoustics, and so forth—can disrupt oral communication. Multitasking,
information overload, and being constantly available digitally also make it difficult to focus. You
can reduce or overcome many interpersonal communication barriers if you (a) realize that the
communication process is imperfect, (b) adapt your message to the receiver, (c) improve your
language and listening skills, (d) question your preconceptions, (e) plan for feedback, (f) focus
on what is important, and (g) shut out interruptions.

Understand the internal and external functions of communication in organizations as

well as compare and contrast the advantages and disadvantages of oral and written
communication. Internal functions of communication include issuing and clarifying procedures
and policies, informing management of progress, persuading others to make changes or
improvements, and interacting with employees. External functions of communication include
answering inquiries about products or services, persuading customers to buy products or
services, clarifying supplier specifications, and so forth. Oral communication provides immediate
feedback, can be adjusted to receivers, can be delivered quickly, supplies nonverbal cues, may
Create a warm feeling, and can be forceful. Written communication creates a permanent record, is
convenient to distribute, may be economical, promotes comprehension and recall, allows precise
and uniform expression, and gives receivers flexibility in what and how to receive the content.

Examine critically the flow of communication in organizations, and understand how
6 to overcome typical barriers and respond ethically to office gossip. Formal channels
of communication follow an organization’s hierarchy of command. Information flows downward
from management to workers. Long lines of communication tend to distort information. Many
organizations are improving the downward flow of communication through newsletters,
announcements, meetings, videos, and company intranets. Information flows upward from
employees to management, thus providing vital feedback for decision makers. Obstacles
include mistrust, fear of reprisal for honest communication, lack of adequate communication
skills, and differing frames of reference. To improve upward flow, companies are improving
relations with staff, offering incentive programs that encourage employees to share valuable
feedback, and investing in communication training programs. Horizontal communication occurs
among workers at the same level. Obstacles include poor communication skills, prejudice, ego
involvement, competition, and turf wars. Techniques for overcoming the obstacles include (a)
training employeesin communication and teamwork techniques, (b) establishing reward systems,
and (c) encouraging full participation in team functions. Informal channels of communication,
such as the grapevine, deliver unofficial news—both personal and organizational—among
friends and coworkers. Smart communicators avoid office gossip.

Analyze ethics in the workplace, understand the goals of ethical business
7 communicators, recognize and avoid ethical traps, and apply tools for doing the
right thing. Because many blamed the recent economic recession on a lapse in ethics, business
organizations and schools are increasing programs to encourage an ethical culture. The goals of
ethical business communicators include abiding by the law, telling the truth, labeling opinions,
being objective, communicating clearly, using inclusive language, and giving credit. Obstacles
to ethical decision making include the false necessity trap, the doctrine-of-relative-filth trap, the

Are you ready? Get more practice at www.meguffey.com .
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rationalization trap, the self-deception trap, and the ends-justify-the means trap. When faced
with a difficult decision, the following questions serve as valuable tools in guiding you to do the
right thing: (a) Is the action you are considering legal? (b) How would you see the problem if you
were on the opposite side? (c) What are alternate solutions? (d) Can you discuss the problem
with someone whose advice you trust? (e) How would you feel if your family, friends, employer,
or coworkers learned of your action?

Chapter Review

. What does the expression communication skills include? (Obj. 1)

2. Intoday's workplace can you expect to be exercising more or less
control of your career? Why? (Obj. 1)

w

Who are knowledge workers? Why are they hired? (Obj. 1)

Ea

Fewer layers of management mean greater communication chal-
lenges for frontline workers. Why? (Obj. 2)

5. What technologies enable workers to have “anytime, anywhere”
offices? (Obj. 2)

What are the five steps in the communication process? (Obj. 3)

N o

How can business communicators overcome some of the inevi-
table barriers in the communication process? (Obj. 4)

8. What are the three main functions of organizational communica-
tion? (Obj. 5)

Critical Thinking

1. Communication skills are frequently listed among the desired quali-
fications for job candidates. What do these skills consist of? How
would you rate your skills? (Obj. 1)

2. Recall a time when you experienced a problem as a result of poor
communication. What were the causes of and possible remedies for
the problem? (Objs. 3, 4)

3. Critics complain that e-mail is reducing the amount of face-to-face
communication at work and that this is bad for business. Do you
agree or disagree? (Objs. 3-5)

A

ities

1.1 Online Communication Skills Assessment: How Do
You Rate? (Objs. 1-3)

This course can help you dramatically improve your business com-
munication skills. How much do you need to improve? This assessment
exercise enables you to evaluate your skills with specific standards in
four critical communication skill areas: writing, reading, speaking, and
listening. How well you communicate will be an important factor in
your future career—particularly if you are promoted into management,
as many college graduates are.

Your Task. Either here or online at www.meguffey.com, select a
number from 1 (indicating low ability) to 5 (indicating high ability)
that best reflects your perception of yourself. Be honest in rating
yourself. Think about how others would rate you. When you finish,
see a rating of your skills. Complete this assessment online to see
your results automatically!
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9. Why is oral communication considered more effective than written
communication? Why doesn't everyone use it exclusively? (Obj. 5)

10. Why is written communication important in business, and why
doesn't everyone use it exclusively? (Obj. 5)

11. Compare formal and informal channels of communication within
organizations. Which is more valuable to employees? (Obj. 6)

12. Who is generally involved and what information is typically carried
in downward, upward, and horizontal communication channels?
(Obj. 6)

13. How can you control or respond ethically to office gossip? (Obj. 7)

14. What are seven goals of ethical business communicators? (Obyj. 7)

15. When you are faced with a difficult ethical decision, what questions
should you ask yourself? (Obj. 7)

4. How are the rules of ethical behavior that govern businesses differ-
ent from those that govern personal behavior? (Obj. 7)

5. Ethical Issue: Josh in the Accounting Department tells you that
he heard from a reliable source that 15 percent of the staff will be
released within 120 days. You would love to share this juicy news
with other department members, for their own defense and plan-
ning. Should you? Why or why not?

Writing Skills Low High
1. Possess basic spelling, grammar, and

punctuation skills 12345
2. Am familiar with proper e-mail, memo, letter,

and report formats for business documents 12345
3. Can analyze a writing problem and quickly

outline a plan for solving the problem 12345
4. Am able to organize data coherently and logically 12345

5. Can evaluate a document to determine

its probable success 12345
Reading Skills Low High
1. Am familiar with specialized vocabulary in

my field as well as general vocabulary 12345
2. Can concentrate despite distractions 12345
3. Am willing to look up definitions whenever

necessary 12345

Are you ready? Get more practice at www.meguffey.com
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4. Am able to move from recreational to

serious reading 12345
5. Can read and comprehend college-level

material 12345
Speaking Skills Low High
1. Feel at ease in speaking with friends 12345
2. Feel at ease in speaking before a group of people 12345
3. Can adapt my presentation to the audience 12345
4. Am confident in pronouncing and using

words correctly 12345
5. Sense that | have credibility when | make

a presentation 12345
Listening Skills Low High
1. Spend at least half the time listening during

conversations 12345
2. Am able to concentrate on a speaker’s words

despite distractions 12345
3. Can summarize a speaker’s ideas and anticipate

what's coming during pauses 12345
4. Provide proper feedback such as nodding,

paraphrasing, and asking questions 12345
5. Listen with the expectation of gaining new ideas

and information 12345
Total your score in each section. How do you rate?

22-24  Excellent! You have indicated that you have exceptional

communication skills.

Your score is above average, but you could improve your
skills.

Your score suggests that you have much room for
improvement.

You recognize that you need serious study, practice, and
follow-up reinforcement.

18-21
14-17

10-13

Where are you strongest and weakest? Are you satisfied with your
present skills? The first step to improvement is recognition of a need.
The second step is making a commitment to improve. The third step is
following through, and this course will help you do that.

1.2 Collaborating on the Opening Case Study (Objs. 1-5)
L Team QR Webh 2

Each chapter contains a three-part case study of a well-known com-
pany. To help you develop collaboration and speaking skills as well as
to learn about the target company and apply the chapter concepts,
your instructor may ask you to do the following.

Your Task. Individually or as part of a three-student team during
your course, work on one of the 16 case studies in the textbook.
Answer the questions posed in all parts of the case study, look for
additional information in articles or on Web sites, complete the appli-
cation assignment, and then make a five- to ten-minute presentation
to the class with your findings and reactions.

1.3 Getting to Know You (Objs. 1, 2)

Your instructor wants to know more about you, your motivation for
taking this course, your career goals, and your writing skills.

Your Task. Send an e-mail or write a memo of introduction to your
instructor. See Appendix B for memo formats and Chapters 7 and 8 for tips
on preparing an e-mail message. In your message include the following:

a. Your reasons for taking this class
b. Your career goals (both temporary and long-term)

c. A brief description of your employment, if any, and your favorite
activities

d. Anassessment and discussion of your current communication skills,
including your strengths and weaknesses

1.4 Small-Group Presentation: Getting to Know Each
Other (Objs. 1,2)

) feam 4

Many business organizations today use teams to accomplish their
goals. To help you develop speaking, listening, and teamwork skills,
your instructor may assign team projects. One of the first jobs in any
team is selecting members and becoming acquainted.

Your Task. Your instructor will divide your class into small groups or
teams. At your instructor’s direction, either (a) interview another group
member and introduce that person to the group or (b) introduce your-
self to the group. Think of this as an informal interview for a team assign-
ment or for a job. You will want to make notes from which to speak.
Your introduction should include information such as the following:

Where did you grow up?

What work and extracurricular activities have you engaged in?
What are your interests and talents? What are you good at doing?
What have you achieved?

How familiar are you with various computer technologies?

What are your professional and personal goals? Where do you
expect to be five years from now?

s on oo

To develop listening skills, team members should practice good
listening techniques (see Chapter 2) and take notes. They should be
prepared to discuss three important facts as well as remember details
about each speaker.

1.5 Communication Skills: What Do Employers Want?
(Obj. 1)

) feam 4
What do employers request when they list job openings in your field?
Your Task. Individually or in teams, check the listings at an online

job board such as Monster, College Recruiter, Career Builder, or
CollegeGrad. Use your favorite search engine to locate their sites.
Follow the instructions to search job categories and locations. Also
check college resources and local newspaper listings of job openings.
Find five or more job listings in your field. If possible, print the results of
your search. If you cannot print, make notes on what you find. Examine
the skills requested. How often do the ads mention communication,
teamwork, and computer skills? What tasks do the ads mention?
Discuss your findings with your team members. Prepare a list of the
most frequently requested skills. Your instructor may ask you to submit
your findings and/or report to the class.

Web’

1.6 Language Skills: Who Me? | Won't Need to Write on
the Job.

Some job candidates experience a disconnect between what they
expect to be doing in their career fields and what they actually will do.
Your Task. In teams or in class, discuss the accuracy of the following
statements. Are they myths or facts?

No one really writes anymore. They just text and send e-mails.
Because I'm in a technical field, | will work with numbers, not words.
Secretaries will clean up my writing problems.

Technical writers do most of the real writing on the job.

Today’s sophisticated software programs can fix any of my writing
mistakes.

f. I can use form letters for most messages.

o an o

Are you ready? Get more practice at www.meguffey.com
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1.7 Customer Service: Tech Skills Not Enough (Obj. 1-3)
)\ leam’ 4

"One misspelled word and customers begin to doubt the validity of
the information they are getting,"warned Mary Jo Lichtenberg, former
director of training, quality, and career development at CompUSA, in
Plano, Texas. One of her big problems was training service agents with
weak language skills. “Just because agents understand technically how
to troubleshoot computers or pieces of software and can walk custom-
ers through solutions extremely well over the telephone doesn't mean
they can do the same in writing, she complained. “The skill set for
phone does not necessarily translate to the skill set needed for writing
e-mail”*” As more customers choose e-mail and Web chat sessions to
obtain service and support, numerous service reps are finding it neces-
sary to brush up their writing skills.

Your Task. In teams, discuss what communication skills are

necessary for customer service agents troubleshooting computer

and software problems as well as other companies offering chat and
e-mail support. How are the skill sets different for answering phones
and for writing e-mail responses? What suggestions could you make

to a trainer preparing customer service reps for chat and e-mail
responses?

1.8 Communication Process: Avoiding
Misunderstandings (Objs. 3, 4)

Communication is not successful unless the receiver understands the
message as the sender meant it.

Your Task. Analyze the following examples of communication fail-
ures. What went wrong?

a. David Brooks ran a family business selling T-shirts to young people
at athletic events. To get permission to sell at an event in Louisiana,
he spoke to a tournament committee member, who said the com-
mittee wasn't “concerned.” Delighted, he began to make travel and
staffing plans. In a follow-up call, however, he learned that “not con-
cerned”to this committee member means “not enthusiastic.”*®

b. The editor of Salt Lake City's Deseret News told his staff to “change
the picture” of film icon James Dean, who had a cigarette dangling
from his lips. The staff thought that the editor wanted the cigarette
digitally removed from the picture, which they did. When pub-
lished, the altered picture drew considerable criticism. The editor
later explained that he had expected the staff to find a new picture.

c. Team leader Tyson said to team member Alicia, I could really use
your help in answering these customer inquiries.” Later Alicia was
resentful when she found that he expected her to answer all the
inquiries herself.

d. A supervisor issued the following announcement: “Effective imme-
diately the charge for copying services in Repro will be raised 5 to 8
cents each.Receivers scratched their heads.

e. A China Airways flight, operating in zero visibility, crashed into the
side of a mountain shortly after takeoff. The pilot’s last words were
“What does pull up mean?”

f. Skiers in an Austrian hotel saw the following sign in English: “Not
to perambulate the corridors in the hours of repose in the boots of
ascension.

g. The following statements actually appeared in letters of application
for an advertised job opening. One applicant wrote, “Enclosed is my
résumé in response to Sunday’s New York Times.!" Another wrote,
“Enclosed is my résumé in response to my search for an editorial/
creative position” Still another wrote, “My experience in the produc-
tion of newsletters, magazines, directories, and online data bases
puts me head and shoulders above the crowd of applicants you
have no doubtedly been inundated with!”
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1.9 Miscommunication in Organizations:
Understanding the Boss (Objs. 3-6)

) feam™ 4

Sales representative Tim Perez was underperforming. However, the
vice president was unaware of this. At a busy sales reception where
all of the sales reps were milling about, the CEO pulled the vice presi-
dent aside and said, “Why is Perez still a sales rep?”The vice president
assumed the CEO wanted Perez promoted. Unwilling to question the
CEQ, the vice president soon thereafter sent down orders to promote
Perez. Later, when the CEO learned what had happened, he “‘came out
of his chair like a Saturn rocket He meant to say, “Why is that guy still
on the payroll?”>°

Your Task. In teams, discuss the factors contributing to this miscom-
munication. What went wrong in the process of communication? What
role did feedback play?

1.10 Differing Frames of Reference: E-Mail Cross-
Cultural Misunderstanding (Obj. 4)

A cultural misunderstanding nearly derailed an Indo-Japanese bridge-
building project. An Indian firm sent a detailed list of technical ques-
tions to its Japanese counterpart. The Indian engineers panicked when
they received no reply. They wondered what had happened. Was the
deal off? A week later, the Japanese engineers responded. Unlike in
India or in the United States, the Japanese encourage input from every-
one involved in a project. The queries probably went to the heads of
various departments so that a complete picture could be presented in
the response. In the United States and in India, businesspeople expect
an immediate response of some sort from e-mails.%°

Your Task. Discuss how differing frames of reference affected this mis-
understanding. How could such misunderstandings be averted?

1.11 Document for Analysis: Barriers to
Communication (Objs. 3-5)

Note: All Documents for Analysis are provided at www.meguffey.com
for you to download and revise.

The following memo is from an exasperated manager to her staff.
Obviously, this manager has no secretary to clean up her writing.
Your Task. Comment on the memo’s effectiveness, tone, and poten-
tial barriers to communication. Your instructor may ask you to revise
the memo, improving its tone, grammar, and organization.

DATE: Current
TO: All Employees
FROM: Albertina Sindaha, Operations Manager
SUBJECT: Cleanup!

You were all suppose to clean up your work areas last Friday, but that
didn't happen. A few people cleaned their desks, but no one pitched
in to clean the common areas.

So we're going to try again. As you know, we don't have a big enough
custodial budget anymore. Everyone must clean up himself. This Friday |
want to see action in the copy machine area, things like emptying waste
baskets and you should organize paper and toner supplies. The lunch
room is a disaster area. You must do something about the counters, the
refrigerator, the sinks, and the coffee machine. And any food left in the
refrigerator on Friday afternoon should be thrown out because it stinks
by Monday. Finally, the office supply shelves should be straightened.

If you can't do a better job this Friday, | will have to make a cleaning
schedule. Which | don't want to do. But you may force me to.

Are you ready? Get more practice at www.meguffey.com
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1.12 Oral or Written Communication: Which Channel
Is Better? (Obj. 5)

Should the following messages be communicated orally or in writing?
Explain the advantages and disadvantages of each.

a. Atthe request of the marketing manager, Roxanne has collected
information about scheduling a promotional meeting for prospec-
tive customers at a hotel. How should she deliver her findings?

b. Richard, the information technology vice president, must tell
employees about a new company blogging policy. He has two
employees in mind who particularly need this information.

¢. Assoon as possible, you need to learn from Carolyn in Document
Imaging whether she can make copies of a set of engineering
blueprints. If she cannot, you need her advice on where you can
get it done.

d. As a manager in human resources, you must terminate three
employees in a company-wide initiative to reduce costs.

e. It wasn't your fault, but an order for printed checks for a longtime
customer was mishandled. The checks are not ready, and the cus-
tomer is mad.

f.  As chairman of the employee benefits committee, you have worked
with your committee for two months evaluating several health plan
options. You are now ready to convey the recommendations of the
committee to management.

1.13 Information Flow: What’s Good and Bad About
Gossip at Work? (Obj. 6)

) feam g

Jon Bender, a managing partner at PrincetonOne, an executive search
firm, was surprised to receive a nasty, gossipy e-mail about himself. He
was obviously not the intended receiver. Instead of shooting back an
equally incendiary message, he decided to talk with the sender. He said,
“You're upset. Let’s talk about it, but it's not appropriate in an e-mail."®’
Your Task. In groups, discuss Mr. Bender’s response to gossip about
himself. Did he do the right thing? How would you have reacted?
Although gossip is generally considered unacceptable and a negative
force, it can be a tool for managers and employees. Make a list of at
least four benefits and four negative consequences of workplace gos-
sip. Be prepared to explain and defend each item.

1.14 Workplace Ethics: Where Do You Stand? (Obj. 7)
Ethics

How do your ethics compare with those of workers across the country?
Your Task. Answer yes or no to each item in the following The Wall
Street Journal workplace ethics quiz.®? Be prepared to explain and
defend your responses in class. At the end of this chapter you can see
how others responded to this quiz.

1. Is it wrong to use company e-mail for personal reasons?

2. s it wrong to use office equipment to help your children or spouse
do schoolwork?

3. Is it wrong to play computer games on office equipment during
the workday?

4. s it wrong to use office equipment to do Internet shopping?

5. s it unethical to blame an error you made on a technological glitch?

6. Is it unethical to visit pornographic Web sites using office equipment?

7. lsa $50 gift to a boss unacceptable?

8. Is a $50 gift FROM the boss unacceptable?

9. Is it OKto take a $200 pair of football tickets from a supplier?

10. Is it OK to accept a $75 prize won at a raffle at a supplier's conference?

1.15 Ethical Dilemmas: Applying Tools for Doing the
Right Thing (Obj. 7)

As a business communicator, you may face various ethical dilemmas
in your career. Many factors can determine your choice of an action

to take.

Your Task. Study the seven dilemmas appearing on pages 25-26
[e-mail, customer letter, progress report, etc.]. Select four of them and
apply the tools for doing the right thing on page 29 in choosing an
appropriate action. In a memo to your instructor or in a team discus-
sion, explain the action you would take for each dilemma. Analyze
your response to each question (Is the action you are considering
legal? How would you see the problem if you were on the opposite
side? And so forth).

1.16 Ethics: Rival Chicken Chains Tempt Ethics in Taste
Test (Obj. 7)
Kentucky Fried Chicken (KFC) is best known for its fried chicken.
Right? Recently, however, it has become more health conscious and
launched a new product—grilled chicken. In doing so, it ruffled the
feathers of chicken rival, El Pollo Loco, a fast-food chain in Western
states. For years El Pollo Loco has staked out the "healthful chicken”
territory by claiming that its grilling technique offers a delicious and
wholesome alternative to traditional fast food. “Marinated in a special
blend of herbs, spices, and fruit juices and then flame-broiled over an
open grill right before your eyes,"El Pollo’s chicken is both “healthful
and great tasting.®®

After KFC rolled out its Kentucky grilled chicken campaign, El Pollo
Loco CEO Steve Carley challenged KFC to a taste test. Fast-food chicken
lovers could call an 800 number to say whether they preferred the
taste of KFC to El Pollo Loco grilled chicken. The 800-number taste test
was sponsored by El Pollo Loco.*
Your Task. Assume you work for KFC, and you are convinced that
your new grilled chicken tastes great. In fact, you think that its blend
of secret spices makes it far superior to El Pollo Loco's citrus-mari-
nated grilled chicken. One of your KFC coworkers feels the same way
and urges you to join him and other KFC employees in calling the El
Pollo 800 number to register your preference. You didn't hear about
any restrictions regarding who could enter the taste test. Should you
call? Apply the tools for doing the right thing that you studied in
this chapter. Be prepared to defend your position in a team or class
discussion.

Are you ready? Get more practice at www.meguffey.com
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Video Resources

Two exciting sets of videos accompany Business Communication: Process and Product, 7e. These short videos take you beyond the classroom to
help build the communication skills you will need to succeed in today’s rapidly changing workplace.

Video Library 1, Building Workplace Skills, presents eight videos that introduce and reinforce concepts in selected chapters. These tools ease
the learning load by demonstrating chapter-specific material to strengthen your comprehension and retention of key ideas. Each video ends
with critical thinking questions relating the video to chapter content.

Video Library 2, Bridging the Gap, presents six videos transporting you inside real companies such as Yahoo, ColdStone Creamery, and Hard
Rock Café. These videos provide authentic contexts for you to apply new skills in structured situations aimed at bridging the gap between the
classroom and the real world of work. Nearly all of these videos culminate in writing assignments.

The recommended video for this chapter is Communication Foundations from Video Library 1. This video provides an overview of the
Chapter 1 concepts. Cliff, Jackie, Ramon, and others discuss the importance of communication skills at Integrity Investments. The film illustrates
the changing workplace, flattened management hierarchies, the communication process, communication flow, ethics, listening, nonverbal com-
munication, and other topics presented in Chapters 1-3. After you watch the video, be prepared to discuss these questions:

e How is the world of work changing?

« Why are communication skills increasingly important to your career success?
« What communication skills are most important for businesspeople today?

« What communication skills would you like to improve?

Responses to The Wall Street Journal Workplace Ethics Quiz in Activity 1.14.

1. Thirty-four percent said using company e-mail for personal reasons is wrong.

2. Thirty-seven percent said using office equipment to help your children or spouse do schoolwork is wrong.
3. Forty-nine percent said playing computer games at work is wrong.

4. Fifty-four percent said using office equipment to do Internet shopping is wrong.

5. Sixty-one percent said blaming your own error on faulty technology is unethical.

6. Eighty-seven percent said visiting pornographic Web sites using office equipment is unethical.

7. Thirty-five percent said making a $50 gift to a boss is unacceptable.

8. Thirty-five percent said accepting a $50 gift from the boss is unacceptable.

9. Seventy percent said accepting a $200 pair of football tickets from a supplier is unacceptable.

10. Forty percent said accepting a $75 prize won at a raffle at a supplier's conference is unacceptable.

Chat About

In each chapter you will find five discussion questions related to the chapter material. Your instructor may assign these topics for you to discuss in
class, in an online chat room, or on an online discussion board. Some of the discussion topics may require outside research. You may also be asked
to read and respond to postings made by your classmates.

Topic 1: Which tips and suggestions in this chapter for functioning effectively and ethically in today’s workplace do you think might be the most
helpful to you in your current or future career?

Topic 2: In your chosen career, what sorts of continuing education do you think you might need to stay employed or to be promoted?

Topic 3: This chapter discusses how Nike had to replace ads in its “Just Do It" campaign because the ads violated the culture of collectivist China.
Can you think of another popular ad that might not work in China as well as one that might work there?

Topic 4: With so many ways to stay connected (e-mail, voice mail, text messaging, and so on) and with many people feeling overwhelmed
because of this high degree of connectedness, what are some ways to give yourself a break from always being on call while still being fair to
people who need to contact you?

Topic 5: Some experts believe that although computer technology is improving our lives in many ways, it might be impairing our ability to think
critically by putting answers at our fingertips. What do you think?
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Grammar and Mechanics C.L.U.E. Review 1

1.

Each chapter includes an exercise based on Appendix A, Grammar and
Mechanics Guide: Competent Language Usage Essentials (C.L.UE.). This
appendix is a business communicator’s condensed guide to language
usage, covering 50 of the most used and abused language elements.
It also includes a list of frequently misspelled words as well as a list of
confusing words. In the first ten chapters, each exercise will focus on a
specific set of grammar/mechanics guidelines. In the last six chapters,
exercises will review all the guidelines plus spelling and confusing
words.

Note: In addition to the C.L.U.E. exercises in the textbook, you will find
similar CL.U.E. exercises at www.meguffey.com under the Grammar/
Mechanics tab. The interactive online exercises parallel these sentences
and test the same principles. However, the online exercises provide
feedback and explanations.

Sentence Structure

Study sentence structure in Guides 1-3 of Appendix A beginning on
page A-2. Some of the following sentences have sentence faults. On
a sheet of paper, write a correct version and identify the fault and also
the relevant guide. If a sentence is correct, write C. Avoid adding new
phrases or rewriting sentences in your own words. You may need to
change or delete one or more words. However, your goal is to correct
the sentence with as few marks as possible. When finished, compare
your responses with the key beginning on page Key-1.

o

o

10.

Whether you are already working or about to enter today’s
workplace. Communication skills are critical to your career
success.

Surveys of employers consistently show that communication skills
are important to job success, job advertisements often request
excellent oral and written communication skills.

Technology enables us to transmit messages more rapidly, more
often, and more widely than ever before.

We cannot predict future jobs, however they will undoubtedly
require brainpower and education.

Face-to-face conversations have many advantages. Even though
they produce no written record and sometimes waste time.

A vital part of the communication process is feedback, it

helps the sender know that the message was received and
understood.

Knowledge workers must be critical thinkers they must be able to
make decisions and communicate those decisions.

Management uses many methods to distribute information down-
ward. Such as newsletters, announcements, meetings, videos, and
company intranets.

Ethical companies experience less litigation, and they also receive
less resentment and less government regulation.

You may be expected to agree to a company’s code of ethics, you
will also be expected to know the laws applying to your job.

Are you ready? Get more practice at www.meguffey.com
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CHAPTER 2

Professionalism: Team,

Meeting, Listening, Nonverba
and Etiquette Skills

OBJECTIVES

After studying this chapter, you should be able to

1. Explain the importance of professionalism, soft skills, and teamwork in Want to do well on tests
today’s workplace. and excel in your course?

2. Understand how you can contribute positively to team performance, Go to www.meguffey.com for
including resolving workplace conflicts, avoiding groupthink, and helpful interactive resources

reaching group decisions.

3. Discuss effective techniques for planning and participating in face-to-
face workplace meetings.

» Review the Chapter 2
PowerPoint slides to

i ) i . ) prepare for the first quiz.
4. Describe effective practices and technologies for planning and

participating in virtual meetings.
5. Explain and implement active listening techniques.

6. Understand how the functions and forms of nonverbal communication
can help you advance your career.

7. Enhance your competitive edge by developing professionalism and
business etiquette skills.

© RTimages/Shutterstock.com
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Zooming In

Teams Help FedEx Office Deliver Solutions

hen you think of FedEx, you probably picture FedEx trucks

with orange and purple lettering delivering overnight mail.
But the shipping giant also has 1,800 FedEx Office stores across the
country with about 1,900 employees who work in the Dallas-Fort
Worth area. FedEx Office provides document solutions and business
services.

Like many national and international companies, FedEx Office
uses teams to compete effectively in today’s challenging economy.
At its FedEx Office headquarters in Dallas, Daryl Thomas, senior man-
ager of Sales Development and Education, says that teams work well
within the FedEx business model. “We have a workforce distributed
all over the country in many locations. Completing projects often
requires drawing people with different areas of expertise from vari-
ous locations to solve problems. | focus on training, but creating
solutions often means involving people from sales, marketing, and
products”” Encouraging people from distinct “silos” within the com-
pany to share their expertise results in cross-functional teams that
are better equipped than individuals to solve complex problems.

In developing teams, Thomas uses the forming-storming-
norming-performing model and talks about what happens in each
of these team-building stages and what roles team members play.
Teams function best when members are willing to play the roles
assigned to them. Thomas remembers hiring a person who was a
good trainer. But his team already had a good trainer. He needed a
product manager. To help the team, the new-hire learned to become
a great product manager. Thomas compares this to a sports team.
“You might have been a big scorer on a college basketball team. But
when you got to the NBA, you were drafted by a team that already

can complete a task faster and better themselves. To that attitude,
Thomas responds, “Get over it! In the workplace, it's not about you.
It's about working together professionally to achieve long-term
goals. In addition, if you do it all yourself, you may become the only
person who can do it, and others check out and walk away. You have

"

not helped others to grow!

Critical Thinking
@® In what ways do employee work teams benefit organizations?

® Compare and contrast student and corporate work teams. In
what ways are they similar and different?

had a scoring superstar. To help the team and to gain floor time, you
played the role needed by the team.”

Workers in corporate American, similar to college students,
sometimes resist becoming team members. They may think they

team?
http://www.fedex.com

Becoming a Tea

Professional Gro

FedEx Officeisone of many companies with high expectations of employees. It expectsemployees
to work in teams and interact professionally. Similarly, most businesses seek a workforce that
gets along and delivers positive results that enhance profits and boost a company’s image. As
a budding business professional, you have a stake in acquiring skills that will make you a strong
job applicant and a valuable employee.

What Do Employers Want?

When you look for a job, employers typically want to know about four key areas: education,
experience, hard skills, and soft skills. Hard skills refer to the technical skills in your field. Soft skills,
however, are increasingly important in our knowledge-based economy. These include both oral
and written communication skills, which you learned about in Chapter 1. Soft skills also include
other competencies such as listening proficiency, nonverbal behavior, and proper business
etiquette. Employers also want team players who can work together efficiently and productively.
They want managers and employees who are comfortable with diverse coworkers, who can
listen actively to customers and colleagues, who can make eye contact, who display good
workplace manners, and who are able to work in teams. These skills are immensely important
not only to be hired but also to be promoted.

Chapter 2: Professionalism: Team, Meeting, Listening, Nonverbal, and Etiquette Skills

® How could you make a positive contribution to a school or work

LEARNING OBJECTIVE 1

Explain the importance of
professionalism, soft skills, and
teamwork in today’s workplace.

What is the difference between
hard and soft skills?
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Hiring managers naturally expect you to have technical expertise in your field. Such
skills and a good résumé may get you in the door. However, your long-term success is most
influenced by your ability to communicate with your boss, coworkers, and customers as well as
your ability to work as an effective and contributing team member. Even in technical fields such
asaccounting and finance, employers are looking for soft skills. Based on a survey of international
accounting executives, researchers concluded that “the future is bright for the next generation
of accounting and finance professionals provided they are armed with such soft skills as the
ability to communicate, deal with change, and work in a team setting.”

This chapter focuses on developing team, meeting, listening, nonverbal, and etiquette
skills. These are some of the professional skills that employers seek in today's increasingly
interconnected and competitive environments. You will learn many tips and techniques for
becoming a productive team member as well as how to conduct meetings and enhance your
listening, nonverbal, and etiquette skills.

Preparing to Work With Groups and

As we discussed in Chapter 1, the workplace and economy are changing. In response to intense
global competition, businesses are being forced to rethink and restructure their operations. They
must find new and faster ways to develop advanced products and services and bring them to
market efficiently and profitably.> Many are turning to teams to innovate, share knowledge, and
solve problems. The reasoning behind this trend is that many heads are better than one.

As a result, today’s workplace is teeming with teams. You might find yourself a part of a
work team, project team, customer support team, supplier team, design team, planning team,
functional team, or cross-functional team. You might be assigned to a committee, task force,
steering group, quality control circle, flat team, hierarchical team, advisory team, action team, or
some other group. All of these teams are formed to accomplish specific goals.

Why Form Groups and Teams?

Why do many organizations Businesses are constantly looking for ways to do jobs better at less cost. They are forming teams
think that teams work better for the fo”owing reasons:
than individuals?

@ Better decisions. Decisions are generally more accurate and effective because group
members contribute different expertise and perspectives.

When US Airways Flight 1549
made an emergency landing

in the Hudson River after a
tangle with geese, rescue teams
arrived in minutes to evacuate
the aircraft’s 155 passengers.
Flight captain Chesley “Sully”
Sullenberger became a national
hero for skillfully ditching the
Airbus A320. Crash survivors
would have perished in the
Hudson’s frigid waters if not for
the dramatic team effort of the
highly trained New York City Fire
Department, the NYPD, the Coast
Guard, and numerous ferryboats.
What does 2009's “Miracle on the
Hudson” illustrate about successful
teamwork?
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® Faster response. \When action is necessary to respond to competition or to solve a
problem, small groups and teams can act rapidly.

® Increased productivity. Because they are often closer to the action and to the customer,
team members can see opportunities for improving efficiency.

® Greater buy-in. Decisions arrived at jointly are usually better received because members
are committed to the solution and are more willing to support it.

® Less resistance to change. People who have input into decisions are less hostile,
aggressive, and resistant to change.

® Improved employee morale. Personal satisfaction and job morale increase when teams
are successful.

® Reduced risks. Responsibility for a decision is diffused, thus carrying less risk for any
individual.

Despite the current popularity of teams, however, they are not a panacea for all workplace Are teams always effective?
problems. Some critics complain that they are just another management fad. Others charge What can go wrong?
that teams are a screen behind which management intensifies its control over labor.* Some time
ago companies such as Ford, Levi-Strauss, Honda, and GM's Saturn plant retreated from teams,
finding that they slowed decision making, shielded workers from responsibility, and created
morale and productivity problems.> More recently Harvard professor and team expert J. Richard
Hackman claims that research “consistently shows that teams underperform despite all their
extra resources””® However, in most models of future organizations, teams—not individuals—
function as the primary performance unit. In fact, many organizations evaluate managers on
how well they develop teamwork among their employees. At Cisco Systems, the leading maker
of computer networking equipment, managers who earn high marks for teamwork efforts can
expect bonuses of as much as 20 percent annually.”

Examples of Effective Teams

Teams can be effective in solving problems and in developing new products. Take, for example,
the creation of Red Baron’s Stuffed Pizza Slices. Featuring a one-of-a-kind triangular, vented
design, the product delivers taste, convenience, and style. But coming up with an innovative
new hit required a cross-functional team with representatives from product development,
packaging, purchasing, and operations. The entire team worked to shape an idea into a hit
product using existing machinery.®

German auto manufacturer BMW likes to “throw together” designers, engineers, and What is a virtual team, and how
marketing experts to work intensively on a team project. Ten team members, for example, do members stay connected?
working in an old bank building in London, collaborated on the redesign of the Rolls-Royce
Phantom. The result was a best-selling superluxury automobile that remained true to the Rolls
heritage. But the new model had twenty-first-century lines with BMW's technological muscle
under the hood.’

The Democrat, the only newspaper in Tallahassee, Florida, found that its advertisements
were riddled with errors. In one instance, a sloppy ad arrived by fax. It was unreadable, looking
as if a rat had crossed the page. However, it found its way into print even after passing through
the hands of seven employees. No one felt responsible for making it right. They just passed it
along. The editor decided to appoint a special team of workers charged with eliminating all
errors in advertisements. It took the name ELITE, standing for “ELIminate The Errors” A year later,
under ELITE's leadership, advertising accuracy was greatly improved. It reached 99 percent and
stayed there.””

Virtual Teams

The days when you could expect to work with a colleague who sat near you are long gone.
Today you can look forward to collaborating with fellow workers in other cities and even in other
countries." Such collaborations are referred to as virtual teams. This is a group of people who
work interdependently with a shared purpose across space, time, and organization boundaries
using technology.'” The lead author of this textbook, for example, works in her office in Santa
Barbara, California. Her developmental editor is located in Kentucky, the copyeditor is in Vermont,
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Spotlight on Communicators

At FedEx Office, senior manager
Daryl Thomas recognizes that lack of
face time is a primary weakness of
virtual teams. It's difficult to engage
others personally when you can't
shake hands, talk in the hallway,

or share lunch. To overcome this
obstacle, he recommends that virtual
teams acknowledge their limitations
and consciously strive to build relationships. If budget
allows, he suggests that virtual teams begin a project with
a kickoff meeting in person. If that's impossible, they can
use Web conferencing software with cameras. In addition,

Ao

the compositor is in lowa, and the production editor and publisher are
in Ohio. Important parts of the marketing team are in Singapore and
Canada. Although they work in different time zones and rarely see each
other, team members use e-mail and teleconferencing to exchange
ideas, make decisions, and stay connected.

Virtual teams may be local or global. At Best Buy's corporate
headquarters in Richfield, Minnesota, certain employees are allowed
to work anywhere and anytime—as long as they successfully complete
their assignments on time. They can decide how, when, and where they
work."? Although few other organizations are engaging in such a radical
restructuring of work, many workers today complete their tasks from
remote locations, thus creating local virtual teams. Hyundai Motors
exemplifies virtual teaming at the global level. For its vehicles, Hyundai
completes engineering in Korea, research in Tokyo and Germany, styling

team members can call or send e-mails asking how things
are going.

in California, engine calibration and testing in Michigan, and heat testing
in the California desert."* Members of its virtual teams coordinate their
work and complete their tasks across time and geographic zones. As
you can see, work is increasingly viewed as what you do rather than a
place you go.

In some organizations remote coworkers may be permanent employees from the same
office or may be specialists called together for temporary projects. Regardless of the assignment,
virtual teams can benefit from shared views and skills. However, not all teams automatically work
well together and are productive. The suggestions in the accompanying Plugged In box offer
helpful strategies for avoiding pitfalls.

© Daryl Thomas/FedEx Office

PLUGGED IN

How to Form and Participate in Effective Virtual Teams

Virtual team members must overcome many obstacles not faced by members’ schedules, and
responding promptly to
e-mail and voice messages
help build credibility and trust.

Establish responsibilities. Identify expectations and

groups that can meet in person. The following recommendations
help members form virtual teams and interact effectively.
e Select team members carefully. Choose team members who
are self-starters, good communicators, and experts in areas °
needed by the team. responsibilities for each member. Make rules about e-mail
¢ Investin beginnings. If possible, meet face-to-face to response time and sharing information with all team

work out procedures and to bond. Spending time together members.
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initially expedites reaching consensus about goals, tasks, and
procedures.

Redefine “we.” Encourage behavior that reflects unity, such as
including one another in decisions and sharing information.
Consider having a team photograph taken and made into
something used frequently such as a mouse pad or computer
wallpaper.

Get the maximum benefit from technology. Make

use of speakerphones, collaborative software, e-mail,
teleconferencing, videoconferencing, blogs, wikis, and instant
messaging. But be sure that members are well trained in their
professional use.

Concentrate on building credibility and trust. Encourage
team members to pay close attention to the way others perceive
them. Acting consistently, fulfilling promises, considering other

o Keep track of information. Capture information and
decisions in a shared database, such as a wiki. Make sure all
messages define expected actions, responsibilities, and time
lines. Track to-do items and follow up as necessary. Expect
messages to be more formal than in traditional same-time/
same-place teams.

e Avoid misinterpreting messages. Because it is easy to
misunderstand e-mail messages, be careful about responding
quickly and negatively. Always take time to question your
reactions.

Career Application

Why do you think increasing numbers of employees are joining
virtual teams? What are the advantages and disadvantages for
employees and for employers?
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Four Phases of Team Development

Small groups and teams may be formed to complete single tasks or to function as permanent Do teams go through the same
ongoing bodies. Regardless of their purpose, successful teams normally go through predictable ~ development phases regardless
phases as they develop. In this section we will discuss four phases of team development. You will of their size or purpose?
learn how team members can perform positively or negatively in achieving the group’s goals.
You will also study the role of conflict and how to apply a six-step plan for resolving conflict.
When groups are formed, they generally evolve through four phases, as identified by
psychologist B. A. Tuckman: forming, storming, norming, and performing. Some groups get lucky
and move quickly from forming to performing. But most struggle through disruptive, although
ultimately constructive, team-building stages.

Forming. During the first stage, individuals get to know each other. They often are overly
polite and feel a bit awkward. As they search for similarities and attempt to bond, they begin
to develop trust in each other. Members discuss fundamental topics such as why the team is
necessary, who ‘owns”the team, whether membership is mandatory, how large the team should
be, and what talents members can contribute. A leader functions primarily as a traffic director.
Groups and teams should resist the efforts of some members to dash through the first stages
and race to the performing stage. Moving slowly through the stages is necessary to build a
cohesive, productive unit.

Storming. During the second phase, members define their roles and responsibilities, decide
how to reach their goals, and iron out the rules governing how they interact. Unfortunately, this
stage often produces conflict, resulting in storming. A good leader, however, should step in to
set limits, control the chaos, and offer suggestions. The leader will be most successful if she or
he acts like a coach rather than a cop. Teams composed of dissimilar personality types may take
longer to progress through the storming phase. Tempers may flare, sleep may be lost, leaders
may be deposed. But most often the storm passes, and a cohesive group emerges.

Norming. Once the sun returns to the sky, teams and groups enter the norming stage. Tension
subsides, roles are clarified, and information begins to flow among members. The group periodically
checks its agenda to remind itself of its progress toward its goals. People are careful not to shake the
hard-won camaraderie and formation of a single-minded purpose. Formal leadership is unnecessary
because everyone takes on leadership functions. Important data are shared with the entire group,
and mutual interdependence becomes typical. The group or team begins to move smoothly in one
direction. Members make sure that procedures are in place to resolve future conflicts.

Performing. In Tuckman’s team growth model, some groups never reach the final stage of
performing. Problems that may cause them to fail are shown in Figure 2.1. For those that survive
the first three phases, however, the final stage is gratifying. Group members have established
routines and a shared language. They develop loyalty and a willingness to resolve all problems.

Text not available due to copyright restrictions

Chapter 2: Professionalism: Team, Meeting, Listening, Nonverbal, and Etiquette Skills 43

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



A"can-do"mentality pervades as they progress toward their goal. Fights are clean, and members
continue working together without grudges. Best of all, information flows freely, deadlines are
met, and production exceeds expectations.

Analyzing Positive and Negative Team Behavior

LEARNING OBJECTIVE 2 Team members who are committed to achieving the group’s purpose contribute by displaying
Understand how you can positive behavior. How can you be a good team member? The most effective groups have
contribute positively to team members who are willing to establish rules and abide by them. Effective team members
performance, including resolving are able to analyze tasks and define problems so that they can work toward solutions. They
workplace conflicts, avoiding . . o : : .
. ; offer information and try out their ideas on the group to stimulate discussion. They show
groupthink, and reaching group . , . . . . ’
interest in others’ideas by listening actively. Helpful team members also seek to involve

Isions.

decistons silent members. They help to resolve differences, and they encourage a warm, supportive
climate by praising and agreeing with others. When they sense that agreement is near, they
review significant points and move the group toward its goal by synthesizing points of
understanding.

What is negative team behavior, Not all groups, however, have members who contribute positively. Negative behavior is

?t“d htave VC;U ever experienced shown by those who constantly put down the ideas and suggestions of others. They insult,

It on teams/

criticize, and aggress against others. They waste the group’s time with unnecessary recounting
of personal achievements or irrelevant topics. The team clown distracts the group with excessive
joke-telling, inappropriate comments, and disruptive antics. Also disturbing are team members
who withdraw and refuse to be drawn out. They have nothing to say, either for or against ideas
being considered. To be a productive and welcome member of a group, be prepared to perform
the positive tasks described in Figure 2.2 below. Avoid the negative behaviors.

Six-Step Procedure for Dealing With Conflict

How can conflict benefit teams? Conflictis a normal part of every workplace and every team. Although the word alone is enough
to make your heart begin to thump, conflict is not always negative. When managed properly,
conflict can improve decision making, clarify values, increase group cohesiveness, stimulate
creativity, decrease tensions, and undermine dissatisfaction. Unresolved conflict, however,
can destroy productivity and seriously reduce morale. You will be better prepared to resolve
workplace conflict if you are able to implement the following six-step procedure for dealing
with conflict.”

1. Listen. To be sure you understand the problem, listen carefully. If the other person doesn't
seem to be listening to you, you need to set the example and be the first to listen.

2. Understand the other’s point of view. Once you listen, it is much easier to understand
the other’s position. Show your understanding by asking questions and paraphrasing. This
will also verify what you think the other person means.

3. Show a concern for the relationship. By focusing on the problem, not the person, you
can build, maintain, and even improve the relationship. Show an understanding of the
other person’s situation and needs. Show an overall willingness to come to an agreement.

4, Look for common ground. |dentify your interests and help the other person identify his
or her interests. Learn what you have in common, and look for a solution to which both of
you can agree.

FIGURE 2.2 Positive and Negative Group Behaviors

Positive Team Behaviors Negative Team Behaviors

Setting rules and abiding by them Blocking the ideas and suggestions of others
Analyzing tasks and defining problems Insulting and criticizing others
Contributing information and ideas Wasting the group’s time
Showing interest by listening actively Making inappropriate jokes and comments
Encouraging members to participate Failing to stay on task
Synthesizing points of agreement Withdrawing, failing to participate
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5. Invent new problem-solving options. Spend time identifying
the interests of both sides. Then brainstorm to invent new ways
to solve the problem. Be open to new options.

6. Reach an agreement based on what is fair. Seek to determine
a standard of fairness that is acceptable to both sides. Then weigh
the possible solutions, and choose the best option.

Avoiding Groupthink
Conflict is normal in team interactions, and successful teams are able
to resolve it using the methods you just learned. But some teams
avoid conflict. They smooth things over and in doing so may fall
victim to groupthink. This is a term coined by theorist Irving Janis to
describe faulty decision-making processes by team members who
are overly eager to agree with one another. Several conditions can
lead to groupthink: team members with similar backgrounds, a lack of systematic procedures,
a demand for a quick decision, and a strong leader who favors a specific outcome. Symptoms
of groupthink include pressure placed on any member who argues against the group’s mutual
beliefs, self-censorship of thoughts that stray from the group’s agreement, collective efforts to
rationalize, and an unquestioned belief in the group’s moral authority. Teams suffering from
groupthink fail to check alternatives, are biased in collecting and evaluating information, and
ignore the risks of the preferred choice. They may also neglect to work out a contingency plan
in case the preferred choice fails.'®

Effective teams avoid groupthink by striving for team diversity—in age, gender,
background, experience, and training. They encourage open discussion, search for relevant
information, evaluate many alternatives, consider how a decision will be implemented, and plan
for contingencies in case the decision doesn't work out.

Reaching Group Decisions

The way teams reach decisions greatly affects their morale and commitment, as well as the
implementation of any team decision. In U.S. culture the majority usually rules, but other
methods, five of which are discussed here, may be more effective. As you study these methods,
think about which would be best for routine decisions and which would be best for dealing
with emergencies.

® Majority. Group members vote and a majority wins. This method results in a quick decision
but may leave an alienated minority uncommitted to implementation.

® Consensus. Discussion continues until all team members have aired their opinions and,
ultimately, agree. This method is time-consuming; however, it produces creative, high-
quality discussion and generally elicits commitment by all members to implement the
decision.

® Minority. Typically, a subcommittee investigates and makes a recommendation for action.
This method is useful when the full group cannot get together to make a decision or when
time is short.

® Averaging. Members haggle, bargain, wheedle, and negotiate to reach a middle
position, which often requires compromise. With this method, the opinions of the least
knowledgeable members may cancel the opinions of the most knowledgeable.

® Authority rule with discussion. The leader, boss, or manager listens to team members'

ideas, but the final decision is his or hers. This method encourages lively discussion and
results in participatory decision making. However, team members must have good
communication skills. This method also requires a leader who is willing to make decisions.

Characteristics of Successful Teams

The use of teams has been called the solution to many ills in today's workplace.'” Someone
even observed that as an acronym TEAM means "Together, Everyone Achieves More!"® Many
teams, however, do not work well together. In fact, some teams can actually increase frustration,
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Spotlight on Communicators

Groupthink can be a big problem
or a big opportunity, says Steve
Ballmer, Microsoft CEO. “If you really
want to sail your ship [in] this direc-
tion, you want enough groupthink
that people actually sail with you.”
You don't want to discourage inno-
vative thinking or discussion of
fundamental assumptions, he says.
“But once you set course, you really
don’t want a cacophony that prevents progress.”

How can teams fall into the
groupthink trap?

What is the best method for
reaching group decisions? Why?

ETtHics CHECK

Lazy Team Members, Anyone?
Teamwork is a staple in college
classes today and usually
works well for students and
their instructors. However,
occasionally a rogue member
will take advantage of a group
and barely collaborate. How do
you deal with a student who
does sloppy work, misses team
meetings, and fails to respond to
calls or e-mails?
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Why are small, diverse teams
likely to be more effective than
large, homogeneous groups?

lower productivity, and create employee dissatisfaction. Experts who have studied team
workings and decisions have discovered that effective teams share some or all of the following
characteristics.

Small Size, Diverse Makeup. Teams may range from 2 to 25 members, although
4 or 5 is optimal for many projects. Larger groups have trouble interacting constructively, much
less agreeing on actions.' For the most creative decisions, teams generally have male and female
members who differ in age, ethnicity, social background, training, and experience. Members
should bring complementary skills to a team. Paul Fireman, founder of sports shoe manufacturer
Reebok, wisely remarked, “If you put five centers on the basketball court, you're going to lose the
game.You need, we all need, people of different strengths and talents—and that means, among
other things, people of different backgrounds? The key business advantage of diversity is the
ability to view a project and its context from multiple perspectives. Many of us tend to think
that everyone in the world is like us because we know only our own experience. Teams with
members from different ethnicities and cultures can look at projects beyond the limited view of
one culture. Many organizations are finding that diverse teams can produce innovative solutions
with broader applications than homogeneous teams can.

Agreement on Purpose. An effective team begins with a purpose. For example,
when Magic Johnson Theatres developed its first movie theater, it hired a team whose sole
purpose was to help the company move rapidly through the arduous state permit application
process. Even the task of obtaining a license for the site’s popcorn machine was surprisingly
difficult.”” Working from a general purpose to specific goals typically requires a huge
investment of time and effort. Meaningful discussions, however, motivate team members to
buy in to the project. When the Great Lakes Coast Guard faced the task of keeping commerce
moving when the lakes and rivers froze, it brought all the stakeholders together to discuss the
mission. The U.S. Coast Guard, the Canadian Coast Guard, and the maritime industry formed
a partnership to clear and flush ice from the Great Lakes and connecting rivers during winter
months. Agreeing on the purpose was the first step in developing a concerted team effort.

ETHICAL

INSIGHT

Ethical Responsibilities of Group Members and Leaders

When people form a group or a team to achieve a purpose, they
agree to give up some of their individual sovereignty for the good

them to listen carefully, provide you with candid feedback, strive
to understand what you say, and treat your ideas seriously.

of the group. They become interdependent and commit to one

another and to the group They become interdependent and assume

responsibilities to one another and to the group. Here are important
ethical responsibilities for members to follow:

e Determine to do your best. When you commit to the group
process, you are obligated to offer your skills freely. Don’t hold
back, perhaps fearing that you will be repeatedly targeted
because you have skills to offer. If the group project is worth
doing, it is worth the best effort you can offer.

e Decide to behave with the group’s good in mind. You may
find it necessary to set aside your personal goals in favor of
the group’s goals. Decide to keep an open mind and to listen
to evidence and arguments objectively. Strive to evaluate
information carefully, even though it may contradict your own
views or thwart your personal agendas.

e Make a commitment to fair play. Group problem solving is a
cooperative, not a competitive, event. Decide that you cannot
grind your private ax at the expense of the group project.

e Expect to give and receive a fair hearing. When you speak,
others should give you a fair hearing. You have a right to expect

Listeners do not have to agree with you, of course. However, all
speakers have a right to a fair hearing.

e Be willing to take on a participant/analyst role. As a group
member, it is your responsibility to pay attention, evaluate what
is happening, analyze what you learn, and help make decisions.

e As aleader, be ready to model appropriate team behavior. It
is a leader’s responsibility to coach team members in skills and
teamwork, to acknowledge achievement and effort, to share
knowledge, and to periodically remind members of the team’s
missions and goals.

Career Application

Assume you are a member of a campus committee to organize a
celebrity auction to raise funds for a local homeless shelter. Your
friend Marika is committee chair, but she is carrying a heavy course
load and is also working part time. As a result, she has taken no
action. You call her, but she is evasive when you try to pin her down
about committee plans. What should you do?
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Preseason planning and daily phone conferences cemented the mission and gained buy-in
from all stakeholders.?

Agreement on Procedures. The best teams develop procedures to guide them.
They set up intermediate goals with deadlines. They assign roles and tasks, requiring all members
to contribute equivalent amounts of real work. They decide how they will reach decisions
using one of the strategies discussed earlier. Procedures are continually evaluated to ensure
movement toward the attainment of the team’s goals.

Ability to Confront Conflict. Poorly functioning teams avoid conflict, preferring
sulking, gossiping, or bickering. A better plan is to acknowledge conflict and address the root
of the problem openly using the six-step plan outlined earlier. Although it may feel emotionally
risky, direct confrontation saves time and enhances team commitment in the long run. To be
constructive, however, confrontation must be task oriented, not person oriented. An open airing
of differences, in which all team members have a chance to speak their minds, should center
on the strengths and weaknesses of the various positions and ideas—not on personalities. After
hearing all sides, team members must negotiate a fair settlement, no matter how long it takes.
Good decisions are based on consensus: all members agree.

Use of Good Communication Techniques. The best teams exchange
information and contribute ideas freely in an informal environment. Team members speak
clearly and concisely, avoiding generalities. They encourage feedback. Listeners become
actively involved, read body language, and ask clarifying questions before responding. Tactful,
constructive disagreement is encouraged. Although a team’s task is taken seriously, successful
teams are able to inject humor into their interactions.

Ability to Collaborate Rather Than Compete. Effective team members
are genuinely interested in achieving team goals instead of receiving individual recognition.
They contribute ideas and feedback unselfishly. They monitor team progress, including what's
going right, what's going wrong, and what to do about it. They celebrate individual and team
accomplishments.

Checklist

Should teams behave formally
and seriously to ensure
maximum productivity?

Developing Team Effectiveness

® Establish small teams. Smaller teams are thought to function Advance an environment of open communication. Teams are
more efficiently and more effectively than larger teams. most productive when members trust each other and feel free

® Encourage diversity. Innovative teams typically include to discuss all viewpoints openly in an informal atmosphere.
members who differ in age, gender, ethnicity, and background. Encourage collaboration and discourage competition.
Team members should possess technical expertise, problem- Sharing information in a cooperative effort to achieve the team
solving skills, and interpersonal skills. purpose must be more important than competing with other

® Determine the purpose, procedures, and roles. Members members for individual achievement.
must understand the task at hand and what is expected of Share leadership. Members with the most expertise should
them. Teams function best when operating procedures are lead at various times during the project’s evolution.
ironed out early and each member has a specific role. Create a sense of fairness in making decisions. Effective teams

e Acknowledge and manage conflict. Conflict is productive resolve issues without forcing members into a win-lose situation.
when it motivates a team to search for new ideas, increase Lighten up. The most successful teams take their task seriously,
participation, delay premature decisions, or discuss but they are also able to laugh at themselves and interject
disagreements. Keep conflict centered on issues rather humor to enliven team proceedings.
than on people. Continually assess performance. Teams should establish

® Cultivate good communication skills. Effective team members checkpoints along the way to determine whether they are
are willing and able to articulate ideas clearly and concisely, meeting their objectives and adjust procedures if progress is
recognize nonverbal cues, and listen actively. unsatisfactory.
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Zooming In

Teams Help FedEx Office Deliver Solutions

Daryl Thomas, senior manager, FedEx Office Sales Development
and Education, knows that meetings are most successful if
they start with a purpose. Piling on two many goals for one meet-
ing dilutes discussion and lengthens the gathering. Most important
for successful meetings, says Thomas, is having a purpose and
agenda that are in sync. If the topic is preparing customer training
manuals that will help customers understand all the FedEx Office
options, then don't also ask for an update from team members on
their current projects. It's easy to wander off the meeting topic with
digressions. Setting time frames on the agenda helps to structure
meetings and ensure that the necessary topics are covered effi-
ciently. Thomas cautions that each meeting should have its own
goal and enough time set aside to reach that goal.

If Thomas has a project with a tight deadline and he needs
an update, he pulls his team together for a 15-minute stand-up
gathering. “Everyone stands and gives highlights in a round-robin

made by the team
leader, by majority,
or when everyone
agrees (consensus)?
Most of us would
rather not attend
meetings. But they
can be less tedious
and more productive
if they are treated
professionally with
an agenda and
ground rules.

Critical Thinking
® Why do you think workplace meetings are so disliked?

© AP Images/Jeff Chiu

approach: Here's where | am, here’s what is happening, and here’s
what | need. It takes 15 minutes—done! We don't stop to explore
specifics.”

One way to reduce conflict at meetings is to be sure everyone
agrees on ground rules, such as how to reach decisions. Are they

® Do you think 15-minute stand-up meetings could be effective?
Why or why not?

® How can the attitude and behavior of attendees affect the suc-
cess of a meeting?

Acceptance of Ethical Responsibilities. Teams as a whole have ethical
responsibilities to their members, to their larger organizations, and to society. Members have
a number of specific responsibilities to each other, as described in the accompanying Ethical
Insights box. As a whole, teams have a responsibility to represent the organization’s view and
respect its privileged information. They should not discuss with outsiders any sensitive issues
without permission. In addition, teams have a broader obligation to avoid advocating actions
that would endanger members of society at large.

Shared Leadership. Effective teams often have no formal leader. Instead, leadership
rotates to those with the appropriate expertise as the team evolves and moves from one phase
to another. Many teams operate under a democratic approach. This approach can achieve
buy-in to team decisions, boost morale, and create fewer hurt feelings and less resentment. In
times of crisis, however, a strong team member may need to step up as leader. The checklist on
page 47 summarizes effective techniques for developing successful teams.

Planning and Partici

Workplace Meeting

LEARNING OBJECTIVE 3

Discuss effective techniques
for planning and participating
in face-to-face workplace
meetings.

As you prepare to enter the workplace, you can expect to attend meetings—Iots of them!
Estimates suggest that workers spend from five to eight hours a week in meetings.??
Managers spend even more time in meetings. A recent study of administrative professionals
and managers in Europe and the United States revealed that managers devote nearly half
of their workweeks to meetings, with the average meeting lasting nearly three hours.*

Meetings consist of three or more people who assemble to pool information, solicit
feedback, clarify policy, seek consensus, and solve problems. However, as more and more
people work separately, the character of meetings in today’s workplace has changed. People are
meeting regularly, but not always face-to-face. To be able to exchange information effectively
and efficiently, you should know how to plan and participate in face-to-face as well as other
kinds of meetings.
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Making Face-to-Face Meetings Spotlight on Communicators
More Productive

) i ) ) “As a general rule, meetings make
Despite their regular occurrence, meetings are almost universally

individuals perform below their

disliked. Typical comments include, “We have too many of them, capacity and skill levels/ asserts

“They don't accomplish anything! and “What a waste of timel” One University of Chicago behavioral Ltk it
writer called them “the black holes of the workday” In spite of scientist Reid Hastie. In addition, ?:acl;ablr? (ﬂie
their bad reputation, meetings are not going away. Our task, then, he believes that every organization restrizi’ioﬁs
as business communicators is to learn how to make them more has too many meetings and too

efficient, satisfying, and productive. The following suggestions will be many poorly designed ones. The

solution, he says, is to fix respon-

sibility. Whoever calls a meeting

should be explicit about its objectives and its time
limit. Afterwards, participants assign credit or blame to

especially helpful in face-to-face meeting, but the advice frequently
applies to virtual meetings as well.

Although meetings are disliked, they serve an important
purpose for you. They represent opportunities. Becauge meetings the person in charge. If peopletepe It A
are a prime tool for developing staff, they are career-critical. “If you ductive meetings, Hastie suggests replacing them with
can't orchestrate a meeting, you're of little use to the corporation,’ moreleffectivel e
said Morris Schechtman, head of a leadership training firm.*

The Wall Street Journal concurred: “The inability to run effective

meetings can torpedo a career?”” Why are meetings so important

to your career? At meetings, judgments are formed and careers are made. Therefore, instead
of treating them as thieves of your valuable time, try to see them as golden opportunities
to demonstrate your leadership, communication, and problem-solving skills. So that you can
make the most of these opportunities, here are techniques for planning and conducting
successful meetings.

How can meetings be important
to your career advancement?

Deciding Whether a Meeting Is Necessary. No meeting should be called ~ When should meetings be
unless the topic is important, can't wait, and requires an exchange of ideas. If the flow of  called?

information is strictly one way and no immediate feedback will result, then don't schedule a

meeting. For example, if people are merely being advised or informed, send an e-mail, text

message, memo, or letter. Leave a telephone or voice mail message, but don't call a costly

meeting. Remember, the real expense of a meeting is the lost productivity of all the people

attending. To decide whether the purpose of the meeting is valid, consult the key people who

will be attending. Ask them what outcomes are desired and how to achieve those goals. This

consultation also sets a collaborative tone and encourages full participation.

Selecting Participants. The number of meeting participants is determined by the
purpose of the meeting, as shown in Figure 2.3. If the meeting purpose is motivational, such as
an awards ceremony for sales reps of cosmetics giant Avon, then the number of participants is
unlimited. But to make decisions, according to studies at 3M Corporation, the best number is
five or fewer participants.?® Ideally, those attending should be people who will make the decision
and people with information necessary to make the decision. Also attending should be people
who will be responsible for implementing the decision and representatives of groups who
will benefit from the decision. Let's say, for example, that the CEO of sportswear manufacturer
Timberland is strongly committed to community service. He wants his company to participate
more fully in community service. So he might meet with managers, employee representatives,
and community leaders to decide how his employees could volunteer to refurbish a school,
build affordable housing, or volunteer at a clinic.??

FIGURE 2.3 Meeting Purpose and Number of Participants

Purpose Ideal Size

Intensive problem solving 5 or fewer
Problem identification 10 or fewer
Information reviews and presentations 30 or fewer
Motivational Unlimited
Chapter 2: Professionalism: Team, Meeting, Listening, Nonverbal, and Etiquette Skills 49

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).
Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



What is a meeting agenda, and Distributing Advance Information. At least two days in advance of a meeting,

when should it be distributed? - ) ) . .
distribute an agenda of topics to be discussed. Also include any reports or materials that
participants should read in advance. For continuing groups, you might also include a copy of
the minutes of the previous meeting. To keep meetings productive, limit the number of agenda
items. Remember, the narrower the focus, the greater the chances for success. A good agenda,
as illustrated in Figure 2.4, covers the following information:

® Date and place of meeting
® Start time and end time

® Brief description of each topic, in order of priority, including the names of individuals who
are responsible for performing some action

® Proposed allotment of time for each topic

® Any premeeting preparation expected of participants

FIGURE 2.4 Typical Meeting Agenda

AGENDA

Quantum Travel International
Staff Meeting
September 4, 2011
10to 11 a.m.
Conference Room

I. Call to order; roll call
II. Approval of agenda

III. Approval of minutes from previous meeting

Person b Tim
IV. Committee reports
A. Web site update Jared 5 minutes
B. Tour packages Lakisha 10 minutes
V. Old business
A. Equipment maintenance John 8 minutes
B. Client escrow accounts Alicia 5 minutes
C. Internal newsletter Adrienne 5 minutes
VI. New business
A. New accounts Garth 5 minutes
B. Pricing policy for Asian tours Minh 15 minutes
VII. Anncuncements
VIII. Chair's summary, adjournment
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Using Digital Calendars to Schedule Meetings. Finding a time when  Whatis a digital calendar, and
everyone can meet is often difficult. People have busy schedules, and ping-pong telephone ~ how can it help you schedule
conversations and e-mail messages sent back and forth to find an open time can be frustrating. ~ ™eetings?

Fortunately, digital calendars now make the task quicker and more efficient. Two of the most

popular digital calendaring programs are Google Calendar and Yahoo Calendar. Microsoft

Outlook also provides a calendar program, as shown in Figure 2.5. Online calendars enable

you to make appointments, schedule meetings, and keep track of daily activities. To schedule

meetings, you enter a new meeting request, add the names of attendees, and check the

availability of each attendee on their calendars. You select a date when all are available, enter a

start and end time, and list the meeting subject and location. Then the meeting request goes to

each attendee. Later you check the attendee availability tab to see a list of all meeting attendees.

As the meeting time approaches, the program automatically sends reminders to attendees.

Getting the Meeting Started. To avoid wasting time and irritating attendees,
always start meetings on time—even if some participants are missing. Waiting for latecomers
causes resentment and sets a bad precedent. For the same reasons, don't give a quick recap to
anyone who arrives late. At the appointed time, open the meeting with a three- to five-minute
introduction that includes the following:

® Goal and length of the meeting
Background of topics or problems
Possible solutions and constraints

Tentative agenda

Ground rules to be followed

A typical set of ground rules might include arriving on time, communicating openly, being
supportive, listening carefully, participating fully, confronting conflict frankly, and following the
agenda. More formal groups follow parliamentary procedures based on Robert’s Rules. After
establishing basic ground rules, the leader should ask if participants agree thus far. The next
step is to assign one attendee to take minutes and one to act as a recorder. The recorder uses
a computer and projector or stands at a flipchart or whiteboard to list the main ideas being
discussed and agreements reached.

FIGURE 2.5 Using Calendar Programs
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How can leaders prevent Moving the Meeting Along. After the preliminaries, the leader should say as little

meetings from being as possible. Like a talk show host, an effective leader makes “sure that each panel member

sidetracked? gets some air time while no one member steals the show!*® Remember that the purpose of
a meeting is to exchange views, not to hear one person, even the leader, do all the talking. If
the group has one member who monopolizes, the leader might say, “Thanks, Michelle, for that
perspective, but please hold your next point while we hear how Ryan would respond to that”
This technique also encourages quieter participants to speak up.

To avoid allowing digressions to sidetrack the group, try generating a “Parking Lot" list. This
is a list of important but divergent issues that should be discussed later. Another way to handle
digressions is to say, "Folks, we're drifting astray here. Please forgive me for pressing on, but let's
return to the central issue of. .. ."It is important to adhere to the agenda and the time schedule.
Equally important, when the group seems to have reached a consensus, is to summarize the
group’s position and check to see whether everyone agrees.

How can you as a participant get Participating Actively and Productively. Meetings are an opportunity for
the most out of meetings? you to showcase your abilities and boost your career. To get the most out of the meetings you
attend, try these techniques:*'

® Arrive early. You show respect and look well organized by arriving a little early.

® Come prepared. Bring the agenda and any distributed materials. Study the topics and be
ready with questions, comments, and good ideas.

Have a positive attitude. Use positive body language; speak energetically.
Contribute respectfully. Wait your turn to speak; raise your hand to be recognized.

Wait for others to finish. Show respect and good manners by not interrupting.

Keep your voice calm and pleasant, yet energetic. Avoid showing anger as this focuses
attention on your behavior rather than on your ideas.

® Give credit to others. Gain allies and enhance your credibility by recognizing others in
front of peers and superiors.

® Put the cell phone and laptop away. Focus your attention on the meeting, not on
answering e-mails or working on your computer.

Help summarize. Assist the meeting leader by reviewing points you have noted.

Express your views IN the meeting. Build trust by not holding postmeeting “sidebars”
that involve criticism and judgments.

® Follow up. Send the signal that you are efficient and caring by completing the actions
assigned to you.

Handling Conflict in Meetings. As you learned earlier, conflict is natural and
even desirable. However, it can also cause awkwardness and uneasiness. In meetings, conflict
typically develops when people feel unheard or misunderstood. If two people are in conflict,
the best approach is to encourage each to make a complete case while group members give
their full attention. Let each one question the other. Then, the leader should summarize what
was said, and the group should offer comments. The group may modify a recommendation or
suggest alternatives before reaching consensus on a direction to follow.

What tasks should be completed Ending and Following Up. End the meeting at the agreed time. The leader should
at the end of a meeting? summarize what has been decided, who is going to do what, and by what time. It may be
necessary to ask people to volunteer to take responsibility for completing action items agreed
to in the meeting. No one should leave the meeting without a full understanding of what
was accomplished. One effective technique that encourages full participation is “once around
the table! Even though the table is merely symbolic, the image works. Everyone is asked to
summarize briefly his or her interpretation of what was decided and what happens next. Of
course, this closure technique works best with smaller groups. The leader should conclude by
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FIGURE 2.6 E-Mail Meeting Minutes
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asking the group to set a time for the next meeting. He or she should assure the group that a
report will follow. Finally, the leader should thank participants for attending.

If minutes were taken, they should be distributed within a couple of days after the meeting.
Software programs, such as that shown in Figure 2.6, enable you to follow a structured template
that includes brief meeting minutes, key points and decisions, and action items. It is up to the
leader to see that what was decided at the meeting is accomplished. The leader may need to
call people to remind them of their assignments and also to volunteer to help if necessary.

Using Effective Practices anc

in Virtual Meetings

One of the major trends in today’s workplace is the rise of virtual meetings instead of
face-to-face meetings. Virtual meetings are gatherings of participants who are connected
technologically. As travel costs rise and companies slash budgets, many organizations are
cutting back on meetings that require travel*? In addition, more and more people work
together but are not located in the same spot. Instead of meeting face-to-face, people have
found other ways to exchange ideas, brainstorm, build consensus, and develop personal
relationships. They may meet in audioconferences using telephones or in videoconferences
using the Internet. Steady improvement in telecommunications networks, software, and
computer processing continues to fuel the shift to virtual meetings. These meetings have
many purposes, including training employees, making sales presentations, coordinating team
activities, and talking to customers.

Saving travel costs and reducing employee fatigue are significant reasons for the
digital displacement of business travel. For example, when Hewlett-Packard moved its inkjet
cartridge manufacturing line from Oregon to a plant in Singapore, it estimated that using
videoconferences saved about six months in project time. Managers also avoided 45 trans-
Pacific trips.® In another example of changing times, Darryl Draper, a Subaru customer service
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Meeting proceedings are efficiently
recorded in a summary distribution
template that provides subject, date,
time, participant names, absentee
names, meeting files, key points,
decisions, and action items.

LEARNING OBJECTIVE 4

Describe effective practices and
technologies for planning and
participating in virtual meetings.
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training manager, formerly traveled nine months of the year. Now she does nearly all of her
training online. She estimates that when traveling she reached about 100 people every six
months at a cost of $300 a person. Now she reaches 2,500 people every six months at a cost of
75 cents a person.

Virtual meetings are possible through the use of a number of efficient tools including
audioconferencing, videoconferencing, and Web conferencing.

Audioconferencing
Why are virtual meetings Among the simplest collaboration tools is audioconferencing (also called teleconferencing,
becoming increasingly popular? conference calling, or phone conferencing). One or more people in a work area use an

enhanced speakerphone to confer with others by telephone. To make a call, a company
engages a telecommunications carrier and participants dial a given number. They enter
a pass code and are admitted to a conference bridge. This kind of audioconferencing
enables people at both ends to speak and be heard simultaneously. Thanks to mobile
phones, people can even participate in an audioconference from an airplane or the beach.
Although audioconferencing is not as glitzy as other collaboration tools, it is a mainstay in
the teleconferencing industry.

Videoconferencing

If meeting participants need to see each other or share documents, they may use video-
conferencing. This tool combines video, audio, and communications networking technologies
for real-time interaction.

At the high end of videoconferencing systems are telepresence rooms. These specially
designed conference rooms are the next best thing to being there. Telepresence rooms typically
are equipped with three huge curved screens, custom lighting, and advanced acoustics. Sharper
than the best high-definition television sets, images may be magnified to scrutinize even the
microcircuitry on new electronic products. Multiple high-definition monitors deliver life-size
images so real that the next time you see a participant, you feel as if you've met that person
before, says one proponent.® Although the price tag may reach $350,000 per room, companies
such as Cisco Systems figure it saves $100 million in yearly travel costs. What's more, Cisco's
reduced travel cuts greenhouse gas emissions from travel by 10 percent.®

More conventional videoconference rooms may cost $5,000 to $80,000 a room. Whether
using high- or low-end conferencing tools, participants do not have to journey to distant meetings.
Organizations reduce travel expenses, travel time, greenhouse gases, and employee fatigue.

FIGURE 2.7 Web conferencing

High-end enterprise-level
telepresence systems employ
extremely high definition, multiple-
screen systems with such low
latency (delay) that participants can
carry on conversations and read
the body language of participants
half way around the world. At

this conference Cisco Chairman
and CEO John Chambers hosts

a meeting of leading industry
executives to introduce a new
computing system.

© AP Images/Market Wire
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FIGURE 2.8 WebEx Conferencing on iPhone

Simultaneous Web and audio-
conferencing capabilities enable
participants to attend meetings from
remote locations using iPhones and
other devices such as PDAs.

© J E Beam photography

Web Conferencing

Web conferencing is similar to videoconferencing but may work with or without the transmission What are the advantages of Web
of pictures of the participants. Attendees use their computers to access an online virtual meeting conferencing?
room where they can present PowerPoint slides or share spreadsheets or Word documents,
just as they might do in a face-to-face meeting. Web conferencing is particularly useful for
team meetings, training, and sales presentations. Participants can demonstrate products, make
presentations, and interact with participants in real time.

Features of Web conferencing programs typically include slideshow presentations, live
or streaming video, tours of Web sites in which users may participate, meeting recording,
whiteboard with annotation capabilities, screen sharing, and text chat. GoToMeeting, a
reasonably priced commercial conferencing tool, enables people to launch meetings by
sending instant messages to attendees, who click on an embedded link to join the group.
Participants are generally connected to a phone conference call. On their computers, attendees
see the presenter’s desktop and all the actions performed there—from viewing Web pages to
advancing through a presentation. They participate with each other using instant messaging in
a chat window. WebEx offers a richer Web conferencing tool, including whiteboarding and other
advanced functions. It's even possible to participate in conferences using your iPhone or a smart
phone while having breakfast on the way to work—or at the beach.

Skype, a virtually free conferencing tool popular with students and expatriates, is also used
by businesspeople. It allows conferencing with or without a camera. All that is needed is a
laptop or a smartphone, a headset with a microphone, and an optional Web camera. Constantly
evolving, Web conferencing is changing the way businesspeople work together. Figure 2.9
shows how shoe manufacturer SideKick used Web conferencing to meet virtually and design a
new athletic shoe.

Planning Virtual Meetings and Interacting Professionally

Because people are not physically together, virtual meetings and teleconferences require
special awareness and planning. Although the same good meeting management techniques
discussed for face-to-face meetings prevail, additional skills and practices are important. A major
problem when people are not facing each other is that any small infraction or miscue can be
blown out of proportion. Words and tone can be easily misinterpreted. In addition, bandwidth
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FIGURE 2.9 Web Conferencing in Practice

Here’s how SideKick Enterprises sets up a virtual meeting

to design a new athletic shoe.
2. Virtual Meeting. When the Web

— conference begins, participants see
www.meet . . ’
live videos of each other’s faces on
their computer screens. They look at
photos of athletic shoes, share ideas,
sketch designs on a shared “virtual

whiteboard,” and review contract
terms.

N

3. Design Collaboration. NYConcepts
designers and SideKick managers use
peer-to-peer software that allows them
to share spaces on each other’s
computers. The software enables them
to take turns modifying the designs, and

1. E-Mail Contact. Matt M., president
of SideKick, a shoe company located
in Los Angeles, sends an e-mail to
Lisa G., chief designer at NYConcepts,
located in New York, to discuss a new
athletic shoe. The e-mail includes a

N

date for the meeting and a link to it also tracks all the changes.
launch the session.

and technology issues can create chaos in virtual meetings. To help you plan and participate
professionally in efficient virtual meetings, we present the following suggestions gathered from
experienced meeting facilitators.?”

What steps should be taken Premeeting Considerations. A virtual meeting or teleconference will be more

before a virtual meeting starts? successful if you address a number of premeeting issues. Most important, decide what
technology will be used. Check to be sure that everyone is able to participate fully using that
technology. If someone can't see what is happening on screen, the entire meeting can be
disrupted and delayed. A few participants may need coaching before the session begins so
that they can interact comfortably. Set the time of the meeting, preferably using Coordinated
Universal Time (UTC) so that participants in different time zones are not confused. Be particularly
mindful of how the meeting schedule affects others. Avoid spanning a lunch hour, holding
someone overtime, or making someone arrive extra early.

For global meetings decide what language will be used. If that language may be difficult
for some participants, think about using simple expressions and repeating major ideas. Before
the meeting distribute any materials that will be shared. If documents will be edited or marked
during the meeting, be sure participants know how to use the online editing tools. Finally,
to avoid panic at the last minute, encourage participants to log on 15 minutes early. Some
programs require downloads and installations that can cause immense frustration if not

done early.
What ground rules are Ground Rules for Virtual Meetings. During virtual meetings, establishing a
important for virtual meetings? few ground rules achieves the best results. For one thing, explain how questions may be asked

and answered. Many meeting programs allow participants to “raise their hand” with an icon on
a side panel of the computer screen. Then they can type in their question for the leader and
others to see. Unless the meeting involves people who know each other well, participants in
audioconferences should always say their names before beginning to comment.

One of the biggest problems of virtual meetings is background noise from participants
offices or homes. You might hear dogs barking, telephones ringing, and toilets flushing. Meeting
planners disagree on whether to require participants to put their phones on mute. Although the
mute button reduces noise, it also prevents immediate participation and tends to deaden the

1
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conference. If you decide to ask participants to mute their phones, make it part of your ground
rules and include a reminder at the beginning of the session. In addition, remind people to turn
off cell phones and smartphones. As a personal ground rule, don't allow yourself to multitask—
and that includes not checking your e-mail—during virtual meetings. Giving your full attention
is critical if the meeting requires engagement and interaction.

Techniques for Collaborating Successfully in Virtual Meetings.  What techniques can presenters
Collaborating successfully in virtual meetings requires awareness of limitations and techniques use to prevent participants
for overcoming those limitations. For example, when individuals meet face-to-face, they usually ~ from getting lost during virtual
can recognize blank looks when people do not understand something being discussed. But in meetings?
virtual meetings participants and presenters cannot always see each other."They [participants]
will lose place, lose focus, and lose attention to the meeting,” one meeting expert noted.*®
He also warned that participants won't tell you if they are lost. As a result, when presenting
ideas at a virtual meeting, you should be as precise as possible. Give examples and use
simple language. Recap and summarize often. Confirm your understanding of what is being
discussed. If you are a presenter, project an upbeat, enthusiastic, and strong voice. Without eye
contact and nonverbal cues, the best way to keep the attention of the audience is through a
powerful voice.
To encourage participation and avoid traffic jams with everyone talking at once,
experts suggest a number of techniques. Participants soon lose interest if the leader is the
only one talking. Therefore, encourage dialogue by asking questions of specific people.
Often you will learn not only what the person is thinking but also what others feel but have
not stated. Another technique that promotes discussion and gives everyone a chance to

Planning and Participating in Productive Meetings

Before the Meeting ® Encourage participation. Strive to be sure that all participants’

® Consider alternatives. Unless a topic is important and pressing, views are heard and that no one monopolizes the discussion.
avoid calling a meeting. Perhaps an e-mail message, telephone Avoid digressions by steering the group back to the topics on
call, or announcement would serve the purpose as well. the agenda. In virtual meetings be sure participants identify

® Invite the right people. To make decisions, invite those people RIS fole speaking.

who have information and authority to make the decision and ® Confront conflict frankly. Encourage people who disagree
implement it. to explain their positions completely. Then restate each

position and ask for group comments. The group may modify a
recommendation or suggest alternatives before agreeing on a
plan of action.

® Distribute an agenda. Prepare and distribute an agenda
that includes the date and place of the meeting, the starting
and ending time, a brief description of each topic, the names

of people responsible for any action, and a proposed time ® Summarize along the way. When the group seems to reach a
allotment for each topic. consensus, summarize and see whether everyone agrees.

® Use a calendaring program. If available, use calendaring software Ending the Meeting and Following Up
to set a meeting date, issue invitations, and send the agenda. ® Review meeting decisions. At the end of the meeting, consider

using “round the table” to be sure everyone understands
what has been decided. Discuss action items, and establish a
schedule for completion.

® Train participants on technology. Especially for virtual
meetings, be sure participants are comfortable with the

conferencing software.
® Distribute minutes of meeting. A few days after the

meeting, arrange to have the secretary distribute the minutes.
Use an e-mail template, if available, to distribute meeting
minutes.

During the Meeting

® Start on time and introduce the agenda. Discuss the goal
and length of the meeting, provide background of topics for
discussion, suggest possible solutions and constraints, propose
a tentative agenda, and clarify the ground rules for the meeting.  ® Remind people of action items. Follow up by calling people to

e Appoint a secretary and a recorder. Ask one attendee to make see whether they are completing the actions recommended at

a record of the proceedings, and ask another person to record the meeting.
discussion topics on a flipchart or whiteboard.
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speak is “round the table,” which we mentioned earlier. Go through the list of participants
inviting each to speak for 30 seconds without interruption. If individuals have nothing
to say, they may pass when their names are called. A second “round the table” provides
another opportunity to speak. Leaders should avoid asking leading questions such as, Does
everyone agree? Remote attendees cannot answer easily without drowning out each other’s
responses.

One final suggestion involves building camaraderie and trust. For teams with distant
members, it helps to leave time before or after the scheduled meeting for small talk. A few
moments of chat builds personal bonds and establishes a warm environment. Even with larger,
unfamiliar groups, you can build trust and interest by dialing in early and greeting others as they
join the group.

Virtual meetings are the wave of the future. Learning to plan and participate in them
professionally will enhance your career as a business communicator. The checklist on page 57
summarizes helpful techniques for both face-to-face and virtual meetings.

Listening in the Workplac

LEARNING OBJECTIVE 5 “No one ever listened himself out of a job,” observed President Calvin Coolidge many years

Explain and implement active ago. His words are even more significant today as employers become increasingly aware that

listening techniques. listening is a critical employee and management skill. Listening skills are part of the professional
traits that employers seek when looking for well-rounded candidates who can be hired and
promoted.

But, you may be thinking, everyone knows how to listen. Most of us believe that listening
is an automatic response to noise. We do it without thinking. Perhaps that explains why so
many of us are poor listeners. In this section we explore the importance of listening, the kinds
of listening required in the workplace, and how to become a better listener. Although many of
the tips for improving your listening skills will be effective in your personal life, our discussion
centers primarily on workplace and employment needs.

As you learned earlier, workers are communicating more than ever before, largely because
of the Internet, teamwork, global competition, and emphasis on customer service. A vital
ingredient in every successful workplace is high-quality communication, and three quarters of
high-quality communication involves listening.*

Listening skills are important for career success, organization effectiveness, and worker
satisfaction. Numerous studies and experts report that good listeners make good managers
and that good listeners advance more rapidly in their organizations.”> Studies of Fortune
500 companies report that soft skills such as listening, writing, and speaking are most likely
to determine hiring and career success.*' Listening is especially important in the workplace
because we spend so much time doing it. Although estimates vary, it is thought that most
workers spend 30 to 45 percent of their communication time listening.* Executives spend 60 to
70 percent of their communication time listening.*

Poor Listening Habits

Why are most people poor Although workplace executives and employees devote the bulk of their communication time to
listeners? listening, research suggests that they're not very good at it. In fact, most of us are poor listeners.
Some estimates indicate that only half of the oral messages heard in a day are completely
understood.* Experts say that we listen at only 25 percent efficiency. In other words, we ignore,
forget, distort, or misunderstand 75 percent of everything we hear.
Poor listening habits may result from several factors. Lack of training is one significant factor.
Few schools give as much emphasis to listening as they do to the development of reading,
speaking, and writing skills. In addition, our listening skills may be less than perfect because of
the large number of competing sounds and stimuli in our lives that interfere with concentration.
Finally, we are inefficient listeners because we are able to process speech much faster than
others can speak. While most speakers talk at about 125 to 175 words per minute, listeners
can listen at 450 words per minute.* The resulting lag time fosters daydreaming, which clearly
reduces listening efficiency.
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Types of Workplace Listening

On the job you can expect to be involved in many types of listening. These include listening What are three types of

to superiors, listening to fellow colleagues and team members, and listening to customers.  workplace listening? How do
If you are an entry-level employee, you will probably be most concerned with listening to  they differ?

superiors. But you also must develop skills for listening to colleagues and team members. As

you advance in your career and enter the ranks of management, you will need skills for listening

to subordinates. Finally, the entire organization must listen to customers to compete in today’s

service-oriented economy.

Listening to Superiors. On the job one of your most important tasks will be listening
to instructions, assignments, and explanations about how to do your work. You will be listening
to learn and to comprehend. To focus totally on the speaker, be sure you are not distracted by
noisy surroundings or other tasks. Don't take phone calls, and don't try to complete another
job while listening with one ear. Show your interest by leaning forward and striving for good
eye contact.

Above all, take notes. Don't rely on your memory. Details are easy to forget. Taking selective
notes also conveys to the speaker your seriousness about hearing accurately and completely.
Don't interrupt. When the speaker finishes, paraphrase the instructions in your own words. Ask
pertinent questions in a nonthreatening manner. Don't be afraid to ask “dumb” questions, if it
means you won't have to do a job twice. Avoid criticizing or arguing when you are listening to
a superior. Your goals should be to hear accurately and to convey an image of competence.

Listening to Colleagues and Teammates. Much of your listening will take
place during interactions with fellow workers and teammates. In these exchanges two kinds of
listening are important. Critical listening enables you to judge and evaluate what you are hearing.
You will be listening to decide whether the speaker's message is fact, fiction, or opinion. You will
also be listening to decide whether an argument is based on logic or emotion. Critical listening
requires an effort on your part. You must remain objective, particularly when you disagree with
what you are hearing. Control your tendency to prejudge. Let the speaker have a chance to
complete the message before you evaluate it. Discriminative listening is necessary when you
must understand and remember. It means you must identify main ideas, understand a logical
argument, and recognize the purpose of the message.

Listening to Customers. As the US. economy becomes increasingly service  Why s itimportant to listen to
oriented, the new management mantra has become‘customers rule’Many organizations know customers?
that listening to customers results in increased sales and profitability as well as improved
customer acquisition and retention. The simple truth is that consumers feel better about
companies that value their opinions. Listening is an acknowledgment of caring and is a
potent retention tool. Customers want to be cared about. By doing so, companies fulfill a
powerful human need.
How can organizations improve their customer listening techniques? Because employees
are the eyes and ears of the organization, smart companies begin by hiring staff workers who
genuinely care about customers. Listening organizations also train their employees to listen
actively and to ask gentle, probing questions to ensure clear understanding. As you can see in
Figure 2.10 on page 60, employees trained in listening techniques are far more likely to elicit
customer feedback and promote goodwill than untrained employees are.

Improving Workplace Listening

Listening on the job is more difficult than listening in college classes where experienced
professors present well-organized lectures and repeat important points. Workplace
listening is more challenging because information is often exchanged casually. It may be
disorganized, unclear, and cluttered with extraneous facts. Moreover, your fellow workers
are usually friends. Because they are familiar with you, they may not be as polite and
respectful as they are with strangers. Friends tend to interrupt, jump to conclusions, and
take each other for granted.

Listening in groups or listening to nonnative speakers further complicates the listening
process. In groups, more than one person talks at once, and topics change rapidly. Group
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FIGURE 2.10 Listening to Customers: Comparing Trained and Untrained Listeners

Untrained Listeners Trained Listeners

You tune out some of what the customer is saying because you You defer judgment. You listen for the customer’s feelings and

know what the answer is. assess the situation.

You are quick to mentally criticize grammar, voice tone, and You pay most attention to content, not to appearances, form, or

speaking style. You focus on style. other surface issues.

You tend to listen mainly for facts and specific bits of information. You listen completely, trying to really understand every nuance.
This enthralls speakers.

You attempt to take in everything the customer is saying, You listen primarily for the main idea and avoid replying to

including exaggerations and errors (referred to as “fogging”) so everything, especially sidetracking issues.

that you can refute each comment.

You divide your attention among two or more tasks because You do one thing at a time, realizing that listening is a full-time job.
listening is automatic.

You tend to become distracted by emotional words and have You control your anger and refuse to fight fire with fire.
difficulty controlling your angry responses.

You are silent for a few seconds after a
customer finishes to be sure the thought
is completed.

You interrupt the customer.

You give few, if any, verbal responses. You give affirming statements and invite

additional comments.

© Viewstock/Inmagine

members are monitoring both verbal and nonverbal messages to learn what relates to their
group roles. Listening to nonnative speakers often creates special challenges. The accom-
panying Career Coach box on page 61 offers suggestions for improving communication
between native and nonnative speakers. Chapter 3 presents more suggestions for commu-
nicating across cultures.

Ten Keys to Building Powerful Listening Skills

Despite the complexities and challenges of workplace listening, good listeners on the job must
remember that their goal is to listen carefully and to understand what is being said so that they
can do their work well. The following recommendations can help you improve your workplace
listening effectiveness.

1. Control external and internal distractions. Move to an area where you can hear without
conflicting noises or conversations. Block out surrounding physical distractions. Internally,
try to focus totally on the speaker. If other projects are on your mind, put them on the back
burner temporarily. When you are emotionally charged, whether angry or extremely happy,
it is a good idea to postpone any serious listening.

Which of these ten keys to 2. Become actively involved. Show that you are listening closely by leaning forward and

building listening skills is easiest maintaining eye contact with the speaker. Don't fidget or try to complete another task

to implement? Which is hardest? at the same time you are listening. Listen to more than the spoken words. How are they
said? What implied meaning, reasoning, and feelings do you hear behind the spoken
words? Does the speaker's body language (eye contact, posture, movements) support or
contradict the main message?

w

Separate facts from opinions. Facts are truths known to exist; for example, Microsoft
is located in Redmond, Washington. Opinions are statements of personal judgments or
preferences; for example, Microsoft stock is always a good investment. Some opinions
are easy to recognize because speakers preface them with statements such as, / think,
It seems to me, and As far as I'm concerned.® Often, however, listeners must evaluate
assertions to decide their validity. Good listeners consider whether speakers are credible
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and speaking within their areas of competence. They do not automatically accept
assertions as facts.

b

Identify important facts. Speakers on the job often intersperse critical information with
casual conversation. Unrelated topics pop up—~ball scores, a customer’s weird request, a
computer glitch, the boss's extravagant new SUV. Your task is to select what's important
and register it mentally. What step is next in your project? Who does what? What is your
role?

5. Avoid interrupting. While someone else has the floor, do not interrupt with a quick
reply or opinion. And don't show nonverbal disagreement such as negative head shaking,
rolling eyes, sarcastic snorting, or audible sighs. Good listeners let speakers have their say.
Interruptions are not only impolite, but they also prevent you from hearing the speaker’s
complete thought. Listeners who interrupt with their opinions sidetrack discussions and
cause hard feelings.

6. Ask clarifying questions. Good listeners wait for the proper moment and then ask
questions that do not attack the speaker. Instead of saying, But | don't understand how you
can say that, a good listener seeks clarification with statements such as, Please help me
understand by explaining more about. . .. Because questions can put you in the driver’s seat,
think about them in advance. Use open questions (those without set answers) to draw out
feelings, motivations, ideas, and suggestions. Use closed fact-finding questions to identify
key factors in a discussion.”” By the way, don't ask a question unless you are ready to be
quiet and listen to the answer.

CAREER COACH

Listening to Nonnative Speakers in the Workplace

Many workplaces today involve interactions between native and °

Don't finish sentences. Allow nonnative speakers to choose

nonnative English speakers. As immigration increases and as local
businesses expand into global markets, the chances are good that
you will at times be listening to speakers for whom English is a second
or third language. Although many speakers have studied English and
comprehend it, they may have difficulty speaking it. Why? Vowels

and consonants are pronounced differently. Learning the inflection
and sentence patterns of English is difficult when they conflict with
the speaker’s native tongue. Most “errors” in pronunciation occur in
meaningful patterns traced to their home languages.

Moreover, nonnative speakers are intimidated by the fluency of
native speakers; therefore, they don't try to become fluent. They worry
about using incorrect verb forms and tenses. They may be trying to
translate thoughts from their own language word for word into the
foreign language. Often, they spend so long thinking about how to
express a thought that the conversation moves on. Many worry about

their words and complete their sentences without volunteering
your help. You may find that they are saying something quite
different from what you expected.

Don’t correct grammar and pronunciation. Although you may
think you are helping nonnative speakers by correcting them, it
is better to focus on what they are expressing and forget about
teaching English. As one company caller said, “If | could speak
better English, | would already be doing it

Don’t pretend to understand. It is perfectly all right to tell a
speaker that you are having a little difficulty understanding him
or her.

Practice listening to many varieties of English. Improving
your skill at comprehending many accents as well as native
dialects (for example, Southern, Western, and Northeastern)
can be a valuable skill in today’s diverse and intercultural

being judged negatively and losing face. What can native speakers do workplace.
to become better listeners when nonnatives speak?
e Avoid negative judgment of accented speech. Many Career Application

nonnative speakers of English speak an articulate, insightful, and
complex variety of English. Their speech may retain remnants of
their native language. Don't assume, however, that a nonnative
speaker struggling with pronunciation is unintelligent. Instead,
imagine how difficult it would be for you to learn that person’s
language.

e Be patient. Americans are notoriously poor listeners.
Strive to overcome the need to hurry a conversation along.
Give nonnative speakers time to express their thoughts.

In a class forum, discuss these questions: How do you think

nonnative speakers feel when they must converse with native

speakers in a work environment? For nonnative speakers, what

is most frustrating in conversation? For native speakers, what

is awkward or frustrating in talking with nonnative speakers?

What embarrassing moments have you experienced as a result

of mispronunciations or misunderstandings? What suggestions

can native and nonnative speakers make for improving

communication?
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7. Paraphrase to increase understanding. To make sure you
understand a speaker, rephrase and summarize a message in
your own words. Be objective and nonjudgmental. Remember,
your goal is to understand what the speaker has said—not to
show how mindless the speaker’s words sound when parroted.
Remember, too, that other workplace listeners will also benefit
from a clear summary of what was said.

Spotlight on Communicators

Celebrated talk show host

Oprah Winfrey owes much of
her success to the artful appli-
cation of the simple process

of listening and responding.
“Communicating with people

is how | always developed any 8
kind of value about myself

said the most successful female
entertainer in the world. On

her show, she is able to block out external distractions,
become actively involved, listen empathically without
interrupting, paraphrase her guests’ideas, and ask clarify-
ing questions to draw out deep meanings and issues that
underlie their everyday lives.

Capitalize on lag time. While you are waiting for a speaker’s next
idea, use the time to review what the speaker is saying. Separate
the central idea, key points, and details. Sometimes you may have
to supply the organization. Use lag time to silently rephrase and
summarize the speaker’s message. Another effective trick for keeping
your mind from drifting is to try to guess what a speaker’s next point
will be. Most important, keep your mind focused on the speaker and
his or her ideas—not on all the other work waiting for you.

© Tony Barson/Wirelmage/Getty Images

9. Take notes to ensure retention. Do not trust your memory. A wise

person once said that he would rather have a short pencil than a

long memory. If you have a hallway conversation with a colleague and don't have a pencil

handy, make a mental note of the important items. Then write them down as soon as

possible. Even with seemingly easily remembered facts or instructions, jot them down to

ease your mind and also to be sure you understand them correctly. Two weeks later you

will be glad you did. Be sure you have a good place to store notes of various projects, such
as file folders, notebooks, or computer files.

10. Be aware of gender differences. Men tend to listen for facts, whereas women tend to
perceive listening as an opportunity to connect with the other person on a personal level.®
Men tend to use interrupting behavior to control conversations, while women generally
interrupt to communicate assent, to elaborate on an idea of another group member, or
to participate in the topic of conversation. Women listeners tend to be attentive, provide
steady eye contact, remain stationary, and nod their heads.” Male listeners are less attentive,
provide sporadic eye contact, and move around. Being aware of these tendencies will make
you a more sensitive and knowledgeable listener. To learn more about gender differences

in communication, see the Career Coach box in Chapter 3.

Improving Listening
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® Stop talking. Accept the role of listener by concentrating on @ Paraphrase the speaker’s ideas. Silently repeat the message

the speaker’s words, not on what your response will be.

o Work hard at listening. Become actively involved; expect to
learn something.

e Block out competing thoughts. Concentrate on the message.

Don't allow yourself to daydream during lag time.

@ Control the listening environment. Move to a quiet area
where you won't be interrupted by telephone calls or visitors.
Check to be certain that listeners can hear speakers.

® Maintain an open mind. Know your biases and try to
correct for them. Be tolerant of less-abled and different-
looking speakers. Provide verbal and nonverbal feedback.
Encourage the speaker with comments such as, Yes, I see, OK,
and Uh huh. Ask polite questions, and look alert by leaning
forward.

in your own words, sort out the main points, and identify
supporting details. In conversation sum up the main points to
confirm what was said.

Listen between the lines. Observe nonverbal cues and
interpret the feelings of the speaker: What is really being said?
Distinguish between facts and opinions. Know the difference
between factual statements and opinions stated as assertions.
Capitalize on lag time. Use spare moments to organize, review,
anticipate, challenge, and weigh the evidence.

Use memory devices. If the information is important, develop
acronyms, links, or rhymes to help you remember.

Take selective notes. If you are hearing instructions or
important data, record the major points; then, revise your notes
immediately or verify them with the speaker.
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Communicating Through No

Understanding messages often involves more than merely listening to spoken words. Nonverbal LEARNING OBJECTIVE 6
cues also carry powerful meanings. Nonverbal communication includes all unwritten and Understand how the functions
unspoken messages, both intentional and unintentional. Eye contact, facial expression, body and forms of nonverbal
movements, space, time, distance, appearance—all of these nonverbal cues influence the way communication can help you
a message is interpreted, or decoded, by the receiver. Many of the nonverbal messages that we advance your career.
send are used intentionally to accompany spoken words. When Stacy slaps her monitor and
shouts “This computer just crashed again!”we interpret the loudness of her voice and the act of
slapping the machine as intentional emphasis of her words. But people can also communicate
nonverbally even when they don't intend to. What's more, not all messages accompany words.
When Jeff hangs on to the speaker’s rostrum and barely looks at the audience during his
presentation, he sends a nonverbal message of fear and lack of confidence.

Because nonverbal communication is an important tool for you to use and control in the
workplace, you need to learn more about its functions and forms.

Functions of Nonverbal Communication

Nonverbal communication helps to convey meaning in at least five ways. As you become more What important functions does
aware of the following functions of nonverbal communication, you will be better able to use nonverbal communication

: . ; e
these silent codes to your advantage in the workplace. serve? Can yof{give original
examples of each?

® To complement and illustrate. Nonverbal messages can amplify, modify, or provide
details for a verbal message. For example, in describing the size of a cell phone, a speaker
holds his fingers apart 5 inches. In pumping up sales reps, the manager jams his fist into
the opposite hand to indicate the strong effort required.

® To reinforce and accentuate. Skilled speakers raise their voices to convey important
ideas, but they whisper to suggest secrecy. A grimace forecasts painful news, whereas
a big smile intensifies good news. A neat, well-equipped office reinforces a message of
professionalism.

® To replace and substitute. Many gestures substitute for words: nodding your head
for yes, giving a V for victory, making a thumbs-up sign for approval, and shrugging your
shoulders for / don't know or | don't care. In fact, a complex set of gestures totally replaces
spoken words in sign language.

® To control and regulate. Nonverbal messages are important regulators in conversation.
Shifts in eye contact, slight head movements, changes in posture, raising of eyebrows,
nodding of the head, and voice inflection—all of these cues tell speakers when to continue,
to repeat, to elaborate, to hurry up, or to finish.

® To contradict. To be sarcastic, a speaker might hold his nose while stating that your new
perfume is wonderful. During one election debate, a candidate was seriously attacking
his opponent’s “fuzzy” math. The other candidate smiled and winked at the audience. His
body language contradicted the attack being made by his opponent. In the workplace,
individuals may send contradictory messages with words or actions. The boss, for example,
says he wants to promote Kevin, but he fails to submit the necessary recommendation.

In many situations people may not be aware that they are sending contradictory messages. If nonverbal cues contradict
Researchers have found that when verbal and nonverbal messages contradict each other, ~ verbal messages, which do
listeners tend to believe and act on the nonverbal message. How would you interpret the ~ Feceivers tend to believe?
following?

® Brenda assures her boss that she has enough time to complete her assigned research, but
she misses two deadlines.

® Tyler protests that he's not really angry but slams the door when he leaves a group
meeting.

® Kyoko claims she's not nervous about a team presentation, but her brow is furrowed and
she perspires profusely.
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Why are the eyes thought to be
the most accurate predictor of a
speaker’s true feelings?

ETHics CHECK

Impressing Your Instructor
Projecting a professional

image begins in your business
communication classroom and
in other courses in which your
instructors evaluate your work
and your participation. Imagine
how a professor perceives
students who skip classes, arrive
late, forget homework, yawn
with their tonsils showing, chew
gum or eat, and doodle during
class. What message does such
nonverbal behavior send?
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The nonverbal messages in these situations speak louder than the words uttered. In
one experiment speakers delivered a positive message but averted their eyes as they spoke.
Listeners perceived the overall message to be negative. Moreover, listeners thought that gaze
aversion suggested nonaffection, superficiality, lack of trust, and nonreceptivity.® The lesson
to be learned here is that effective communicators must be certain that all their nonverbal
messages reinforce their spoken words and their professional goals. To make sure that you're on
the right track to nonverbal communication competency, let's look more carefully at the specific
forms of nonverbal communication.

Forms of Nonverbal Communication

Instead of conveying meaning with words, nonverbal messages carry their meaning in a
number of other forms ranging from facial expressions to body language and even clothes.
Each of us sends and receives thousands of nonverbal messages daily in our business and
personal lives. Although the following discussion covers all forms of nonverbal communication,
we will be especially concerned with workplace applications. As you learn about the messages
sent by eye contact, facial expressions, posture, gestures, as well as the use of time, space,
territory, and appearance, think about how you can use these nonverbal cues positively in
your career.

Eye Contact. The eyes have been called the “windows to the soul” Even if communicators
can't look directly into the soul, they consider the eyes to be the most accurate predictor of a
speaker’s true feelings and attitudes. Most of us cannot look another person straight in the eyes
and lie. As a result, we tend to believe people who look directly at us. We have less confidence
in and actually distrust those who cannot maintain eye contact. Sustained eye contact suggests
trust and admiration; brief eye contact signifies fear or stress. Prolonged eye contact, however,
can be intrusive and intimidating. One successful CEO says that he can tell from people’s eyes
whether they are focused, receptive, or distant. He also notes the frequency of eye blinks when
judging a person’s honesty.”!

Good eye contact enables the message sender to determine whether a receiver is paying
attention, showing respect, responding favorably, or feeling distress. From the receiver’s
perspective, good eye contact reveals the speaker’s sincerity, confidence, and truthfulness.
Because eye contact is a learned skill, however, you must be respectful of people who do not
maintain it. You must also remember that nonverbal cues, including eye contact, have different
meanings in various cultures. Chapter 3 presents more information about the cultural influence
of nonverbal cues.

Facial Expression. The expression on a communicator’s face can be almost as revealing
of emotion as the eyes. Researchers estimate that the human face can display over 250,000
expressions.®? Although a few people can control these expressions and maintain a “poker
face”when they want to hide their feelings, most of us display our emotions openly. Raising or
lowering the eyebrows, squinting the eyes, swallowing nervously, clenching the jaw, smiling
broadly—these voluntary and involuntary facial expressions supplement or entirely replace
verbal messages. In the workplace, maintaining a pleasant expression with frequent smiles
promotes harmony.

Posture and Gestures. Anindividual’s general posture can convey anything from high
status and self-confidence to shyness and submissiveness. Leaning toward a speaker suggests
attraction and interest; pulling away or shrinking back denotes fear, distrust, anxiety, or disgust.
Similarly, gestures can communicate entire thoughts via simple movements. But remember that
these nonverbal cues may have vastly different meanings in different cultures. An individual who
signals success by forming the thumb and forefinger into a circle would be in deep trouble in
Germany or parts of South America. The harmless OK sign is actually an obscene reference in
those areas.

In the workplace you can make a good impression by controlling your posture and
gestures. When speaking, make sure your upper body is aligned with the person to whom
you're talking. Erect posture sends a message of confidence, competence, diligence, and
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strength. During the Microsoft antitrust trial, CEO Bill Gates slouched in his chair and rocked What nonverbal message does
back and forth as he pondered questions and responded. Body language experts thought his erect posture send?

childlike, rhythmic rocking did not help his case.** Women are advised to avoid tilting their

heads to the side when making an important point. This gesture diminishes the main thrust

of the message.®

Time. How we structure and use time tells observers about our personality and attitudes. What nonverbal message
For example, when Maritza Perez, a banking executive, gives a visitor a prolonged interview, does being on time for an
she signals her respect for, interest in, and approval of the visitor or the topic being discussed. appointment send?

By sharing her valuable time, she sends a clear nonverbal message. Likewise, when David Ing

twice arrives late for a meeting, it could mean that the meeting has low priority to David, that he

is a self-centered person, or that he has little self-discipline. These are assumptions that typical

Americans might make. In other cultures and regions, though, punctuality is viewed differently.

In the workplace you can send positive nonverbal messages by being on time for meetings and

appointments, staying on task during meetings, and giving ample time to appropriate projects

and individuals.

Space. How we arrange things in the space around us tells something about ourselves
and our objectives. Whether the space is a dorm room, an office, or a department, people
reveal themselves in the design and grouping of furniture within that space. Generally, the
more formal the arrangement, the more formal and closed the communication environment.
An executive who seats visitors in a row of chairs across from his desk sends a message of
aloofness and desire for separation. A team leader who arranges chairs informally in a circle
rather than in straight rows or a rectangular pattern conveys her desire for a more open,
egalitarian exchange of ideas. A manager who creates an open office space with few partitions
separating workers' desks seeks to encourage an unrestricted flow of communication and
work among areas.

Territory. Each of us has certain areas that we feel are our own territory, whether it is a During conversation, how close
specific spot or just the space around us. Your father may have a favorite chair in which he is do you allow people to stand to
most comfortable, a cook might not tolerate intruders in her kitchen, and veteran employees you?

may feel that certain work areas and tools belong to them. We all maintain zones of privacy in

which we feel comfortable. Figure 2.11 categorizes the four zones of social interaction among

Americans, as formulated by anthropologist Edward T. Hall. Notice that we North Americans

are a bit standoffish; only intimate friends and family may stand closer than about 1% feet. If

someone violates that territory, we feel uncomfortable and defensive and may step back to

reestablish our space. A classic episode in the Seinfeld TV program aptly described a close-talker

as a“space invader!In the workplace be aware of the territorial needs of others and don't invade

their space.

Appearance of Business Documents. The way a letter, memo, or report looks
can have either a positive or a negative effect on the receiver. Envelopes through their postage,

FIGURE 2.11 Four Space
Zones for Social
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CAREER COACH
Perils of Casual Apparel in the Workplace

Your choice of work clothes sends a strong nonverbal message casual-dress days for at least part of the workweek—even if it is just

about you. It also affects the way you work. Some surveys suggest on Fridays during the summer.

that the pendulum is swinging back to more conservative attire in

the workplace,* although employers and employees have mixed What Employees Need to Know

feelings about what to wear to work. The following suggestions, gleaned from surveys and articles about
casual-dress trends in the workplace, can help future and current

What Critics Are Saying employees avoid casual-dress blunders.

Some employers oppose casual dress because, in their opinion, too e For job interviews, dress conservatively or call ahead to ask the

many workers push the boundaries of what is acceptable. They contend interviewer or the receptionist what is appropriate.

that absenteeism, tardiness, and flirtatious behavior have increased since  ®  Find out what your company allows. Ask whether a dress-down

dress-down policies began to be implemented. Relaxed dress codes policy is available. Observe what others are wearing on casual-

also lead to reduced productivity and lax behavior. Image counselor dress days.

Judith Rasband claimed that the general casualization of Americahas  ® If your company has no casual-dress policy, volunteer to work

resulted in an overall decline in civility. “Manners break down, you begin with management to develop relevant guidelines, including

to feel down, and you're not as effective;’ she said.” Others fear that illustrations of suitable casual attire.

the authority and credibility of casually attired executives, particularly ~ ® Avoid wearing the following items: T-shirts, sandals, flip-flops,

females and minorities, are undermined.’® Moreover, customers are shoes without socks, backless dresses, tank tops, shorts, miniskirts,

often turned off by casually attired employees.>? spandex, athletic shoes, hiking boots, baseball caps, and visors.®

e When meeting customers, dress as well as or better than they do.

What Supporters Are Saying

Supporters argue that comfortable clothes and relaxed working
environments lift employee morale, increase employee creativity,
and improve internal communication. Employees appreciate
reduced clothing-related expenses, while employers use casual
dress as a recruitment and retention tool. Because employees
seem to love casual dress, nine out of ten employers have adopted

Career Application

In small groups or in your full class, debate the following
proposition: Resolved: That business casual dress be made the dress
standard throughout the United States. Think of arguments beyond
those presented here. Your instructor will provide details for
arranging the debate.

stationery, and printing can suggest routine, important, or junk mail. Letters and reports can
look neat, professional, well organized, and attractive—or just the opposite. Sloppy, hurriedly
written documents convey negative nonverbal messages regarding both the content and the
sender. Among the worst offenders are e-mail messages.

Although they seem like conversation, e-mails are business documents that create a
permanent record and often a bad impression. Sending an e-mail message full of errors conveys
a damaging nonverbal message. It says that the writer doesn't care enough about this message
to take the time to make it read well or look good. The sender immediately doubts the credibility
of the sender. How much faith can you put in someone who can't spell, capitalize, or punctuate
and won't make the effort to communicate clearly?

In succeeding chapters you will learn how to create documents that send positive nonverbal
messages through their appearance, format, organization, readability, and correctness.

What does a person’s Appearance of People. The way you look—your clothing, grooming, and posture—
appearance communicate? telegraphs aninstant nonverbal message about you. Based on what they see, viewers make quick
judgments about your status, credibility, personality, and potential. Business communicators
who look the part are more likely to be successful in working with superiors, colleagues, and
customers. Because appearance is such a powerful force in business, some aspiring professionals
are turning for help to image consultants (who charge up to $500 an hour!).
What do image consultants say? They suggest investing in appropriate, professional-looking
clothing and accessories. Remember that quality is more important than quantity. Avoid flashy
garments, clunky jewelry, garish makeup, and overpowering colognes. Pay attention to good
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FIGURE 2.12 Sending Positive Nonverbal Signals in the Workplace

Maintain direct but not
prolonged eye contact.
Express warmth with
frequent smiles.

Eye contact

Facial expression

Posture Convey self-confidence with
erect stance.
Gestures Suggest accessibility with
open-palm gestures.
Time Be on time; use time judiciously.
Space Maintain neat, functional work areas.
Territory Use closeness to show warmth and to reduce status differences.
Business documents  Produce careful, neat, professional, well-organized messages.
Appearance Be well groomed, neat, and appropriately dressed.

grooming, including a neat hairstyle, body cleanliness, polished shoes, and clean nails. Project
confidence in your posture, both standing and sitting.

One of the latest fashion rages is body art in the form of tattoos. Once seen primarily on
bikers, prisoners, and sailors, inked images such as butterflies, bluebirds, spiders, and angels
increasingly adorn the bodies of those who seek to be unique. Think twice, however, before
displaying “tats” at work. Visible tattoos may make you feel distinctive and slightly daring, but

they could derail a professional career.
A less risky trend is the movement toward one or more days per week of casual dress at work.
Be aware, though, that casual clothes change the image you project and also may affect your work
style. See the accompanying Career Coach box regarding the pros and cons of casual apparel.

In the preceding discussion of nonverbal communication, you have learned that each of us
sends and responds to thousands of nonverbal messages daily in our personal and work lives.
You can harness the power of silent messages by reviewing Figure 2.12 and by studying the tips
in the following checklist.

Checklist

Techniques for Improving Nonverbal Communication Skills in the Workplace

® Establish and maintain eye contact. Remember that in the ® Avoid assigning nonverbal meanings out of context. Make
United States and Canada appropriate eye contact signals nonverbal assessments only when you understand a situation or
interest, attentiveness, strength, and credibility. a culture.

® Use posture to show interest. Encourage communication ® Associate with people from diverse cultures. Learn about
interaction by leaning forward, sitting or standing erect, and other cultures to widen your knowledge and tolerance of
looking alert. intercultural nonverbal messages.

® Reduce or eliminate physical barriers. Move out from behind ® Appreciate the power of appearance. Keep in mind that the
a desk or lectern; arrange meeting chairs in a circle. appearance of your business documents, your business space, and

® Improve your decoding skills. Watch facial expressions yourself send immediate positive or negative messages to others.
and body language to understand the complete verbal and ® Observe yourself on video. Ensure that your verbal and
nonverbal message being communicated. nonverbal messages are in sync by recording and evaluating

® Probe for more information. When you perceive nonverbal yourself making a presentation.
cues that contradict verbal meanings, politely seek additional ® Enlist friends and family. Ask friends and family members to
clues (I'm not sure | understand, Please tell me more about..., or monitor your conscious and unconscious body movements and
Do you mean that... ?). gestures to help you become a more effective communicator.
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Developing a Competitive Edge With

Professionalism and Business Etiquette Skills

LEARNING OBJECTIVE 7 Good manners and a businesslike, professional demeanor are among the soft skills that

Enhance your competitive edge employers seek in job candidates. Employers are far more likely to hire and promote someone

by developing professionalism who is courteous and professional than one who lacks these skills and traits. But can you really

and business etiquette skills. learn how to be courteous, civil, and professional? Of course! This section gives you a few
pointers.

Professionalism Leads to Success

How can you develop a Not everyone who seeks a job is aware of the employer's expectations. Some new-hires have
ComPet_itive nge with ) no idea that excessive absenteeism or tardiness is grounds for termination. Others are surprised
2:;’0:’3:::2’;7(2"72 and business to learn that they are expected to devote their full attention to their duties when on the job.
) One young man wanted to read Harry Potter novels when things got slow. Many employees
don't realize that they are sabotaging their careers when they sprinkle their conversation with
like, you know, and uptalk (making declarative statements sound like questions). Projecting and
maintaining a professional image can make a real difference in helping you obtain the job of
your dreams. Once you get that job, you are more likely to be taken seriously and much more
likely to be promoted if you look and sound professional. Do not send the wrong message with
unwitting or unprofessional behavior. Figure 2.13 reviews six areas you will want to check to be
sure you are projecting professionalism.

FIGURE 2.13 Projecting Professionalism When You Communicate

Unprofessional Professional
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Gaining an Etiquette Edge

Etiquette, civility, and goodwill efforts may seem out of place in today’s fast-paced, high-tech Do good manners make any
offices. However, an awareness of courtesy and etiquette can give you a competitive edgeinthe ~ difference in today’s workplace?
job market. When two candidates have equal qualifications, the one who appears to be more

polished and professional is more likely to be hired and promoted.

As workloads increase and face-to-face meetings decline, bad manners and incivility
are becoming alarmingly common in the American workplace.®" One survey showed that 71
percent of workers said they had been insulted, demeaned, ignored, or otherwise treated
discourteously by their coworkers and superiors.®* Employers, of course, suffer from the
resulting drop in productivity and exodus of talent. Employees, too, suffer. They worry about
incidents, think about changing jobs, and cut back their efforts on the job. It is not hard to
understand why employers are looking for people who are courteous, polite, respectful, and
well-mannered.

Good manners convey a positive image of an organization. People like to do business
with those who show respect and treat others civilly. Most of us also like to work in a pleasant
environment. Considering how much time is spent at work, you realize that it makes sense that
people prefer an agreeable environment to one that is rude and uncivil.

Etiquette is more about attitude than about formal rules of behavior. Attitude is a Why is etiquette more about
desire to show others consideration and respect. It includes a desire to make others feel ~ attitude than about formal rules
comfortable. You don't have to become an etiquette nut, but you might need to polish your ~ ©f behavior?
social competencies a little to be an effective businessperson today. Here are a few simple
pointers:

® Use polite words. Be generous with words and phrases such as please, thank you, and
you're welcome.

® Express sincere appreciation and praise. Tell coworkers how much you appreciate
their efforts. Remember that written thank-you notes are even better than saying
thanks.

® Be selective in sharing personal information. Avoid talking about health concerns,
personal relationships, or finances in the office.

® Don’t put people down. If you have a reputation for criticizing people, your coworkers
will begin to wonder what you are saying behind their backs.

® Respect coworkers’ space. Turn down the ringer on your business phone, minimize the
use of speakerphones, and turn your personal cell phone down or off during business
hours. Avoid wearing heavy perfumes or bringing strong-smelling food.

@® Rise above others’ rudeness. Don't use profanity or participate in questionable joke
telling.

® Be considerate when sharing space and equipment with others. Clean up after
yourself.

® Choose the high road in conflict. Avoid letting discussions degenerate into shouting
matches. Keep a calm voice tone and focus on the work rather than on

personality differences.
Want to do well on tests

and excel in your course?
Go to www.meguffey.com for
® To strengthen your etiquette skills, visit Dr. Guffey’s Guide to Business Etiquette and helpful interactive resources.
Workplace M s at .meguffey.com. You will find the author’s tips on o
ripiace Manners a. Www.megutiey.com. Tou wit 1 authors Hps © » Review the Chapter 2
topics such as networking manners, coping with cubicles, managers' manners, i lid
business gifts, dealing with angry customers, and gender-free etiquette. Your PowerPoint slides to
instructor may give you etiquette quizzes to test your skills from this online prepare for the first quiz.
material.

® Disagree agreeably. You may not agree with everyone, but you should respect
their opinions.
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Zooming In YOUR TURN
Teams Help FedEx Office Deliver Solutions

s an intern at FedEx Office, you have been given a task by senior

manager Daryl Thomas. He wants to develop a concise guide
with suggestions for engaging in virtual meetings. This guide would
be helpful for interns as well as for new team members. He knows
you have been studying team building and virtual meetings. He
asks you to prepare a list that summarizes how to plan and interact
professionally during virtual meetings.

Your Task

Using what you learned in this chapter, prepare a list of sugges-
tions for conducting virtual meetings (either video or audio). Work
individually or as a team. In addition to the advice in this chapter,
conduct Internet research and include at least two new ideas not
covered here. Present your list to your team or discuss in class. Your
instructor may ask you to prepare this information as a one-page
single-spaced memo addressed to Daryl Thomas, Senior Manager,
Sales Development and Education. See Chapter 8 for advice on
preparing interoffice memos.

© AP Images/Jeff Chiu

Explain the importance of professionalism, soft skills, and teamwork in today’s

workplace. Employers seek workers who have strong communication, team, listening,
nonverbal, and etiquette skills. Team skills are especially important because many organizations
are forming teams to compete in today’s fast-paced, global economy. Virtual teams are groups
of people who work independently with a shared purpose across space, time, and organization
boundaries using technology. Teams typically go through four stages of development: forming,
storming, norming, and performing. Some teams never reach the performing stage; however,
when they do, information flows freely, deadlines are met, and production exceeds expectations.

Understand how you can contribute positively to team performance, including

resolving workplace conflicts, avoiding groupthink, and reaching group decisions.
You can contribute positively to team performance if you abide by team rules, analyze tasks
in problem solving, offer ideas, stimulate discussion, listen actively, show interest in others’
ideas, praise others, and move the group toward its goal. In resolving conflict, you should listen,
understand the other's point of view, show a concern for the relationship, look for common
ground, invent new problem-solving options, and reach an agreement that is fair. Open
discussion of conflict prevents groupthink, a condition that leads to faulty decisions. Methods
for reaching group decisions include majority, consensus, minority, averaging, and authority
rule with discussion. Successful teams are small, diverse, and able to agree on their purpose,
procedures, and method of conflict resolution. They use good communication techniques,
collaborate rather than compete, accept ethical responsibilities, and share leadership.

Discuss effective techniques for planning and participating in face-to-face

workplace meetings. Workplace meetings are called only when urgent two-way
communication is necessary. Leaders should limit participation to those directly involved.
Leaders should start the meeting on time and keep the discussion on track. Conflict should be
confronted openly by letting each person present his or her views fully before having the group
decide which direction to take. Leaders should summarize what was said, end the meeting on
time, and distribute minutes afterwards. To participate actively, attendees should arrive early,
come prepared, have a positive attitude, and contribute respectfully. They should wait for others
to finish, use calm and pleasant voices, give credit to others, avoid using cell phones and laptops,

70 Are you ready? Get more practice at www.meguffey.com

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

Editorial review has deemed that any suppressed content does not materially affect the overall learning experience. Cengage Learning reserves the right to remove additional content at any time if subsequent rights restrictions require it.



help summarize the discussion, express views IN the meeting (not afterward), and follow up by
completing assigned actions.

Describe effective practices and technologies for planning and participating in
4 virtual meetings. Virtual meetings are gatherings that use technology to connect people
who cannot be together physically. Such meetings are increasingly popular because they save
travel time, trim costs, and reduce employee fatigue. Audioconferencing enables one or more
people in a work area to use an enhanced speakerphone to confer with others by telephone.
Videoconferencing combines video, audio, and communications networking technologies for
real-time interaction in special telepresence rooms. Web conferencing enables participants to
stay in their offices using their computers to present slides, share documents, and converse
in real time. During virtual meetings, participants should control background noise, give full
attention (avoiding cell phones or e-mail), mention their names before speaking, be precise, use
simple language, and project a strong voice.

Explain and implement active listening techniques. Experts say that we listen at
5 only 25 percent efficiency. While listening to superiors on the job, take selective notes,
avoid interrupting, ask pertinent questions, and paraphrase what you hear. When listening to
colleagues and teammates, listen critically to recognize facts and listen discriminately to identify
main ideas and to understand logical arguments. When listening to customers, defer judgment,
pay attention to content rather than form, listen completely, control emotions, give affirming
statements, and invite additional comments. Keys to building powerful listening skills include
controlling external and internal distractions, becoming actively involved, separating facts from
opinions, identifying important facts, refraining from interrupting, asking clarifying questions,
paraphrasing, taking advantage of lag time, taking notes to ensure retention, and being aware
of gender differences.

Understand how the functions and forms of nonverbal communication can

help you advance your career. Nonverbal communication includes all unwritten and
unspoken messages, both intentional and unintentional. Nonverbal communication takes many
forms including eye contact, facial expressions, posture, and gestures, as well as the use of time,
space, and territory. To improve your nonverbal skills, establish and maintain eye contact, use
posture to show interest, reduce or eliminate physical barriers, improve your decoding skills,
probe for more information, avoid assigning nonverbal meanings out of context, associate with
people from diverse cultures, appreciate the power of appearance, observe yourself on video,
and enlist friends and family to monitor your conscious and unconscious body movements and
gestures.

Enhance your competitive edge by developing professionalism and business
7 etiquette skills. You are more likely to be hired and promoted if you project professionalism
in the workplace. This includes avoiding speech habits that make you sound uneducated, crude,
or adolescent. Professionalism also is reflected in writing carefully worded e-mails and other
messages and having a businesslike e-mail address, as well as good voice mail, cell phone, and
telephone manners. To gain a competitive etiquette edge, use polite words, express sincere
appreciation and praise, be selective in sharing personal information with work colleagues,
avoid criticizing people, respect coworkers' space, rise above others’ rudeness, be considerate
when sharing space, choose the high road in conflict, and disagree agreeably.

Chapter Review

1. List seven reasons that explain why organizations are forming 5. Why are team decisions reached by consensus generally better
groups and teams. (Obj. 1) than those reached by majority rule? (Obj. 2)

2. What are virtual teams, and how can misunderstandings among 6. If you are considering organizing a meeting, what should you do
participants be reduced? (Obj. 1) before the meeting? (Obj. 3)

Compare and contrast positive and negative team behavior. (Obj. 2) 7. List five behaviors you consider most important to participate
4. What is groupthink, and how can it be avoided? (Obj. 2) actively in workplace meetings. (Obj. 3)

Are you ready? Get more practice at www.meguffey.com -
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8. How is videoconferencing different from Web conferencing?
(Obj. 4)

9. What techniques can make virtual meetings as effective as face-to-
face meetings? (Obj. 4)

10. According to experts, we ignore, forget, distort, or misunderstand
75 percent of everything we hear. Why are we such poor listeners?
(Obj. 5)

11. What are ten techniques for improving workplace listening? Be pre-
pared to describe each. (Obj. 5)

Critical Thinking

1. Harvard professor and team expert J. Richard Hackman claims that
research “consistently shows that teams underperform despite all
their extra resources®* How would you, as a critical thinker, respond
to this statement? (Obj. 1)

N

Evaluate the following statement: “Technical proficiency has never
been enough for professionals to grow beyond the staff level** Do
you agree or disagree, and why? (Obj. 1)

w

Why do executives and managers spend more time listening than
do workers? (Obj. 5)

12. List five functions of nonverbal communication. Provide an original
example of each. (Obj. 6)

13. List ten techniques for improving nonverbal communication skills
in the workplace. Be prepared to discuss each. (Obj. 6)

14. Compare and contrast examples of professional and unprofessional
behavior in regard to workplace speech habits and e-mail. (Obj. 7)

15. What five specific behaviors do you think would be most important
in giving you an etiquette edge in your business career? (Obj. 7)

4. What arguments could you give for or against the idea that body
language is a science with principles that can be interpreted
accurately by specialists? (Obj. 6)

5. Ethical Issue: Rochelle is a good member of your team. However,
you are disturbed that she is constantly promoting her Arbonne
beauty products to other members of the team. She shows catalogs
and keeps a supply of samples ready to distribute during lunch or
after hours. Her desk smells like a perfume counter. During team
meetings, she puts an order form on the table. As a team member,
what should you do? What if Rochelle were selling Girl Scout cookies?

2.1 Soft Skills: Identifying Personal Strengths (Obj. 1)

When hiring future workers, employers look for hard skills, which are
those we learn such as mastery of software applications or accoun-
tancy procedures, and soft skills. Soft skills are personal characteristics,
strengths, or other assets a person possesses. Studies have divided soft
skills into four categories:

 Thinking/problem solving
 Oral/written communication
»  Personal qualities/work ethic
+ Interpersonal/teamwork

Your Task. Using the preceding categories to guide you, identify your
own soft skills, paying attention to those attributes you think a poten-
tial employer would value. For each category prepare lists of at least
four items. For example, as evidence of problem solving you might list
a specific workplace or student problem you recognized and solved.
You will want to weave these words and phrases into cover letters and
résumés, which are covered in Chapter 15.

2.2 Team Effort: Denny’s Hopes to Rock With
All-Nighter Program (Obj. 1)

Attempting to win back the late-night market from McDonald's and
Wendy's, the venerable family dining chain, Denny’s, is revamping its
image and menu. From 10 p.m. to 5 am., selected restaurants offer
rock music, and the wait staff wears jeans and T-shirts instead of black
pants and collared shirts. To further appeal to a youth crowd, the menu
features sharable items such as seasoned kettle chips, mini-burgers,
and Sweet Ride Nachos (tortilla chips smothered in cinnamon sugar,
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fruit, hot fudge, and whipped cream). Alternative rock bands are paid
to drop in and pump up the party scene.

Deciding on a makeover to grab late-night business was a no-
brainer for Denny’s. Nearly half of its late-night customers are under 24,
and about two thirds are male. Most of these customers are not drop-
ping by after work; they are coming from nightclubs or bowling alleys.
A trip to Denny’s prolongs the party.

Adding to the party scene, Denny’s has coaxed several rock
bands to help it concoct late-night snacks. One band dreamed up
Bacon Cheeseburger Fries (fries topped with beef, cheese, bacon,
and onions). In addition, a new Denny's Web site features a rock
music blog, and the site encourages folks to vote for the rock band
that the food chain should adopt by feeding it free while the band
tours.®
Your Task. As a Denny’s marketing director, you have been asked to
investigate the success of Denny’s All-Nighter program to see whether
it should be expanded to the entire Southwest region. The vice presi-
dent asks you to take on this task alone because it is more efficient and
cost effective. Although you are flattered by the offer, you think the
task should be tackled by a team of managers. What arguments could
you bring to your boss to convince him that a team would be better
for this task than a single individual? In teams or individually, prepare
a list of points to convince the marketing vice president that a team
should tackle this task.

2.3 Reaching Group Decisions: Majority, Consensus, or
What? (Obj. 2)

) feam g

Your Task. In small groups decide which decision strategy is best for
the following situations:

Are you ready? Get more practice at www.meguffey.com
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a. Ateam of nine employees must decide whether to choose Macs or
PCs for their new equipment. They must all use the same computer
system.

b. Company employees numbering 900 or more must decide
whether to adopt a floating holiday plan proposed by man-
agement or stay with the current plan. An up-or-down vote is
required.

c. The owner of your company is meeting with all managers to decide
which departments will be allowed to move into a new facility.

d. Appointed by management, an employee team is charged with
making recommendations regarding casual Fridays. Management
feels that too many employees are abusing the privilege.

e. Members of a business club must decide which members will
become officers.

f. A group of town officials and volunteers must decide how to
organize a town Web site. Only a few members have technical
expertise.

g. An employee committee of three members (two supervisors and
the manager) must decide on promotions within a department.

h. A national professional organization with thousands of members
must decide on the site for its next convention.

2.4 Resolving Workplace Conflicts: Apply a Plan
(Obj. 2)
TR

Although conflict is a normal part of every workplace, if unresolved, it
can create hard feelings and reduce productivity.

Your Task. Analyze the following scenarios. In teams, discuss each
scenario and apply the six-step procedure for dealing with conflict
described in this chapter. Choose two of the scenarios to role-play,
with two of your team members taking roles.

a. Team member Ashton is angry. Once again he has been asked to
represent the company at an evening charity event because he
is not married, has no children, and therefore is available. Fellow
team member Andrea declined saying that she has a family and
children and must help them with their homework on school
nights. Other team members keep ducking these invitations saying
that they have families and cannot be expected to give up their
evenings. Ashton has represented the company at three events in
the past year, and he believes it is time for Andrea or the others to
step up.

b. A company policy manual is posted and updated at the company
intranet, an internal Web site. Employees must sign that they have
read and understand the manual. A conflict arises when team
member Brian insists that employees should sign electronically.
Fellow team member Erika thinks that a paper form should be
signed by employees so that better records may be kept.

¢. Domind's Pizza is considering adopting new uniforms, called
Domino’s Gear. The new outfits include colorful polo shirts with side
vents so that the shirts can be worn tucked in or out. Crewneck
shirts, page-boy hats, and denim caps give employees a number of
options. Considered a perk, the new uniforms are favored by most
employees at the company-owned Domino’s units. Employees of
two franchised units, however, prefer the old uniforms with tradi-
tional polo shirts and khakis. What's more, the old uniforms require
no new investment in clothing. The two sides must agree on new
uniforms and who should wear them.

d. Two management team members disagree on a new company
e-mail policy. One wants to ban personal e-mail totally. The other
thinks that an outright ban is impossible to implement. He is more
concerned with limiting Internet misuse, including visits to online

game, pornography, and shopping sites. The management team
members agree that they need an e-mail policy, but they disagree
on what to allow and what to prohibit.

e. A manager and his assistant plan to attend a conference together
at a resort location. Six weeks before the conference, the company
announces a cutback and limits conference support to only one
person. The assistant, who has developed a presentation specifically
for the conference, feels that he should be the one to attend. Travel
arrangements must be made immediately.

f.  Customer service rep Jackie comes to work one morning and
finds Alexa sitting at Workstation 2. Although the customer service
reps have no special workstation assigned to them, Jackie has the
longest seniority and has always assumed that Workstation 2 is
hers. Other workstations were available, but the supervisor told
Alexa to use Workstation 2 that morning because she didn't know
that Jackie would be coming in. When Jackie arrives and sees her
workstation occupied, she becomes angry and demands that Alexa
vacate "her” station.

2.5 Groupthink: Fastest Decision May Not Be Best
(Obj. 2)

You are a member of a team charged with recommending a vendor
to perform an upgrade of your firm's computer systems. Greg, the
group leader, suggests the company where his sister works, claiming
it will give your firm a good price. Lucinda says she will go along with
whatever the group decides. Estéban announces he has another
meeting in five minutes. Paul says he would like to solicit bids from
several companies before recommending any one firm, but Greg
dismisses that idea saying, “The sooner we make a recommendation,
the sooner we improve our computer systems. My sister’s firm will
make our job a top priority and besides, it's local. Let's support a
company in our own community. The committee urges Paul to
drop the idea of putting the job out to bid, and the group makes a
unanimous decision to recommend the firm of Greg's sister.

Your Task. In class discussion answer the following questions:

a. What aspects of groupthink were at work in this committee?
b. What conditions contribute to groupthink?
¢. What can groups do to avoid groupthink?

2.6 Lessons in Teamwork: What We Can Learn From
Geese (Objs. 1,2)

Gy

When geese fly in formation, we can't help but look up and marvel at
their beauty. But their behavior also represents successful teamwork
patterns that have evolved over the ages.

Your Task. In small groups discuss what teamwork lesson might be
learned from each of the following:

a. TheV formation helps each follower goose derive energy from
the flowfield generated by the goose immediately ahead. Every
bird experiences lower drag and needs less energy to maintain its
speed.

b. Whenever a goose gets out of formation, it tries to get back into
formation.

c. When the lead goose gets tired, it rotates back into formation and
another goose flies at the head.

d. The geese flying in the rear of the formation honk, apparently to
encourage those up front to keep up their speed.

e. When a goose gets sick or wounded and falls, two geese fall out
and stay with it until it revives or dies. Then they catch up or join
another flock.%®

Are you ready? Get more practice at www.meguffey.com
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2.7 Evaluating Meetings: Productive or Not? (Obj. 3)

A recent poll of senior executives revealed that 45 percent thought
that employees could be more productive if meetings were banned
one day a week® Clearly, these executives would like to see their
meetings improved. Now that you have studied how to plan and
participate in productive meetings, you should be able to judge
whether meetings are successful and why.

Your Task. Attend a structured meeting of a college, social, business,
or other organization. Compare the way the meeting is conducted
with the suggestions presented in this chapter. Why did the meeting
succeed or fail? In class discussion or in a memo (see Chapter 8) to
your instructor, discuss your analysis.

2.8 Virtual Meetings: Improving Distance Meeting
Buy-In (Obj. 4)

) feam 4

Marina Elliot works at the headquarters for a large HMO that con-
tracts with physician groups in various locations across the nation.
Her position requires her to impose organizational objectives and
systems on smaller groups that often resist such interference. Marina
recently needed to inform regional groups that the home office was
instituting a systemwide change to hiring practices. To save costs, she
set up a Web conference between her office in Charlotte and others
in Chicago, Denver, and Seattle. Marina set the meeting for 10 a.m.
Eastern Standard Time. At the designated date and hour, she found
that the Seattle team was not logged on and she had to delay the
session. When the Seattle team finally did log on, Marina launched
into her presentation. She explained the reasons behind the change
in a PowerPoint presentation that contained complex data she had
not distributed prior to the conference. Marina heard cell phone ring-
tones and typing in the background as she spoke. Still, she pushed
through her one-hour presentation without eliciting any feedback.
Your Task. In teams, discuss ways Marina might have improved the
Web conference.

2.9 Web Conferencing: Take a Quick Tour (Obj. 4)
Web

Your office team finds it increasingly difficult to find times to meet.
Tyler is frequently on assignment traveling across the country. Melissa
wants to work from home since her baby arrived. Others are in and
out of the office as their schedules demand. Team leader Susan asks
you to check out WebEx and report how it works to the team.

Your Task. Visit the WebEx site and view its video called “Quick Tour”
(http://www.webex.com/how-it-works/index.html). If the URL fails,
search for the WebEx Quick Tour using your favorite search engine.
Watch the video tour. Take notes and report what you learn. Does it
sound as if WebEx would work for your team? In class discussion or in a
memo, describe how WebEx works.

2.10 Rating Your Listening Skills (Obj. 5)

Web)
You can learn whether your listening skills are excellent or deficient by
completing a brief quiz.
Your Task. Take Dr. Guffey’s Listening Quiz at www.meguffey.com. What
two listening behaviors do you think you need to work on the most?

2.11 Listening: Recognizing Good Habits (Obj. 5)

You have probably never paid much attention to listening. However,
now that you have studied it, you have become more conscious of
both good and bad listening behavior.
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Your Task. For one week focus on the listening behavior of people
around you—at work, at school, at home. Make a list of five good
listening habits that you see and five bad habits. Identify the situation
and participants for each item on your list. Who is the best listener
you know? What makes that person a good listener? Be prepared to
discuss your responses in class, with your team, or in a memo to your
instructor.

2.12 Listening: Skills Required in Various Careers

(Obj. 5)

) feam g

Do the listening skills and behaviors of individuals differ depending on
their careers?

Your Task. Your instructor will divide you into teams and give each
team a role to discuss, such as business executive, teacher, physician,
police officer, attorney, accountant, administrative assistant, mentor, or
team leader. Create a list of verbal and nonverbal cues that a member
of this profession would display to indicate that he or she is listening.
Would the cues and behavior change if the person were trying to listen
discriminatively versus critically? How?

2.13 Nonverbal Communication: Recognizing
Functions (Obj. 6)

Most of us use nonverbal cues and react to them unconsciously.

We seldom think about the functions they serve.

Your Task. To become more aware of the functions of nonverbal
communication, keep a log for one week. Observe how nonverbal
communication is used by friends, family, instructors, coworkers, man-
agers, politicians, newsmakers, businesses, and others. For each of the
five functions of nonverbal communication identified in this chapter,
list examples illustrating that function. For example, under To reinforce
and accentuate, you might list a friend who whispers a message to
you, thus suggesting that it is a secret. Under To control and regulate,
you might list the steady gaze of your instructor who has targeted a
student who is not paying attention. Train yourself to become more
observant, and begin making notes in your log. How many examples
can you name for each of the five functions? Be prepared to submit
your list or discuss it in class.

2.14 Nonverbal Communication: How to Be More
Influential (Obj. 6)

Assume you have just been hired into a prestigious job and you

want to make a good impression. You also want very much to

become influential in the organization.

Your Task. When you attend meetings, what nonverbal behaviors
and signals can you send that will make a good impression as well as
improve your influence? In interacting with colleagues, what nonverbal
behavior will make you more impressive and influential?

2.15 Nonverbal Communication: Body Language

(Obj. 6)

Your Task. What attitudes do the following body movements suggest
to you? Do these movements always mean the same thing? What part
does context play in your interpretations?

Whistling, wringing hands

Bowed posture, twiddling thumbs
Steepled hands, sprawling position
Rubbing hand through hair

Open hands, unbuttoned coat
Wringing hands, tugging ears

o an oW
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2.16 Nonverbal Communication: Universal Sign for
I Goofed (Obj. 6)
) feam— 4

In an effort to promote tranquility on the highways and reduce road
rage, motorists submitted the following suggestions. They were sent
to a newspaper columnist who asked for a universal nonverbal signal
admitting that a driver had “‘goofed."®®

Your Task. In small groups consider the pros and cons of each of the
following gestures intended as an apology when a driver makes a mis-
take. Why would some fail?

a. Lower your head slightly and bonk yourself on the forehead with
the side of your closed fist. The message is clear: I'm stupid.
I shouldn't have done that.
Make a temple with your hands, as if you were praying.
Move the index finger of your right hand back and forth across your
neck—as if you were cutting your throat.

d. Flash the well-known peace sign. Hold up the index and middle
fingers of one hand, making a 'V, as in victory.

e. Place the flat of your hands against your cheeks, as children do
when they have made a mistake.

f. Clasp your hand over your mouth, raise your brows, and shrug your
shoulders.

g. Use your knuckles to knock on the side of your head. Translation:
Oops! Engage brain.

h. Place your right hand high on your chest and pat a few times, like a
basketball player who drops a pass or a football player who makes
a bad throw. This says, /'l take the blame.

i.  Place your right fist over the middle of your chest and move itin a
circular motion. This is universal sign language for I'm sorry.

j. Open your window and tap the top of your car roof with your hand.

k. Smile and raise both arms, palms outward, which is a universal ges-
ture for surrender or forgiveness.

. Use the military salute, which is simple and shows respect.

m. Flash your biggest smile, point at yourself with your right thumb
and move your head from left to right, as if to say, / can't believe
| did that.

2.17 Verbal Versus Nonverbal Signals (Obj. 6)

To show the power of nonverbal cues, the president of a large East
Coast consulting company uses the following demonstration with new
employees. Raising his right hand, he touches his pointer finger to his
thumb to form a circle. Then he asks new employees in the session

to do likewise. When everyone has a finger-thumb circle formed, the
president tells each person to touch that circle to his or her chin. But
as he says this, he touches his own finger-thumb circle to his cheek.
What happens? You guessed it! About 80 percent of the group follow
what they see the president do rather than following what they hear.”
Your Task. Try this same demonstration with several of your friends,
family members, or work colleagues. Which is more effective—ver-

bal or nonverbal signals? What conclusion could you draw from this
demonstration? Do you think that nonverbal signals are always more
meaningful than verbal ones? What other factors in the communica-
tion process might determine whether verbal or nonverbal signals
were more important?

2.18 Nonverbal Communication: Signals Sent by
Business Casual Dress (Obj. 6)

Although many employers allow casual dress, not all employers
and customers are happy with the results. To learn more about the

implementation, acceptance, and effects of casual-dress programs,

select one of the following activities, all of which involve some form

of interviewing.

Your Task

a. Inteams, gather information from human resources directors to
determine which companies allow business casual dress, how
often, and under what specific conditions. The information may be
collected by personal interviews, by e-mail, or by telephone.

b. In teams, conduct inquiring-reporter interviews. Ask individuals in
the community how they react to casual dress in the workplace.
Develop a set of standard interview questions.

¢. Inteams, visit local businesses on both business casual days and on
traditional business dress days. Compare and contrast the effects
of business dress standards on such factors as the projected image
of the company, the nature of the interactions with customers and
with fellow employees, the morale of employees, and the produc-
tivity of employees. What generalizations can you draw from your
findings?

2.19 Body Art: A Butterfly on Her Neck (Obj. 6)

Nearly 30 percent of American adults now display one or more
tattoos, according to a report of the American Academy of
Dermatology.”” However, many people still consider body art edgy or
rebellious.

Your Task. Your friend and fellow office worker Avalon proudly shows
you a butterfly tattoo she just got on her neck. She wants to know
whether you think she may display it at work. What advice would a
career-conscious, ambitious person give to a friend?

2.20 Nonverbal Communication: Defining Business
Casual (Obj. 6)

Although many business organizations are adopting business casual
dress, most people cannot define the term. Your boss asks your intern-
ship team to use the Web to find out exactly what business casual
means.

Your Task. Using a good search engine such as Google, explore

the Web for business casual dress code. A few Web sites actually try to
define the term and give examples of appropriate clothing. Visit many
sites and decide whether they are reliable enough to use as sources
of accurate information. Print several relevant pages. Get together
with your team and compare notes. Then write a memo to your boss
explaining what men and women should and shouldn't wear on busi-
ness casual days.

Are you ready? Get more practice at www.meguffey.com
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2.21 Nonverbal Communication Around the World
(Obj. 6)

Web)
Gestures play an important role when people communicate. Because
culture shapes the meaning of gestures, miscommunication and mis-
understanding can easily result in international situations.
Your Task. Use the Web to research the meanings of selected ges-
tures. Make a list of ten gestures (other than those discussed in the
text) that have different meanings in different countries. Consider the
fingertip kiss, nose thumb, eyelid pull, nose tap, head shake, and other
gestures. How are the meanings different in other countries?

2.22 Guide to Business Etiquette and Workplace
Manners: Sharpening Your Skills (Obj. 7)

Business communicators feel more confident and make better
impressions when they are aware of current business etiquette and
proper workplace manners. But how do you know what is the right thing
to do? You can gauge your current level of knowledge and sharpen your
etiquette skills with a little effort.

Your Task. At www.meguffey.com find Dr. Guffey’s Guide to Business
Etiquette and Workplace Manners. Take the preview test and then study
the 17 business etiquette topics presented. Your instructor may give
you one or more posttests to learn whether you fully understand the
implications of the workplace manners discussed.

2.23 Business Etiquette: Mind Your Manners or Mind
Your BlackBerry? (Obj. 7)

Businesspeople are increasingly caving in to the temptation to use
their BlackBerrys and smartphones to check e-mail, Google, Facebook,
and Twitter during meetings. Techies say that ignoring real-time text

Video Resource

messages in today’s hurry-up world risks danger. They are tuned in to
what is happening and can respond immediately. Traditionalists say
that checking messages and texting during meetings is tasteless and
shows poor manners. But times are changing. A third of the workers
recently polled by Yahoo HotJobs said they frequently checked e-mail
during meetings. They also admitted, however, being castigated for
poor manners in using wireless devices.

Many professionals insist that they use their wireless devices for
legitimate purposes, such as surfing the Web for urgent information,
meeting deadlines, taking notes, and responding to customers. Yet
the practice annoys many observers. One college student sank his
chances to land an internship with a hedge fund when he whipped
out his BlackBerry during an interview to support an answer with an
online fact. Unfortunately, he lingered to check an e-mail message
from a friend, and watchful recruiters found this dalliance unprofes-
sional. Among high-level professionals, the appearance of a BlackBerry
is almost a boast. One consultant reported that it is ‘customary now
for professionals to lay [their] BlackBerrys or iPhones on a conference
table before a meeting—like gunfighters placing their Colt revolvers
on the card tables in a saloon! These professionals seem to be announc-
ing that they are connected, busy, and important, but they will give full
attention. The implication, too, is that this meeting had better be essen-
tial and efficient because they have more important things to do.”
Your Task. Few organizations have established policies on smart-
phone use in meetings. Assume that your team has been asked to
develop such a policy. Your boss can't decide whether to ask your team
to develop a short policy or a more rigorous one. Unable to make a
decision, he asks for two statements: (a) a short statement that treats
employees as grownups who can exercise intelligent judgment, and
(b) a more complete set of guidelines that spell out exactly what
should and should not be done.

Video Library 2, Understanding Teamwork at Cold Stone Creamery

Inside Cold Stone Creamery, the fast-growing ice cream specialty chain, you see that teamwork permeates every facet of the corporate culture.

After you watch the video, be prepared to discuss these questions:

o How is the term team defined in this video? Can you offer a more specific definition?
o What six kinds of teams were mentioned in the Cold Stone Creamery video? Can you provide examples of these kinds of teams in companies

with which you are familiar?

o What characteristics make for effective teams? In your experience with teams, do you agree or disagree?

Chat About It

In each chapter you will find five discussion questions related to the chapter material. Your instructor may assign these topics for you to discuss in
class, in an online chat room, or on an online discussion board. Some of the discussion topics may require outside research. You may also be asked
to read and respond to postings made by your classmates.

Topic 1: Do you agree with the statement that it's harder to convince potential employers that you posses a soft skill than it is to convince poten-
tial employers that you possess a hard skill? How would you convincingly present your strongest soft skill on a résumé or in a job interview?

Topic 2: Think about an experience you had in working on a team project at work, in school or in some other setting. Without naming names,
describe the characteristics of a valuable teammate. How would you modify your behavior in a team setting based on what you witnessed?

Topic 3: Suppose you are working in a team that has one or two dominant individuals who make most of the decisions and who sometimes don't
consider your ideas. Instead of giving up and not participating, what could you do that would be more helpful to the team and to your career?

Topic 4: Because majority voting is faster than consensus for reaching decisions and because most people in the workplace are professionals,
shouldn't employees who are in the minority on a vote simply “get over it"and support the decision? Why?

Topic 5: Which of the Ten Keys to Building Powerful Listening Skills would be most helpful to you? Why did you pick the one that you did, and
how could you implement that suggestion?
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Grammar and Mechanics C.L.U.E. Review 2

Verbs 3. IfI'was you, I would finish my degree program.
Considerable time and money was spent on communication train-
ing for employees.

5. Neither the president nor the operations manager have read the
complete report.
Disagreement and dissension is normal and should be expected in
team interactions.

7. Everything in the meeting minutes and company reports are open
to public view.

Review Guides 4-10 in Appendix A, Grammar and Mechanics Guide,
beginning on page A-3. On a separate sheet, revise the following
sentences to correct any errors in verbs. For each error that you
locate, write the guide number that reflects this usage. If a sentence
is correct, write C. When you finish, check your answers on page Key-1.
Note: Remember that you can complete a similar CL.U.E. review
exercise with feedback at www.meguffey.com.

Example: Her identity was stole when she charged a restaurant meal. g A committee of three employees and two managers are working to

Revision: Her identity was stolen when she charged a restaurant establish office priorities.

meal. [Guide 4] 9. Greg said that he seen the report before it was distributed to

1. Our recruiter must chose from among four strong candidates. management.

2. The use of smartphones and laptops during meetings are 10. Each of the office divisions are expected to work together to create
prohibited. common procedures.

Are you ready? Get more practice at www.meguffey.com .
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CHAPTER 3

Intercultural
Communication

OBJECTIVES
After studying this chapter, you should be able to

1. Understand how three significant trends have increased the
importance of intercultural communication.

2. Define culture, describe five noteworthy cultural characteristics, and
compare and contrast five key dimensions of culture including high
and low context.

3. Explain the effects of ethnocentrism, and show how tolerance and
patience help in achieving intercultural proficiency.

4. Apply techniques for improving nonverbal and oral communication
in intercultural settings.

5. Identify techniques for improving written messages to intercultural
audiences.

6. Discuss intercultural ethics, including business practices abroad,
bribery, prevailing customs, and methods for coping.

7. Explain in what ways workforce diversity provides benefits
and poses challenges, and how you can learn to be sensitive to
racial and gender issues.

78 )

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copi ne duplica ole or Due to e

Editorial review has deemed that any suppressed content does not materially affect the ove ing exp e. Cenga a 'n& e

Want to do well on tests
and excel in your course?
Go to www.meguffey.com
for helpful interactive resources.
» Review the Chapter 3
PowerPoint slides to
prepare for the first quiz.

© iStockphoto.com/Nicole Waring

ic rights, some d ed from the eBook and/or eChapter(s).
y time if subsequent rights restrictions require it.



Zooming In

Costly Intercultural Lessons for World’s Largest Retailer

llWhy would you buy a box of shampoo bottles?” asked Lee
Jin Sook, a Seoul housewife. Koreans favor smaller pack-
ages and walk or take the subway to shop daily at a variety of
stores.! Consumers in this and other Asian countries don’t buy in
bulk. Moreover, Wal-Mart's no-frills warehouse stores and high racks
frustrated diminutive shoppers who had to borrow ladders. Cultural
differences and fierce local competition forced the world’s largest
retailer to leave Korea to stem heavy losses.

Shortly after its departure from Korea, the giant from Bentonville,
Arkansas, also pulled out of its first European market, Germany,
amid a loss of $1 billion. “The company'’s culture does not travel,
and Wal-Mart does not understand the German customer,” said the
CEO of a large local competitor who predicted Wal-Mart’s demise six
years before the retail behemoth exited the German market.?

The New York Times wrote that Wal-Mart's foray into its first European
market had become “a template for how not to expand into a
country.”

What went wrong in Germany? Aside from underestimating
its discounter competitors and the legal environment, most of
Wal-Mart’s blunders seemed to be cultural. Top executives didn't
speak German, and greeters with Midwestern folksiness were lost
on German employees and local shoppers. The familiar morning
chant was scrapped because staff members found it “strange.”* A
court overturned Wal-Mart's policy against dating coworkers, and
Wal-Mart’s antiunion stance fell flat in a country where unions and
corporations collaborate closely.

Was Wal-Mart interculturally more proficient when it acquired
the Japanese supermarket chain Seiyu several years ago? One

© AP Images/Toby Talbot

Critical Thinking
®

marketer doesn't think so: “It's doomed. Japanese consumers are ()
small-store-oriented and don’t have the home storage for hypermar-
ket buying.... It is similar to Germany as they [Wal-Mart] have not PS

understood consumers.”” Some analysts recommend that Wal-Mart
leave Japan to prevent further losses.® Can Wal-Mart do better in its
future international endeavors? You will learn more about this case
on page 89.

The Increasing Import

Communication

In its international expansion policy, Wal-Mart followed the advice
of Harvard business professor Theodore Levitt, whose famous

1983 book The Globalization of Markets advocated standardization,
not localization: “Gone are accustomed differences in national or
regional preference.”Whereas conventional multinational companies
adapted to “superficial and even entrenched differences within and
between nations,” truly global firms sought to “force suitably stan-
dardized products and practices on the entire globe!” Should com-
panies stick to a standardized approach or adapt to local markets?

What domestic and global changes are taking place that encour-
age the international expansion of companies such as Wal-Mart?

What other U.S. businesses can you name that have merged
with foreign companies or expanded to become multinational in
scope? Have you heard of any notable successes or failures?

http://www.walmart.com/

Domestic businesses today sell their products across borders and seek customers in diverse
foreign markets. Especially in North America, this movement toward a global economy has
swelled to a torrent. To be competitive, many organizations form multinational alliances, such as
that between Wal-Mart, the U.S. super discounter, and Seiyu, Japan’s fifth-largest food and retail
chain. If you visit a European or Asian city, you will be likely to encounter familiar U.S. chains such
as The Gap, Subway, Pizza Hut, and Timberland.

The“global village”predicted many years ago is emerging fast. To succeed in a global market,
business communicators will need to become more aware of their own culture and how it
differs from others. In this chapter you will learn basic characteristics and dimensions of culture,
as well as how to achieve intercultural proficiency. We will focus on techniques for improving
nonverbal, oral, and written messages to intercultural audiences. You will study intercultural
ethics and techniques for capitalizing on workforce diversity at home.

But many expanding companies stumble when they are forced to confront obstacles
never before encountered. Significant obstacles involve confusion and clashes resulting from
intercultural differences. You may face such intercultural differences in your current or future

Chapter 3: Intercultural Communication

LEARNING OBJECTIVE ]

Understand how three
significant trends have increased
the importance of intercultural
communication.

Why is it helpful to learn how
culture affects behavior?
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jobs. Your employers, coworkers, or customers could very well be from other countries. You may
travel abroad for your employer or on your own. Learning more about the powerful effect that
culture has on behavior will help you reduce friction and misunderstanding in your dealings with
people from other cultures. Before examining strategies for helping you overcome intercultural
obstacles, let's take a closer look at three significant trends: (a) the globalization of markets,
(b) technological advancements, and (c) an intercultural workforce.

Globalization of Markets

Which developments have Doing business beyond borders is now commonplace. Frito-Lay pushesits potato chipsin China.®

helped businesses overcome Finnish cell phone maker Nokia promotes its mobile phones in the world's fastest-growing

national boundaries? markets of India and China. Newell Rubbermaid offers stylish Pyrex cookware to European chefs,
and McDonald’s and Starbucks serve customers around the world.

Not only are market borders blurring, but acquisitions, mergers, alliances, and buyouts
are obscuring the nationality of many companies. The quirky Vermont ice cream purveyor Ben
& Jerry’s is a division of Dutch multinational Unilever; Bridgestone Americas is owned by a
Japanese conglomerate; the Arco gas station chain is a subsidiary of the third-largest energy
company in the world, British Petroleum; and “Your Neighborhood Grocery Store, Trader Joe's,
is owned by Germany's top discounter, Aldi. Two thirds of Colgate-Palmolive’'s employees work
outside North America, and Nike is raking in more revenue overseas than in the United States.
Procter & Gamble wants to more than double its sales over the next 15 years, primarily by
expanding into developing markets.” What's more, 7-Eleven is the highest-grossing retailer in
Japan and has nearly twice as many outlets there as it has in the United States.'

Why must American companies To be successful in this interdependent global village, American companies are increasingly

in global markets adapt to other finding it necessary to adapt to other cultures. In China, Frito-Lay had to accommodate yin and

cultures? yang, the Chinese philosophy that nature and life must balance opposing elements. Chinese
consider fried foods to be hot and avoid them in summer because two “hots” don't balance.
They prefer “cool” snacks in summer; therefore, Frito-Lay created “cool lemon” potato chips
dotted with lime specks and mint. The yellow, lemon-scented chips are delivered in a package
with breezy-blue skies and rolling green grass."

In promoting its shoes and apparel to kids from Rome to Rio de Janeiro, Nike features
Brazilian soccer star Ronaldo, rather than a U.S. basketball star.'? To sell its laundry products in
Europe, Unilever learned that Germans demand a product that is gentle on lakes and rivers.
Spaniards wanted cheaper products that get shirts white and soft, and Greeks preferred small
packages that were cheap and easy to carry home."* To push ketchup in Japan, H. J. Heinz had to
overcome a cultural resistance to sweet flavors. Thus, it offered Japanese homemakers cooking
lessons instructing them how to use the sugary red sauce on omelets, sausages, and pasta.'
Domino’s Pizza catered to the Japanese by adding squid to its pizza toppings.'”

When upscale sandwich chain New York NY Fresh Deli opened a franchise in Dubai, it had
to replace all salad dressings that contained vinegar. Considered a spirit, vinegar and other
alcoholic beverages can be served only in hotels and to non-Muslims.'® In Taiwan, Dunkin’
Donuts catered to local palates with flavors such as pineapple, sweet potato, and green apple.'”
As Figure 3.1 on page 81 shows, McDonald’s is adjusting its menus to suit the dietary preferences
of very diverse customers around the world.

How have favorable trade Why are U.S. businesses and those of other countries rushing to expand around the world?

agreements, declining domestic What is causing this dash toward globalization of markets and blurring of national identities?

markets, and middle-class Many companies, such as Wal-Mart, are increasingly looking overseas as domestic markets

growth changed business? - L
mature. They can no longer expect double-digit sales growth at home. Another significant
factor is the passage of favorable trade agreements. The General Agreement on Tariffs and Trade
(GATT) promotes open trade globally, and the North American Free Trade Agreement (NAFTA)
has expanded free trade among Canada, the United States, and Mexico. NAFTA has created
the largest and richest free-trade region on earth. In addition, the opening of Eastern Europe
and the shift away from communism in Russia further expanded world markets. In Asia, China’s
admission to the World Trade Organization unlocked its economy and suddenly provided access
to a huge population.

Beyond favorable trade agreements, other changes fuel globalization. Parts of the world
formerly considered underdeveloped now boast robust middle classes. These consumers crave
everything from cola to smartphones and high-definition TVs. What's more, countries such as

80 Chapter 3: Intercultural Communication
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FIGURE 3.1 Fries With Your Shrimp Burger?

In 2005 McDonald's was struggling. Its stock price plummeted.
Changing customer preferences in the United States forced the
fast-food giant to broaden its menu to include healthier fare
such as salads, fruit, and low-fat offerings. Many restaurants now
also remain open 24/7.The company has staged a remarkable
turnaround.

The hamburger chain is expanding its presence in India

and experiencing double-digit sales growth. Catering to a
predominantly Hindu nation that reveres the cow, McDonald's
doesn't serve beef. Instead, it dishes out vegetable patties, MacAloo
Tikki, and Chicken Maharaja Mac. Chicken McNuggets have been
so popular in India that some McDonald’s restaurants occasionally
run out.

In third place after the Czech Republic and Ireland in annual per
capita consumption of the beverage, the Germans enjoy their beer.
In a nod to local custom, McDonald's Germany serves brew on tap
to guests 16 and over.

The McDonald’s menu in Japan includes Ebi Filet-o (shrimp
burgers), Koroke Burgers (a sandwich with mashed potato,
cabbage, and a special sauce), and shrimp nuggets called Ebi-Chiki.

The Finns and Norwegians are known for their love of fish. Not
surprisingly, McDonald's opted for menu items with salmon called
Mclaks and Laksewrap.

The two busiest McDonald's restaurants in the world are located on
Pushkin Square in Moscow and Karlsplatz in Munich, Germany. The
Russian location, with its 900 seats and free Internet access, serves
about 30,000 customers each day. Cabbage pie, a local favorite, was
added to the menu.

Last, France, a country known for its fine cuisine, is the second-
biggest market after the United States in McDonald's global profits.

© AFP/Douglas E. Curran/Getty Images; © Junko Kimura/Getty Images; © Alex Segre/Alamy

China and India have become less paranoid about foreign investment and free trade. Onerous
rules and red tape previously prevented many companies from doing business at home, much
less abroad. Of paramount importance in explaining the explosive growth of global markets is
the development of new transportation and information technologies.

Technological Advancements

Amazing new transportation and information technologies are major contributors to the Which two advancements
development of our global interconnectivity. Supersonic planes now carry goods and passengers contribute to global
to other continents overnight. As a result, produce shoppers in Japan can choose from the finest ~ Interconnectivity?
artichokes, avocados, and apples only hours after they were picked in California. Americans
enjoy bouquets of tulips, roses, and exotic lilies soon after harvesting in Holland and Colombia.
In fact, 70 percent of the cut flowers in the United States now come from Colombia in South
America. Many of us remember when asparagus and strawberries could be enjoyed only in early
summer. Today we expect to see these items and other fruits and vegetables in our markets
nearly year-round. Continent-hopping planes are so fast and reliable that most of the world is
rapidly becoming an open market.
The Internet and the Web are changing the way we live, the way we do business, and the
way we communicate. Advancements in communication and transportation have made markets

Chapter 3: Intercultural Communication 81
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and jobs more accessible. They've also made the world of business more efficient and more
globally interdependent. High-speed, high-capacity, and relatively low-cost communications
have opened new global opportunities and have made geographical location virtually irrelevant
for many activities and services. Workers have access to company records, software programs,
and colleagues whether they're working at home, in the office, or at the beach. As discussed in
Chapters 1 and 2, technology is making a huge difference in the workplace. Wikis, blogs, wireless
devices, teleconferencing, and intranets streamline business processes and improve access to
critical company information.

The Internet permits instantaneous oral and written communication across time zones
and continents. Managers in Miami or Milwaukee can use high-speed data systems to swap
marketing plans instantly with their counterparts in Milan or Munich. IBM relies on 5,000
programmers in India to solve intricate computer problems and return the solutions overnight
via digital transmission.’”® Employees at Procter & Gamble send their payroll questions to back-
office service centers in England, Costa Rica, or Manila.”” Fashion designers at Liz Claiborne
can snap a digital photo of a garment and immediately transmit the image to manufacturers
in Hong Kong and Djakarta, Indonesia.® They can even include a video clip to show a tricky
alteration.

The changing landscape of business clearly demonstrates the need for technology savvy
and connectedness around the world. Career success and personal wealth depend on the ability
to use technology effectively. As the accompanying Plugged In feature indicates, countries with
a high percentage of Internet users tend to have highly developed, thriving economies. You are
in for a surprise if you believe that the United States is the only Internet powerhouse.

PLUGGED IN

Greenland and Iceland: The Most Connected
Countries in the World?

The American Internet? Think again. Yes, the precursors of the
Internet that emerged from the sciences and the military were U.S.-
based. Early Web sites were almost always in English and meant for
Americans.

Perhaps it's the cold climate, but Greenland—the least densely
populated country in the world—is also the most connected one.

whole? Why do you think North
European nations are so Internet friendly? What conclusions can you
draw about Internet use worldwide?

Internet Use Around the World

The vast icy territory belonging to Denmark indeed boasts the Current Internet P::;:::::m
most Internet users among its sparse population, closely followed Country Population Users Penetration
SRy Greenland 57,564 52,000 90.3
A look at per-capita use of the Internet reveals that Scandinavian
countries—Iceland, Norway, Finland, Sweden, and Denmark—Ilead I ey AERE e
the world and rank up to 15 percentage points ahead of the United ~ Norway 4,644,457 3,993,400 86.0
States. Finland 5,244,749 4,353,142 83.0
Asia has the most Internet users in absolute numbers The Netherlands 16,645,313 13,791,800 82.9
(658 million), followed by Europe (393 million) and North America Sweden 9,045,389 7,295,200 80.7
(251 million). However, Internet users from Asia, the most populous
continent, comprise a rather modest 17.4 percent. Europe shows a Denmark SRR “r L g
penetration of 48.9 and North America of 74.4 percent. South Korea 48,379,392 36,794,800 76.1
United States 304,228,257 227,190,989 74.7
Career Application Japan 127,288,419 94,000,000 73.8
Analyze the table and relate the percentage of Internet use to China 1,330,044,605 298,000,000 224
the country. For example, in China only 22.4 percent of the people TOTAL WORLD 6,710,029,070  1,596,270,108 23.8

have Internet access. Is this figure likely to increase in the future?
How can you explain the low Internet penetration for Asia as a
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Intercultural Workforce

As world commerce mingles more and more, another trend gives intercultural communication
increasing importance: people are on the move. Lured by the prospects of peace, prosperity,
education, or a fresh start, people from many cultures are moving to countries promising to
fulfill their dreams. For generations the two most popular destinations have been the United
States and Canada.

Because of increases in immigration, foreign-born persons comprise an ever-growing portion Why is learning to adapt to an
of the total U.S. population. Over the next 50 years, the population of the United States is expected ~ intercultural workforce and
to grow by nearly 50 percent, from about 275 million in the year 2000 to an estimated 394 million ~ Multinational companies an

. ) . . . ) ) . important requirement for
people in 2050. Two thirds of that increase will be the result of net immigration.?' Estimates also business communicators?
suggest that immigrants will account for half of all new U.S. workers in the years ahead.?

This influx of immigrants is reshaping American and Canadian societies. Earlier immigrants
were thought to be part of a “melting pot” of ethnic groups. Today, they are more like a “tossed
salad” or “spicy stew,” with each group contributing its own unique flavor. Instead of the
exception, cultural diversity is increasingly the norm. As we seek to accommodate multiethnic
neighborhoods, multinational companies, and an intercultural workforce, we can expect some
changes to happen smoothly. Other changes will involve conflict and resentment, especially for
people losing their positions of power and privilege. Learning to accommodate and manage
intercultural change is an important part of the education of any business communicator.

Culture and Communication

Every country or region within a country has a unique common heritage, joint experience, or LEARNING OBJECTIVE 2
shared learning. This shared background produces the culture of a region, country, or society. Define culture, describe

For our purposes, culture may be defined as the complex system of values, traits, morals, and five noteworthy cultural
customs shared by a society. Culture teaches people how to behave, and it conditions their ~ characteristics, and compare and
reactions. The important thing to remember is that culture is a powerful operating force that 23RH?:E:zﬁgﬁéd#gﬁn;znlix
molds the way we think and behave. The purpose of this chapter is to broaden your view of - text.

culture and open your mind to flexible attitudes so that you can avoid frustration when cultural

adjustment is necessary.

Characteristics of Culture

Culture is shaped by attitudes learned in childhood and later internalized in adulthood. As
we enter this current period of globalization and interculturalism, we should expect to make

Marketers of Crest toothpaste
face numerous challenges in
communicating the value of their
brand across cultures—especially
Chinese culture. China’s citizens
traditionally have ignored
toothpaste products, choosing
instead to freshen up the mouth
with green tea. An estimated 57
percent of rural Chinese residents
have never brushed their teeth.
Though China is currently
experiencing a beauty boom,
decades ago the country frowned
upon personal care products.
How might understanding the
characteristics of culture help
marketers sell toothpaste to China’s
over one billion people?
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How does culture shape or
determine us?

ETHICcs CHECK

Cultural Change: From “Sexist” to
Gender-Neutral Language

Just a generation ago,
businesspeople were
businessmen, letter carriers were
postmen, and flight attendants
were stewardesses. A sea change
in language now dictates gender
neutrality to avoid type casting.
In business, the honorific Ms. is
used for all women, regardless
of their marital status. Does
language reflect just the current
culture, or does it have the power
to effect change?
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adjustments and adopt new attitudes. Adjustment and accommodation will be easier if we
understand some basic characteristics of culture.

Culture Is Learned. Rules, values, and attitudes of a culture are not inherent. They are
learned and passed down from generation to generation. For example, in many Middle Eastern
and some Asian cultures, same-sex people may walk hand-in-hand in the street, but opposite-
sex people may not do so. In Arab cultures conversations are often held in close proximity,
sometimes nose to nose. But in Western cultures if a person stands too close, one may react as
if violated: He was all over me like a rash. Cultural rules of behavior learned from your family and
society are conditioned from early childhood.

Cultures Are lnherently Logical. The rules in any culture originated to reinforce
that culture’s values and beliefs. They act as normative forces. For example, in Japan the original
Barbie doll was a failure for many reasons, one of which was her toothy smile.?* This is a country
where women cover their mouths with their hands when they laugh so as not to expose their
teeth. Exposing one’s teeth is not only immodest but also aggressive. Although current cultural
behavior may sometimes seem silly and illogical, nearly all serious rules and values originate in
deep-seated beliefs. Rules about exposing teeth or how close to stand are linked to values about
sexuality, aggression, modesty, and respect. Acknowledging the inherent logic of a culture is
extremely important when learning to accept behavior that differs from one’s own cultural
behavior.

Culture Is the Basis of Self-Identity and Community. Cultureis the basis
for how we tell the world who we are and what we believe. People build their identities through
cultural overlays to their primary culture. When North Americans make choices in education,
career, place of employment, and life partner, they consider certain rules, manners, ceremonies,
beliefs, languages, and values. These considerations add to their total cultural outlook and are
major expressions of their self-identity.

Culture Combines the Visible and Invisible. To outsiders, the way we act—
those things that we do in daily life and work—are the most visible parts of our culture. In
Japan, for instance, harmony with the environment is important. Therefore, when attending
a flower show, a woman would wear a dress with pastel rather than primary colors to avoid
detracting from the beauty of the flowers. In India people avoid stepping on ants or insects
because they believe in reincarnation and are careful about all forms of life. Such practices
are outward symbols of deeper values that are invisible but that pervade everything we
think and do.

Culturels Dynamic. Over time, cultures change. Changes are caused by advancements
in technology and communication, as discussed earlier. Local differences are modified or slowly
erased. Change is also caused by events such as migration, natural disasters, and wars. The
American Civil War, for instance, produced far-reaching cultural changes for both the North
and the South. Another major event in this country was the exodus of people from farms.
When families moved to cities, major changes occurred in the way family members interacted.
Attitudes, behaviors, and beliefs change in open societies more quickly than in closed societies.

Dimensions of Culture
The more you know about culture in general and your own culture in particular, the better able
you will be to adopt an intercultural perspective. A typical North American has habits and beliefs
similar to those of other members of Western, technologically advanced societies. In our limited
space in this book, it is impossible to cover fully the infinite facets of culture. But we can outline
some key dimensions of culture and look at them from a variety of viewpoints.

So that you will better understand your culture and how it contrasts with other cultures, we
will describe five key dimensions of culture: context, individualism, formality, communication
style, and time orientation.

Context. Context is probably the most important cultural dimension and also the
most difficult to define. It is a concept developed by cultural anthropologist Edward T. Hall.
In his model, context refers to the stimuli, environment, or ambience surrounding an event.
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Communicators in low-context cultures (such as those in North America, Scandinavia, and
Germany) depend little on the context of a situation to convey their meaning. They assume that
listeners know very little and must be told practically everything. In high-context cultures (such
as those in Japan, China, and Arab countries), the listener is already ‘contexted” and does not
need to be given much background information.* To identify low- and high-context countries,
Hall arranged them on a continuum, as shown in Figure 3.2.

Low-context cultures tend to be logical, analytical, and action oriented. Business What are typical characteristics
communicators stress clearly articulated messages that they consider to be objective, of low-context cultures?
professional, and efficient. High-context cultures are more likely to be intuitive and
contemplative. Communicators in high-context cultures pay attention to more than the words
spoken. They emphasize interpersonal relationships, nonverbal expression, physical setting, and
social setting. For example, a Japanese communicator might say yes when he really means
no. From the context of the situation, the Japanese speaker would indicate whether yes really
meant yes or whether it meant no. The context, tone, time taken to answer, facial expression, and
body cues would convey the meaning of yes.> Thus, in high-context cultures, communication
cues are transmitted by posture, voice inflection, gestures, and facial expression. Establishing
relationships is an important part of communicating and interacting.

In terms of thinking patterns, low-context communicators tend to use linear logic. They
proceed from Point A to Point B to Point C and finally arrive at a conclusion. High-context
communicators, however, may use spiral logic, circling around a topic indirectly and looking at
it from many tangential or divergent viewpoints. A conclusion may be implied but not argued
directly. For a concise summary of important differences between low- and high-context
cultures, see Figure 3.2.

Individualism. An attitude of independence and freedom from control characterizes What kind of values do members
individualism. Members of low-context cultures, particularly Americans, tend to value  of many low-context cultures
individualism. They believe that initiative and self-assertion result in personal achievement, ~ embrace?
They believe in individual action and personal responsibility, and they desire a large degree of
freedom in their personal lives.
Members of high-context cultures are more collectivist. They emphasize membership in
organizations, groups, and teams; they encourage acceptance of group values, duties, and
decisions. They typically resist independence because it fosters competition and confrontation
instead of consensus. In group-oriented cultures such as those in many Asian societies, for
example, self-assertion and individual decision making are discouraged. “The nail that sticks up
gets pounded down"is a common Japanese saying.”® Business decisions are often made by all

FIGURE 3.2 Comparing Low- and High-Context Cultures

Low Context High Context

Tend to prefer direct verbal interaction Tend to prefer indirect verbal interaction
Tend to understand meaning at one level only Tend to understand meanings embedded at many sociocultural
levels
Are generally less proficient in reading nonverbal cues Are generally more proficient in reading nonverbal cues
Value individualism Value group membership
Rely more on logic Rely more on context and feeling
Employ linear logic Employ spiral logic
Say no directly Talk around point; avoid saying no
Communicate in highly structured messages, provide details, Communicate in simple, sometimes ambiguous, messages;
stress literal meanings, give authority to written information understand visual messages readily
North
Low- German  American French Spanish  Greek Chinese High-
Context Context
Cultures German- Scandinavian English Italian Mexican Arab Japanese Cultures
Swiss
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who have competence in the matter under discussion. Similarly, in China managers also focus
on the group rather than on the individual, preferring a consultative management style over an
autocratic style.”

Many cultures, of course, are quite complex and cannot be characterized as totally
individualistic or group oriented. For example, European Americans are generally quite
individualistic, whereas African Americans are less so, and Latin Americans are closer to the
group-centered dimension.?®

Are tradition, ceremony, and l-'ormality. People in some cultures place less emphasis on tradition, ceremony, and social

social rules equally important in rules than do members of other cultures. North Americans, for example, dress casually and are

all cultures? soon on a first-name basis with others. Their lack of formality is often characterized by directness.
In business dealings North Americans come to the point immediately; indirectness, they feel,
wastes time, a valuable commodity in American culture,

This informality and directness may be confusing abroad. In Mexico, for instance, a typical
business meeting begins with handshakes, coffee, and an expansive conversation about the
weather, sports, and other light topics. An invitation to “‘get down to business” might offend a
Mexican executive.” In Japan signing documents and exchanging business cards are important
rituals. In Europe first names are never used without invitation. In Arab, South American, and
Asian cultures, a feeling of friendship and kinship must be established before business can be
transacted.

In Western cultures people are more relaxed about social status and the appearance of
power.*® Deference is not generally paid to individuals merely because of their wealth, position,
seniority, or age. In many Asian cultures, however, these characteristics are important and must
be respected. Wal-Mart, facing many hurdles in breaking into the Japanese market, admits
having difficulty training local employees to speak up to their bosses. In the Japanese culture
lower-level employees do not question management. Deference and respect are paid to
authority and power. Recognizing this cultural pattern, Marriott Hotel managers learned to
avoid placing a lower-level Japanese employee on a floor above a higher-level executive from
the same company.

In what ways does culture affect Communication Style. Peopleinlow-and high-context cultures tend to communicate

how words are used by peoplein  djfferently with words. To Americans and Germans, words are very important, especially in

low- and high-context cultures? contracts and negotiations. People in high-context cultures, on the other hand, place more
emphasis on the surrounding context than on the words describing a negotiation. A Greek may
see a contract as a formal statement announcing the intention to build a business for the future.
The Japanese may treat contracts as statements of intention, and they assume changes will be
made as a project develops. Mexicans may treat contracts as artistic exercises of what might be
accomplished in an ideal world. They do not necessarily expect contracts to apply consistently
in the real world. An Arab may be insulted by merely mentioning a contract; a person’s word is
more binding.*'

North Americans tend to take words literally, whereas Latinos enjoy plays on words; and
Arabs and South Americans sometimes speak with extravagant or poetic figures of speech that
may be misinterpreted if taken literally. Nigerians prefer a quiet, clear form of expression; and
Germans tend to be direct but understated.*

What communication style do In communication style North Americans value straightforwardness, are suspicious of

North Americans value? evasiveness, and distrust people who might have a “hidden agenda” or who “play their cards
too close to the chest”** North Americans also tend to be uncomfortable with silence and
impatient with delays. Some Asian businesspeople have learned that the longer they drag out
negotiations, the more concessions impatient North Americans are likely to make.

Western cultures have developed languages that use letters describing the sounds
of words. But Asian languages are based on pictographical characters representing the
meanings of words. Asian language characters are much more complex than the Western
alphabet; therefore, Asians are said to have a higher competence in the discrimination of
visual patterns.

What is the attitude of North Time Orientation. North Americans consider time a precious commodity to be
Americans toward time? conserved. They correlate time with productivity, efficiency, and money. Keeping people waiting
for business appointments wastes time and is also rude.
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In other cultures time may be perceived as an unlimited and never-ending resource to be
enjoyed. A North American businessperson, for example, was kept waiting two hours past a
scheduled appointment time in South America. She wasn't offended, though, because she was
familiar with South Americans’ more relaxed concept of time.

Although Asians are punctual, their need for deliberation and contemplation sometimes How do Asians approach time?
clashes with an American’s desire for speedy decisions. They do not like to be rushed. A Japanese
businessperson considering the purchase of American appliances, for example, asked for five
minutes to consider the seller’s proposal. The potential buyer crossed his arms, sat back, and
closed his eyes in concentration. A scant 18 seconds later, the American resumed his sales pitch
to the obvious bewilderment of the Japanese buyer.**

As you can see, high-context cultures differ from low-context cultures in many dimensions.
These differences can be significant for companies engaging in international business.

Stereotypes, Prototypes, Prejudices, and Generalizations

Most experts recognize that it is impossible to talk about cultures without using mental What is the difference between
categories, representations, and generalizations to describe groups. These categories are stereotypes and prototypes
sometimes considered stereotypes. Because the term stereotype has a negative meaning, ~ When applied to culture?
intercultural authors Varner and Beamer suggested that we distinguish between stereotype

and prototype.

A stereotype is an oversimplified behavioral pattern applied uncritically to groups. The term
was used originally by printers to describe identical type set in two frames, hence stereo type.
Stereotypes are fixed and rigid. Although they may be exaggerated and overgeneralized beliefs
when applied to groups of people, stereotypes are not always entirely false.* Often they contain
a grain of truth. When a stereotype develops into a rigid attitude and when it is based on
erroneous beliefs or preconceptions, then it should be called a prejudice.

Varner and Beamer recommended using the term prototype to describe “mental

representations based on general characteristics that are not fixed and rigid, but rather are
open to new definitions* Prototypes, then, are dynamic and change with fresh experience.
Prototypes based on objective observations usually have a considerable amount of truth
in them. That is why they can be helpful in studying culture. For example, South American
businesspeople often talk about their families before getting down to business. This prototype
is generally accurate, but it may not universally apply, and it may change over time.

Some people object to making any generalizations about cultures whatever. It is wise to Why is being able to draw valid
remember, however, that whenever we are confronted with something new and unfamiliar, we generalizations necessary?
naturally strive to categorize the data to make sense out of them. In categorizing these new
data, we are making generalizations. Significant intellectual discourse is impossible without
generalizations. In fact, science itself would be impossible without generalizations, for what
are scientific laws but valid generalizations? Much of what we teach in college courses could
be called generalizations. Being able to draw generalizations from masses of data is a sign of
intelligence and learning. Unfounded generalizations about people and cultures, of course, can
lead to bias and prejudice. However, for our purposes, when we discuss cultures, it is important
to be able to make generalizations and describe cultural prototypes.

The Benefits of Intercultural

Being aware of your own culture and how it contrasts with others is an important first step in LEARNING OBJECTIVE 3

achieving intercultural proficiency. Another step involves recognizing barriers to intercultural Explain the effects of
accommodation and striving to overcome them. Some of these barriers occur quite naturally ethnocentrism, and show
and require conscious effort to surmount. You might be thinking, why bother? Probably the how tolerance and patience
) L . . help in achieving intercultural
most important reasons for becoming interculturally competent are that your personal life will proficiency
be more satisfying and your work life will be more productive, gratifying, and effective. '
Avoiding Ethnocentrism
The belief in the superiority of one’s own race is known as ethnocentrism, a natural attitude
inherent in all cultures. If you were raised in North America, many of the dimensions of culture
described previously probably seem "right” to you. For example, it is only logical to think that
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time is money and you should not waste it. Everyone knows that, right? That is why an American
businessperson in an Arab or Asian country might feel irritated at time spent over coffee or other
social rituals before any “real” business is transacted. In these cultures, however, time is viewed
differently. Moreover, personal relationships must be established and nurtured before credible
negotiations may proceed.

Ethnocentrism causes us to judge others by our own values. We expect others to react as
we would, and they expect us to behave as they would. Misunderstandings naturally result.
A North American who wants to set a deadline for completion of negotiations is considered
pushy by an Arab. That same Arab, who prefers a handshake to a written contract, is seen as
naive and possibly untrustworthy by a North American. These ethnocentric reactions can be
reduced through knowledge of other cultures and the development of increased intercultural
sensitivity.

Political conflict can reinforce ethnocentric gut-level reactions that are often fueled by
ignorance and fear. Without a doubt, the fear of terrorism today is real and justified. Since the
terror attacks on September 11, 2001, Americans feel threatened on their own soil. Radical
Islam and the subsequent wars in Iragq and Afghanistan have fueled anti-Arab and anti-Muslim
sentiments in general. Battling prejudice and even hate may be a tall order for diversity training
in the workplace as the accompanying Ethical Insights box shows.

Bridging the Gap

Developing cultural competence often involves changing attitudes. Remember that culture is
learned. Through exposure to other cultures and through training, such as you are receiving in
this course, you can learn new attitudes and behaviors that help bridge gaps between cultures.

Is the adage “You can’t teach an
old dog new tricks"” true, or can
we adopt new behaviors and
attitudes toward culture?
Tolerance. One desirable attitude in achieving intercultural proficiency is that of tolerance.
Closed-minded people cannot look beyond their own ethnocentrism. But as global markets
expand and as our own society becomes increasingly multiethnic, tolerance becomes especially
significant. Some job descriptions now include statements such as, Must be able to interact with
ethnically diverse personnel.

To improve tolerance, you will want to practice empathy. This means trying to see the
world through another’s eyes. It means being less judgmental and more eager to seek common

What is the meaning of empathy,
and why is it important?

ETHICAL

INSIGHT

Overcoming Prejudice: Negative Perceptions of Muslims in the United States

An assorted group of business professionals attending a diversity
training class in Hartford, Connecticut, are asked for epithets they
free-associate with the word Muslim. They call out: poor, uneducated
immigrant, Arab, foreigner, and terrorist.

Goodwill Ambassadors. Aida Mansoor, wife of cardiologist Reza
Mansoor, began teaching seminars explaining Islam immediately after
September 11, 2001. Originally from Sri Lanka, the couple reluctantly
embraced their role as ambassadors of their faith: “We were terrified,
but we decided either we face this now or we pack up and leave,” says
Reza Mansoor. “If we were going to stay, we had to explain our faith.
What was the other choice? To live in a country without self-respect
or dignity?” Yet even in a diverse, tolerant city such as Hartford,
Mansoor has fielded jokes about her hijab, the Islamic headscarf she
wears, and endured hate mail sent to her mosque.

Reacting to Discrimination. To illustrate the daily reality of
Muslims in America, Mansoor shows her classes an experiment
staged by a TV station: A bagel shop employee ostensibly refuses
to serve a Muslim woman wearing a hijab. The camera reveals
the other customers’ reactions. Three people thank the clerk for

88

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

standing up to “un-American terrorists” However, several customers
leave in protest, and one man tells the clerk with tears in his eyes:
“Every person deserves to be treated with respect, dignity.”

Reality Versus Prejudice. A recent survey shows that 46 percent
of the Muslim population in the United States boast a college
education, nearly 70 percent are younger than 40, and 12.4 percent
are engineers. A majority of the world’s Muslims are not Arabs; they
live in India, many regions of Asia, Russia, and parts of Europe and
Africa. Although the exact number is difficult to establish, experts
generally agree that the United States is home to about 2 million
Muslims, most of whom are U.S. citizens and oppose violence.

Career Application

Organize a debate or class discussion focused on these questions:
How can we explain the different reactions of the bagel shop
customers to the store clerk’s refusal to serve the Muslim woman?
What do they indicate? Why didn’t Aida Mansoor and the woman

in the TV scenario choose to be less conspicuous by shedding the
hijab? What are the effects of prejudice, especially in the workplace?
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ground. For example, one of the most ambitious intercultural business projects ever attempted
joined Siemens AG, the giant German technology firm, with Toshiba Corporation of Japan
and IBM. Scientists from each country worked at the IBM facility on the Hudson River in New
York State to develop a revolutionary computer memory chip. All sides devoted extra effort to
overcome communication and other problems.

The Siemens employees had been briefed on America’s “hamburger style of management”
When American managers must criticize subordinates, they generally start with small talk, such
as How’s the family? That, according to the Germans, is the bun on the top of the hamburger.
Then they slip in the meat, which is the criticism. They end with encouraging words, which is
the bun on the bottom. "With Germans,” said a Siemens cross-cultural trainer, “all you get is the
meat. And with the Japanese, it’s all the soft stuff—you have to smell the meat”” Along the
continuum of high-context, low-context cultures, you can see that the Germans are more direct,
the Americans are less direct, and the Japanese are very subtle.

Recognizing these cultural differences enabled the scientists to work together with greater
tolerance. They also sought common ground when trying to solve disagreements, such as one
involving workspace. The Toshiba researchers were accustomed to working in big crowded
areas like classrooms where constant supervision and interaction took place. But IBMers worked
in small, isolated offices. The solution was to knock out some walls for cooperative work areas
while also retaining smaller offices for those who wanted them. Instead of passing judgment
and telling the Japanese that solitary workspaces are the best way for serious thinkers to
concentrate, the Americans acknowledged the difference in work cultures and sought common
ground. Accepting cultural differences and adapting to them with tolerance and empathy often
results in a harmonious compromise.

Saving Face. In business transactions North Americans often assume that economic
factors are the primary motivators of people. It is wise to remember, though, that strong cultural
influences are also at work. Saving face, for example, is important in many parts of the world.
Face refers to the image a person holds in his or her social network. Positive comments raise a
person’s social standing, but negative comments lower it.

Zooming In
Wal-Mart in China

espite setbacks in South Korea, Germany, and Japan, Wal-Mart

International has successfully expanded to its neighboring
countries, Canada and Mexico, and now enjoys solid growth in
China. The retailer’s concept of “always low prices” may work best in
underserved foreign markets. In highly developed countries such
as Japan, Wal-Mart often faces mistrust by its own employees and
public resentment.®

So what's behind Wal-Mart’s profitable expansion to China? The

company apparently changed its strategy and was met halfway by
customers eager to try the new one-stop-shopping experience.
Wages in China are still low at $300 a month, and middle-class
customers who make about $1,000 are still few. However, migrant
workers and budding entrepreneurs in southern boomtowns such
as Shenzhen frequent one of several Supercenters, some daily.

ETHics CHECK

The World’s Worst Tourists:

Rude, Arrogant, Stingy, and
Monolingual

You may have heard about

the so-called “ugly American,”
the demanding, ethnocentric
traveler who finds fault with all
that is different abroad. But a
recent survey among 4,500 hotel
owners worldwide suggests that
the least liked tourists come from
France. The “best tourists” are the
Japanese followed by the British
and the Germans. What may
account for such perceptions?

What does saving face
mean, and how can it be
accomplished?

They contribute to the 30 percent annual sales growth in China (as
opposed to 2 percent in the United States). Customers praise the
cleanliness and quality of the produce. Wal-Mart even introduced
organic Chinese greens and organized tours to local organic farms.
But the secret of the retailer’s success lies in the goods on the
shelves. Accommodating the tiny size of Chinese homes, Wal-Mart
offers compact, portable cots, closets, and folding chairs. Similarly,
smaller packaging suits buyers with limited living space. Because
Chinese customers prefer to purchase live fish, Wal-Mart's large
seafood section features fish tanks and small nets to facilitate a din-
ner catch. Green tea tastings and Chinese sweets freshly baked in
full view of the shoppers further bear witness to the Supercenters’
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attempt to cater to local tastes. The stores even ferry bicycle-riding
customers and their purchases home by bus.**

Critical Thinking

® How do Chinese and Americans differ on key dimensions of cul-
ture as described in this chapter?

® In what ways does Wal-Mart'’s strategy in China compare to its
misadventures in South Korea, Germany, and Japan?

® How can Wal-Mart and other multinational companies
overcome the cultural barriers they face when expanding into
other countries?
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What is the value of tolerance,
and what does it take to
practice it?

People in low-context cultures are less concerned with face. Germans and North Americans,
for instance, value honesty and directness; they generally come right to the point and “tell it like
it is” Mexicans, Asians, and members of other high-context cultures, on the other hand, are
more concerned with preserving social harmony and saving face. They are indirect and go to
great lengths to avoid giving offense by saying no. The Japanese, in fact, have 16 different ways
to avoid an outright no. The empathic listener recognizes the language of refusal and pushes
no further.

Patience. Being tolerant also involves patience. If a foreigner is struggling to express an
idea in English, Americans must avoid the temptation to finish the sentence and provide the
word that they presume is wanted. When we put words into their mouths, our foreign friends
often smile and agree out of politeness, but our words may in fact not express their thoughts.
Remaining silent is another means of exhibiting tolerance. Instead of filling every lapse in
conversation, North Americans, for example, should recognize that in Asian cultures people
deliberately use periods of silence for reflection and contemplation.

Effective Communication in

LEARNING OBJECTIVE 4

Apply techniques for
improving nonverbal and oral
communication in intercultural
settings.

Why is understanding nonverbal
messages particularly difficult
when cultures differ?

Are gestures universally
understood, or do people in
intercultural environments react
differently to them?
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Intercultural Settings

Thus far we have discussed the increasing importance of intercultural proficiency as a result
of globalization of markets, increasing migration, and technological advancements. We have
described characteristics and dimensions of cultures, and we have talked about avoiding
ethnocentrism. Our goal was to motivate you to unlock the opportunities offered by intercultural
proficiency. Remember, the key to future business success may very well lie in finding ways to
work harmoniously with people from different cultures at home and abroad.

Successful Nonverbal Communication in
Intercultural Environments

Verbal skills in another culture can generally be mastered if one studies hard enough. But
nonverbal skills are much more difficult to learn. Nonverbal behavior includes the areas
described in Chapter 2, such as eye contact, facial expression, posture, gestures, and the use of
time, space, and territory. The messages sent by body language and the way we arrange time
and space have always been open to interpretation. Does a raised eyebrow mean that your boss
doubts your statement, or just that she is seriously considering it? Does that closed door to an
office mean that your coworker is angry, or just that he is working on a project that requires
concentration? Deciphering nonverbal communication is difficult for people who are culturally
similar, and it is even more troublesome when cultures differ.

In Western cultures, for example, people perceive silence as negative. It suggests rejection,
unhappiness, depression, regret, embarrassment, or ignorance. The English expression, “The
silence was deafening,’ conveys its oppressiveness. However, the Japanese admire silence and
consider it a key to success. A Japanese proverb says, “Those who know do not speak; those who
speak do not know." Silence is equated with respect and wisdom.*

Although nonverbal behavior is ambiguous within cultures and even more problematic
between cultures, it nevertheless conveys meaning. If you've ever had to talk with someone
who does not share your language, you probably learned quickly to use gestures to convey
basic messages. Because gestures can create very different reactions in different cultures, one
must be careful in using and interpreting them. In some societies it is extremely bad form
to point one’s finger, as in giving directions. Other hand gestures can also cause trouble. The
thumbs-up symbol may be used to indicate approval in North America, but in Iran and Ghana
itis a vulgar gesture.

As businesspeople increasingly interact with their counterparts from other cultures, they
will become more aware of these differences. Some behaviors are easy to warn against, such
as touching people from the Middle East with the left hand (because it is considered unclean
and is used for personal hygiene). We are also warned not to touch anyone’s head (including
children) in Thailand, as the head is considered sacred. Numerous lists of cultural dos and don'ts
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have been compiled. However, learning all the nuances of nonverbal behavior in other cultures
is impossible; such lists are merely the tip of the cultural iceberg.

Although we cannot ever hope to understand fully the nuances of meaning transmitted by
nonverbal behavior in various cultures, we can grow more tolerant, more flexible, and eventually,
more competent. An important part of achieving nonverbal competence is becoming more
aware of our own nonverbal behaviors and their meanings. Much of our nonverbal behavior is
learned in early childhood from our families and from society, and it is largely unconscious. Once
we become more aware of the meaning of our own gestures, posture, eye gaze, and so on, we
will become more alert and more sensitive to variations in other cultures. Striving to associate
with people from different cultures can further broaden our intercultural competence.

Techniques for Achieving Intercultural Competence

In improving effectiveness and achieving intercultural competence, one expert, M. R. Hammer,
suggested that three processes or attitudes are effective. Descriptiveness refers to the use
of concrete and specific feedback. As you learned in Chapter 1 in regard to the process of
communication, descriptive feedback is more effective than judgmental feedback. For example,
using objective terms to describe the modest attire of Muslim women is more effective than
describing it as unfeminine or motivated by oppressive and unequal treatment of females. A
second attitude is what Hammer called nonjudgmentalism. This attitude goes a long way in
preventing defensive reactions from communicators. Most important in achieving effective
communication is supportiveness. This attitude requires us to support others positively with head
nods, eye contact, facial expression, and physical proximity.*’

From a practical standpoint, when interacting with businesspeople in other cultures, it is
always wise to follow their lead. If they avoid intense eye contact, don't stare. If no one is putting
his or her elbows on a table, don't be the first to do so. Until you are knowledgeable about the
meaning of gestures, it is probably a good idea to keep yours to a minimum. Learning the words
for please, yes, and thank you, some of which are shown in Figure 3.3, is even better than relying
on gestures.” Achieving intercultural competence in regard to nonverbal behavior may never
be totally attained, but sensitivity, nonjudgmentalism, and tolerance go a long way toward
improving interactions.

FIGURE 3.3 Basic Expressions in Other Languages

Please

minFUDIak

Language Greeting (Hello)

saBAH al-khayr

Thank you Yes
shookRAAN NAA-am

Arabic

Why is it important to become
aware of our own use of
nonverbal cues, and how can
we benefit if we understand
variations in other cultures?

Which three processes or
attitudes will help you broaden
your intercultural competence?

What kind of advice would

you give someone wishing to
master nonverbal behavior
such as gestures in intercultural
situations?

Goodbye

LAA MAA-a
salAAMuh

Danke Ja
[dahn-keh] [yah]

German Guten Tag Bitte

[Goo-ten taakh] [bitteh]

Nein Auf Wiedersehen
[nine]

[auwf vee-dur-
zahn]

Japanese Konnichiwa oh-NEH-ga-ee Arigato Hai
[con-ichi-vah] she-mahss [ah-ree- [high]
(requesting) GAH-tow (go-
ZAl-mahss)]

Ee-yeh

Sayonara

Russian Dobree-DYEN Pa-JAA-00s-tah Spa-SEE-bah Dah

Nyet Dasvi-DAnya
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Successful Oral Communication in
Intercultural Environments

Can we assume that speakers Although itis best to speakaforeignlanguage fluently, many of us lack that skill. Fortunately, global

of English as a second language business transactions are increasingly conducted in English. English has become the language

understand everything we say? of technology, the language of Hollywood, and the language to know in global business even
for traditionally non-English-speaking countries. English is so dominant in business that when
Koreans go to China, English is the language they use to conduct business.”* However, the level
of proficiency may be limited among nonnative speakers of English. Americans abroad make a
big mistake in thinking that people who speak English always understand what is being said.
Comprehension can be fairly superficial. The following suggestions are helpful for situations in
which one or both communicators may be using English as a second language.

® Learn foreign phrases. In conversations, even when English is used, foreign nationals
appreciate it when you learn greetings and a few phrases in their language. See Figure 3.3
for a list of basic expressions in some of the world's major languages. Practice the phrases
phonetically so that you will be understood.

How would you adjust ® Use simple English. Speak in short sentences (under 20 words) with familiar short words.
VQU”anguage'fO avoid For example, use old rather than obsolete and rich rather than luxurious or sumptuous.
misunderstandingsand Eliminate puns, sports and military references, slang, and jargon (special business terms). Be
blunders when communicating ) o ) . , o
especially alert to idiomatic expressions that can't be translated, such as burn the midnight

with people for whom English is i
a second language? oil and under the weather.

® Speak slowly and enunciate clearly. Avoid fast speech, but don't raise your voice.
Overpunctuate with pauses and full stops. Always write numbers for all to see.

® Observe eye messages. Be alert to a glazed expression or wandering eyes—these tell
you the listener is lost.

® Encourage accurate feedback. Ask probing questions, and encourage the listener to
paraphrase whatyou say. Do notassumethatayes,anod, ora smileindicates comprehension.

® Check frequently for comprehension. Avoid waiting until you finish a long explanation
to request feedback. Instead, make one point at a time, pausing to check for comprehension.
Do not proceed to B until A has been grasped.

® Accept blame. If a misunderstanding results, graciously accept the blame for not making
your meaning clear.

® Listen without interrupting. Curb your desire to finish sentences or to fill out ideas for
the speaker. Keep in mind that North Americans abroad are often accused of listening too
little and talking too much.

® Smile when appropriate. Roger Axtell, international behavior expert, calls the smile the
single most understood and most useful form of communication in either personal or
business transactions.* In some cultures, however, excessive smiling may seem insincere.*

® Follow up in writing. After conversations or oral negotiations, confirm the results and
agreements with follow-up letters. For proposals and contracts, engage a translator to
prepare copies in the local language.

Effective Written Messages to Intercultural Audiences

LEARNING OBJECTIVE 5 In sending letters, e-mails, and other documents to businesspeople in other cultures, try to
Identify techniques for adapt your writing style and tone appropriately. For example, in cultures where formality
improving written messages to and tradition are important, be scrupulously polite. Don't even think of sharing the latest
intercultural audiences. joke. Humor translates very poorly and can cause misunderstanding and negative reactions.

Familiarize yourself with accepted channels of communication. Are letters, e-mails, and faxes
common? Would a direct or indirect organizational pattern be more effective? What's more,
forget about trying to cut through “red tape! In some cultures “red tape” is appreciated. The
following suggestions, coupled with the earlier guidelines, can help you prepare successful
written messages for intercultural audiences.
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® Considerlocal styles. Learn how documents are formatted and addressed in the intended
reader’s country. Decide whether to use your organization's preferred format or adjust to
local styles.

® Observe titles and rank. Use last names, titles, and other signals of rank and status.
Send messages to higher-status people and avoid sending copies to lower-rank people.

® Use short sentences and short paragraphs. Sentences with fewer than 20 words and
paragraphs with fewer than 8 lines are most readable.

® Avoid ambiguous expressions. Include relative pronouns (that, which, who) for clarity in How would savvy business
introducing clauses. Stay away from contractions (especially ones like Heres the problem). communicators adapt
Avoid idioms and figurative clichés (once in a blue moon), slang (my presentation really ~ their written me.s:‘ages t‘l’ ]
bombed), acronyms (ASAF, for as soon as possible), abbreviations (DBA, for doing business as), ;:&Tcuur:'tiarz;v ith people from
jargon (input, bottom line), and sports references (play ball, slam dunk, ballpark figure). Use
action-specific verbs (purchase a printer rather than get a printer).

® Strive for clarity. Avoid words that have many meanings (the word light has 18 different
meanings)). If necessary, clarify words that may be confusing. Replace two-word verbs with
clear single words (return instead of bring back; delay instead of put off, maintain instead of
keep up).

® Use correct grammar. Be careful about misplaced modifiers, dangling participles, and
sentence fragments. Use conventional punctuation.

® Cite numbers carefully. For international trade it is a good idea to learn and use the
metric system. In citing numbers use figures (72) instead of spelling them out (twelve).
Always convert dollar figures into local currency. Avoid using figures to express the month
of the year. In North America, for example, June 12, 2011, might be written as 6/12/11,
whereas in Europe the same date might appear as 12.6.11. See Figure 3.4 for additional
guidelines on data formats.

® Accommodate the reader in organization, tone, and style. Organize your message
to appeal to the reader. For example, use the indirect strategy for high-context audiences.

FIGURE 3.4 Typical Data Formats

United States United Kingdom France Germany Portugal
Dates June 12,2011 12" June 2011 12 juin 2011 12, Juni 2011 12 de Junho de

6/12/11 12/6/11 12.06.11 12.06.11 2011 12/06/2011
Time 9:45 p.m. 9:45 pm 2145 21:45 Uhr 21h45

21 h45 2145 21.45h

Currency $12345 £123.45 12345 € 123,45 € €123,45

USD 12345 GBP 12345 EUR 12345 EUR 12345 EUR 12345
Large numbers 1,234,567.89 1,234,567.89 1.234.567,89 1.234.567,89 1.234.567,89
Phone (302) 567-1234 020 7734 8624 0143361700 (030) 2261 1004 213150212
numbers 302.567.1234 +44 20 7734 8624 +33 143361700 +49 30 2261 1004 +351 213150212

An Intercultural E-Mail Message That Misses the Mark

Figure 3.5 on page 94 illustrates an ineffective intercultural message. The writer uses a casual,
breezy tone in a message to a Chinese company when a formal tone would be more appropriate.
In addition, the e-mail includes slang and ambiguous expressions that would almost surely
confuse readers for whom English is not a first language. Readers may misunderstand expressions
such as cruising the Web, totally blown away, pounding down the doors, cash in on this craze, and
put the horse before the cart.

Notice in the effective version of the e-mail in Figure 3.6 on page 95 that the writer starts
off correctly by addressing the message to Mr. Cheng. It is often hard for Americans to know
whether a Chinese name is the family or given name. In many parts of the world the family
name is spoken and written first. Before writing, check to be sure you know the family name. In
this e-mail, the given name is Po and the family name is Cheng.
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FIGURE 3.5 Ineffective Intercultural E-Mail Message

To: Cheng Po <cheng.po@global.com>
From: Robert K. Crane <recrane@organicproducts.com>
Subject: Awesome Herbs

Confuses first Ce:

and last names;
Chinese family

names are listed
before given ——4= Dear Mr. Po:
names

Begins informally
with slang (cruis-
While cruising the Web, I spotted your site and was totally blown away by your organic herbal — ing, blown away)

products! Just what I'm looking forl If your herbs are half as good as they sound, and if they

i L T
Uses ambiguous can get by U.S. customs, I am definitely interested.

expression (really

into), idiom = Pecple in this country are really into Chinese herbs. They're pounding down the doors to get Uses overly casual
(pounding down some of the products you show on your Web site. Before I place an order and cash in on this tone throughout
the doors), figura- craze, though, I need more information. For one thing, do your herbs and herbal products meet

. ‘5 A S e ; and may offend
tive cliché (cash Vv U.S. regulations? What [ want to know is if they qualify as food supplements? Another impor- =}

v ; 7 reader by suggest-
in on craze) tant matter has to do with herbs as legal supplements. Are they? We also need a phytosanitary
| certificate to import bulk herbs into this country. Can you do that? One more thing. I don't ing that products

Fails to organize want to put the horse before the cart, so maybe I should try out a small trial order to test the are inferior
questions into market in my country.

clear format If you'll get back to me ASAP, preferably before 5/8, I might do an order. And if everythings————4- Includes unclear

sounds on the up and up, I might even get over to see you in Shandong in the fall. contraction (you'll),
acronym (ASAP),

Cl:s;s_ wit'h Clz:o. Ciao, and unclear date
r;.t:ﬁkil: s ﬁ‘ng or Bob (5/8); uses impre-
Singapogre cise expression
(might do an order)
Robert K. Crane, Owner | rcrane@organicproducts.com and slang (on the
Organic Herbal Products | www.organicproducts.com up and up)

1540 N. Third Street | Coeur d'Alene, ID 83814 | 208.638.9842

|

FIGURE 3.6 Effective Intercultural E-Mail Message

To: Cheng Po <cheng.po@global.com>
From: Robert K. Crane <rcrane@organicproducts.com>
Subject: Requesting Information Leading to Potential Business Partnership
Ce:
Addresses Box
receiver with
correct first .
Opens graciously
D . Ch < - A
::n:‘e:::g name i oar Mr, Cheng with praise and
q Your excellent Web site describing organic Chinese herbs and herbal products has attracted —— compliments
my attention. Many people in our country are showing more interest in Chinese medicine.
That is why I am interested in importing high-quality herbs.
Your Web site provides good information, but I still have a number of questions:
“1* * Do your herbs and herbal products meet U.S. regulations as food supplements? As you »~—
Arranges know, our government regulates herbal imports closely. Avoids slang,
‘;I'-'E_‘ﬂlfl’“?_ * Can the products you list on your Web site legally be sold in the United States? idioms, ambigu-
ogically in ous expressions,
blﬂletecr list * Do you provide a phytosanitary certificate for bulk herbs that you sell? s & abbrev?aﬁans
* May I place a small wholesale trial order so that I can test the market in my country? imprecise words,
and unclear
: 1~ Because I am impressed with what [ have learned about your company, I may visit Jinan to contractions
Uses simple meet you and inspect your herbal products. | understand that Jinan is the capital of Shandong
language and province and is close to famous and beautiful tourist sites. B —
formal tone;
expresses Answers to my questions before May 8 would enable me to decide whether to place a trial - Ends pleasantly
dates clearly order. | congratulate you on your successtful business and look forward to a pleasant and with forward-
4 profitable relationship with you as my supplier of high-quality Chinese herbs. looking statement
Sincerely yours, apd congratula-
tions
Robert K. Crane
Robert K. Crane, Owner | rcrane@organicproducts.com
Organic Herbal Products | www.organicproducts.com
1540 N. Third Street | Coeur d'Alene, ID 83814 | 208.638.9842
i
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Checklist

Improving Intercultural Proficiency and Communication

e Study your own culture. Learn about your customs, biases,
and views and how they differ from those in other societies. This
knowledge can help you better understand, appreciate, and
accept the values and behavior of other cultures.

e Learn about other cultures. Education can help you alter cultural
misconceptions, reduce fears, and minimize misunderstandings.
Knowledge of other cultures opens your eyes and teaches you to
expect differences. Such knowledge also enriches your life.

e Curb ethnocentrism. Avoid judging others by your personal
views. Get over the view that the other cultures are incorrect,
defective, or primitive. Try to develop an open mind-set.

e Avoid judgmentalism. Strive to accept other behavior as
different, rather than as right or wrong. Try not to be defensive
in justifying your culture. Strive for objectivity.

e Seek common ground. When cultures clash, look for solutions
that respect both cultures. Be flexible in developing compromises.

In the effective version on page 94, the writer adopts a formal but pleasant, polite
tone, striving for complete sentences and correct grammar. The effective e-mail message
avoids slang (on the up and up), idioms, imprecise words (I might do an order), unclear

Observe nonverbal cues in your culture. Become more alert
to the meanings of eye contact, facial expression, posture,
gestures, and the use of time, space, and territory. How do they
differ in other cultures?

Use plain English. Speak and write in short sentences using
simple words and standard English. Eliminate puns, slang,
jargon, acronyms, abbreviations, and any words that cannot be
easily translated.

Encourage accurate feedback. In conversations ask probing
questions and listen attentively without interrupting. Do

not assume that a yes or a smile indicates agreement or
comprehension.

Adapt to local preferences. Shape your writing to reflect the
document styles of the reader’s culture, if appropriate. Express
currency in local figures. Write out months of the year for clarity.

Can you name a few features
of an effective intercultural
message and especially its tone?

abbreviations (ASAP), and confusing dates (5/8). To further aid comprehension, the writer
organizes the message into a bulleted list with clear questions. Notice, too, that the
writer uses simple language throughout. The writer also ends with compliments and
wishes for a profitable relationship. Businesspeople in high-context countries, such as

China, place great importance on building relationships.

As the world economies continue to intermingle and globalization spreads, more
businesspeople are adopting Western ways. Although Japanese writers may open letters with a
seasonable greeting (Cherry trees will soon be blooming), it is unnecessary for a U.S. correspondent

to do so.%

The accompanying checklist box summarizes suggestions for improving communication

with intercultural audiences.

Chapter 3: Intercultural Communication

Ethics Across Cultures

A perplexing problem faces conscientious organizations and individuals who do business
around the world. Whose values, culture, and, ultimately, laws do you follow? Do you heed the
customs of your country or those of the country where you are engaged in business? Some
observers claim that when American businesspeople venture abroad, they're wandering into
an ethical no-man’s land, a murky world of payola where transactions often demand a gratuity
to oil the wheels of business.¥

LEARNING OBJECTIVE 6

Discuss intercultural ethics,
including business practices
abroad, bribery, prevailing
customs, and methods for
coping.
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Business Practices Abroad

What happens to our business As companies do more and more business around the globe, their assumptions about ethics are
ethics when we venture abroad put to the test. Businesspeople may face simple questions regarding the appropriate amount
and are confronted with of money to spend on a business gift or the legitimacy of payments to agents and distributors
different values? B o ) . .
to "expedite” business. They may also encounter out-and-out bribery, child-labor abuse,
environment mistreatment, and unscrupulous business practices. In the post-Enron era and in
the wake of the banking crisis, the ethics of U.S. businesses are increasingly being scrutinized.
Those who violate the law or company policy can land in big trouble. But what ethical standards
do these companies follow when they do business abroad?

Today most companies that are active in global markets have ethical codes of conduct.
These codes are public documents and can usually be found on company Web sites. They
are an accepted part of governance. The growing sophistication of these codes results in
ethics training programs that often include complicated hypothetical questions. Ethics trainers
teach employees to solve problems by reconciling legal requirements, company policies, and
conflicting cultural norms.*

Businesses in other countries are also adopting ethics codes and helping employees live up
to the standards. Alan Boeckman, CEO of Fluor, the multinational construction firm, has worked
very hard to rid his company of corruption. The battle against bribery in an industry where
corruption is rampant hasn't been easy. Yet the company experienced success after installing
a company lawyer as head of compliance.”® In Mexico, where the World Bank estimates that
corruption costs nearly 10 percent of the nation’s gross domestic product, one food processing
company cracked down on mordidas (bribes). The company adopted an ethics code forbidding
drivers to pay bribes when their trucks were impounded—even though perishable food would
go bad. Federal police officers eventually learned that they would receive no bribes, and they
stopped impounding the company’s trucks. Over time, the company saved more than $100
million because it was no longer paying off officials.*

According to the annual Not all countries, of course, embrace honest dealings. Transparency International, a Berlin-
Corruption Perceptions Index, based watchdog group, compiled a ranking of corruption in many countries. Based on polls and
:"é:'sihcg::ﬂ c:;““t"es are the surveys of businesspeople and journalists, the index shown in Figure 3.7 presents a look at the
P perceptions of corruption. Gauging corruption precisely is impossible. But this graph reflects
the feelings of individuals doing business in the countries shown. Of the countries selected for
this graph, the least corrupt were Denmark, New Zealand, Sweden, and Singapore. The most
corrupt were Russia, Bangladesh, Venezuela, Haiti, and Irag. The United States ranked between

Japan and France, in the upper half.

Laws Forbidding Bribery

. . The United States is not highest on the index of least corruptible
spOt| Ig ht on COm municators countries. However, it has taken the global lead in fighting corruption.
- Over three decades ago, the U.S. government passed the Foreign

Corrupt Practices Act of 1977. It prohibits payments to foreign officials
for the purpose of obtaining or retaining business. But the law applied
only to U.S. companies. Therefore, they were at a decided disadvantage

< "l would never have thought I'd go
to jail for my company,” Reinhard

Siekaczek testified. The former mid-
level Siemens accountant admitted

that from 2002 to 2006 he managed when competing against less scrupulous companies from other
an annual bribery budget of about nations. U.S. companies complained that they lost billions of dollars in
$40 to $50 million at Siemens AG. contracts every year because they refused to bribe their way to success.
The giant German engineering corporation used the slush Most other industrialized countries looked the other way when
fund to sway corrupt government officials worldwide. their corporations used bribes. They considered the “greasing of palms”
Convicted of breach of trust, Siekaczek tried to justify his just a cost of doing business in certain cultures. Until 1999 German
actions by citing economic pressures: "We thought we corporations were even allowed to deduct bribes as a business

had to do it," he said. "Otherwise, we'd ruin the company.'
Siekaczek was sentenced in Germany to two years' proba-
tion and a $150,000 fine. Siemens will pay more than $2.6
billion—3$1.6 billion in fines and fees in Germany and the

United States in addition to more than $1 billion for inter-

expense—as long as they got receipts. Recently, the engineering giant
Siemens was slapped with billion-dollar fines in Germany and in the
United States for systematically paying off foreign officials. In total, its
corrupt practices cost the company $2.6 billion for fines and internal

§ nal investigations and reforms. Does the fear of job losses reforms.”!
£ and plunging profits justify bribery to gain a competitive In the United States bribery is a criminal offense, and American
S advantage? corporate officials found guilty are fined and sent to jail. For example,

Chiquita Brands has been the subject of lengthy litigation and
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FIGURE 3.7 Corruption Perceptions Index
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fines for its activities in Colombia. The company made “protection payments” to right-wing
paramilitaries as well as a left-wing army, ostensibly to protect its employees.? Domestically,
the Sarbanes-Oxley Act of 2002 is a new tool in the anticorruption battle. It forbids off-the-
book bribes. However, American law does permit payments that may ease the way for routine
government actions, such as expediting a visa request. Such payments are reportedly capped
at about $500.”

More attention is now being paid to the problem of global corruption. With increased
global interdependence, corruption is increasingly seen as costly as well as unethical. It has
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This index of selected countries
represents a compilation of
polls and surveys put together
by Transparency International.
The purpose of this Berlin-based
watchdog organization is curbing
the corruption that stunts the
development of poor countries.
The index relates to perceptions
of corruption as seen by
businesspeople, risk analysts,
and the general public. It ranges
between 10 (highly clean) and 0
(highly corrupt).

The United States may not be
among the top five of the least
corrupt nations, but how would
you characterize its efforts in the
global fight against corruption?
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Why is it difficult for world
leaders to agree on ethical
behavior although they share
the view that bribery of officials
is wrong?

What makes gifts ambivalent
in intercultural business
situations?

Can you describe practical
solutions to ethical problems?

How can businesspeople abroad
acknowledge different values
but also respect the need for
moral initiative?

98

Copyright 2010 Cengage Learning. All Rights Reserved. May not be copied, scanned, or duplicated, in whole or in part. Due to electronic rights, some third party content may be suppressed from the eBook and/or eChapter(s).

been estimated that moving from a “clean” government like that of Singapore to one as
corrupt as Mexico’s would have the same effect on foreign direct investment as an increase
in the corporate tax rate of 50 percent>* After investing $4 billion in Russia, Swedish furniture
powerhouse, Ikea, is increasingly plagued by bureaucratic hurdles. For instance, the Russians
demanded that an lkea mall withstand hurricane-force winds when such severe weather was
unknown in the region. Then they offered the Swedes “a quick remedy”to be provided by a local
builder>

Many of the world’s industrialized countries formally agreed in 1999 to a new global treaty
promoted by the Organization for Economic Cooperation and Development (OECD). This treaty
bans the practice of bribery of foreign government officials. Today, bribery is illegal almost
everywhere in the world.*®

Whose Ethics Should Prevail?

Although world leaders seem to agree that bribery of officials is wrong, many other shady
areas persist. Drawing the lines of ethical behavior here at home is hard enough. When faced
with a cultural filter, the picture becomes even murkier. Most people agree that mistreating
children is wrong. But in some countries, child labor is not only condoned, but also considered
necessary for families to subsist. Although most countries want to respect the environment,
they might also sanction the use of DDT because crops would be consumed by insects
without it.

In some cultures “grease” payments to customs officials may be part of their earnings—not
blackmail. In parts of Africa a “family” celebration at the conclusion of a business deal includes
a party for which you are asked to pay. This payment is a sign of friendship and lasting business
relationship, not a personal payoff. In some Third World countries, requests for assistance in
developing technologies or reducing hunger may become part of a business package.”

The exchanging of gifts is another tricky subject. In many non-Western cultures, the gift
exchange tradition has become a business ritual. Gifts not only are a sign of gratitude and
hospitality, but also generate a future obligation and trust. Americans, of course, become
uneasy when gift giving seems to move beyond normal courtesy and friendliness. If it even
remotely suggests influence peddling, they back off. Many companies suggest $50 as a top
limit for gifts.

Whose ethics should prevail across borders? Unfortunately, no clear-cut answers can be
found. Americans are sometimes criticized for being ethical “fanatics, wishing to impose their
“moralistic” views on the world. Also criticized are ethical "relativists,” who contend that no
absolute values exist.*®

Making Ethical Decisions Across Borders

Instead of trying to distinguish “good ethics”and "bad ethics,” perhaps the best plan is to look

for practical solutions to the cultural challenges of global business interaction. Following

are suggestions that acknowledge different values but also respect the need for moral

initiative.*

® Broaden your view. Become more sensitive to the values and customs of other cultures.
Look especially at what they consider moral, traditional, practical, and effective.

® Avoid reflex judgments. Don't automatically judge the business customs of others as
immoral, corrupt, or unworkable. Assume they are legitimate and workable until proved
otherwise.

® Find alt