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( Developing Leaders for a Networked World )

Welcome to the second edition of Business Communication. This learning pro-
gram develops leaders for a networked world. Through the author’s practi-
tioner and case-based approach, students are more likely to read and reflect on
the text. They are better positioned to understand why credibility is essential
to efficient and effective business communication in today’s rapidly changing
business communication environment. Cardon’s integrated solution, including
the results-driven technology and text content, provides a contemporary yet
traditional view into the business communication field, allowing instructors
to teach bedrock communication principles while also staying up to date with
cultural and technological changes. Students are empowered to thoroughly
master foundational concepts and practice their communication skills anytime
and anywhere, transforming them into leaders for a networked world. This in-
tegrated solution follows the following central principles: results-driven tech-
nology; credibility; forward-looking vision built on tradition; business focus;
engagement; and content.

Results-Driven Technology

Across the country, instructors and students continue to raise an important question: How can business
communication courses further support students throughout the learning process to shape future
business leaders? While there is no one solution, we see the impact of new learning technologies and
innovative study tools that not only fully engage students in course material but also inform instructors
of the students’ skill and comprehension levels.

Interactive learning tools, including those offered through McGraw-Hill Connect, are being
implemented to increase teaching effectiveness and learning efficiency in thousands of colleges

and universities. By facilitating a stronger connection with the course and incorporating the latest
technologies—such as McGraw-Hill LearnSmart, an adaptive learning program—these tools enable
students to succeed in their college careers, which will ultimately increase the percentage of students
completing their postsecondary degrees and create the business leaders of the future.

McGraw-Hill Connect

B CONNECT Connect is an all-digital teaching and learning environment designed
from the ground up to work with the way instructors and students think, teach, and learn.
As a digital teaching, assignment, and assessment platform, Connect strengthens the link
between faculty, students, and coursework, helping everyone accomplish more in less
time. Below are the key resources available within Connect Business Communication:

LearnSmart—The smartest way to get from B to A. LearnSmart is the most widely
used and intelligent adaptive learning resource. It is proven to strengthen memory recall,
improve course retention, and boost grades by distinguishing between what students
know and what they don’t know and honing in on the concepts that they are most likely to
forget. LearnSmart continuously adapts to each student’s needs by building an individual
learning path. As a result, students study smarter and retain more knowledge.

SmartBook—A revolution in reading. Powered by LearnSmart, SmartBook is the
first and only adaptive reading experience designed to change the way students read

)



and learn. It creates a personalized

reading experience by highlighting Grade Distribution PR Ak
the most impactful concepts a Without
student needs to learn at that LearnSmart

moment in time. The end result?
Students are more engaged with
course content, can better prioritize
their time, and come to class ready
to participate.

43%

LearnSmart Achieve—Puts

] A ] With
responsible writing into practice. TSR
LearnSmart A'chleve deve.lops and Without With
improves editing and business LearnSmart LearnSmart
writing skills. This adaptive learning 58% more As 25% more students
system helps students learn faster, with LearnSmart passed with LearnSmart

study more efficiently, and retain
more knowledge for greater success.

Presentation Capture—Skill Practice Inside and Outside the
Classroom. Presentation Capture gives instructors the ability to evaluate
presentations and students the freedom to practice their presentation skills
anytime and anywhere. With its fully customizable rubrics, instructors can
measure students’ uploaded presentations against course outcome and give
students specific feedback on where improvement is needed.

é instructor review ‘ self-review “"’“‘ peer review

video author:

Michael Gedatus

video title:

How to improve your grades with Connect

description:
How you, too, can earn an A by using
Connect
= + =< &2
“ Click the slider in the video player to add a time-stamped
comment as you view the video.
Evaluate the student

Question1/8 ANSWers: (select one)

see all questions

1 Excellent (5) Good (4) Average (3) Fair (2) Poor (1) n/a (0)




Interactive Applications—a Higher Level of Learning. Interactive Applications for
each chapter allow students to

Apply concepts to real-world video cases.
Analyze a case and apply chapter concepts.
Demonstrate problem-solving skills through complex examples and diagrams.
Assess their values, skills, and interests via self-assessments.
Demonstrate knowledge about business models and processes.
Students receive immediate feedback and can track their progress in their own report.

Detailed results let instructors see at a glance how each student performs and easily track
the progress of every student in their course.

JUE S TION T
HOGHE S5

Work life balance

2 In the opening moments. Tom abruptly reters to
samantha's two-week deadling as “four weeks of work
Which aspacts of y does this most lange?

Caring and charncter

Character

< prev glossary

Credibility

Since professional success depends on managing and working
within professional relationships, this textbook uses credibility or
trust as a central principle throughout. Principles of relationship-
building such as personal credibility, emotional intelligence, and
listening hold a prominent role throughout the book. Credibility is
considered a key leadership attribute in today’s networked world.

I think it is refreshing and NECESSARY to
begin a business communication textbook with
a chapter on credibility. In today’s business
world, it is essential!

Dr. Jorge Gaytan, North Carolina A&T University




The author strategically presents traditional business
communication content using a contemporary
delivery method that will engage students.

Dr. Ronda G. Henderson, Middle Tennessee State University

Forward-Looking Vision Built
on Tradition

The book stays true to core business communication
principles established over many decades. Yet it
also goes beyond traditional texts by its inclusion

of the latest communication practices facilitated

by communication technologies and its enhanced

coverage of increasingly important business This is a stron g advanta ge, because
communication topics such as: g .

interpersonal skills show up as a
Interpersonal communication (Chapters 2—4), requi rement on almost every ]Ob po stin g
social media and technology (Chapters 7 and 8), and are a vital part of a student’s
crisis communication and public relations . . . .
(Bonus Chapter), oral communication (throughout business communication tool kit. The
the book), and business plans and business extra Chapters given to this Subject are a

proposals (Bonus Appendix). positive selling point for this book.

Anne Finestone, Santa Monica Community College

Technology Tips. Each chapter contains

a one-page technology tip about TECHNOLOGY TIPS
applying the latest technologies
. . Th . USING TAGGING FOR KNOWLEDGE T =)
to communication. ese tips One of the strongest benefis of enterprise social software s the ability to {[[—
. tag and index documents so you and your colleagues can find informa- [Gomens |
encourage Students to expenment tion rapidly. In some organizations, the intranet may contain millions of W [T S SRR
web pages and files with the collective knowledge of the organization. e |
. . By providing tags and other information in your posts and files, you make ||
with new technologies, most of i i Tt any clkague 1t your G saon o fn you mescagdl (| o= [
Similarly, if you are writing online business messages for external audi- || usege: asbrsbodlve
3 ’ ences, your tags can lead customers, clients, and other contacts to your -
which are rarely used even by today’s ety oo Tl G BT oo e
. . In the image at right, you can see an example of how information §
tech-savvy students. These tips pr0v1de a T 30 A ) ) e e e v e o | | ]
Jar actions for any type of business message in enterprise social software ||| ke [snetror, et seree,anfereres,ms|

platforms to allow others to quickly find your files. Commen's:  Shons e 2 suvey adninstered o recent
arfe g e atsacton it

ence gess g
Itemetsences and cng,

basis for expanded conversation in class.

See page 237

Focus on technology is essential, and this text
covers all new areas quite extensively.

Terri Gonzales-Kreisman, Delgado Community College
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Business Focus

The business case—based approach allows students to better learn how communications
can build bridges between professionals. It helps students envision how they will
communicate to accomplish workplace objectives and build rich and productive

. . relationships. Each chapter opens with a short business case and, unlike any
I like how the opening other book on the market, weaves examples from the case throughout the
case was used chapter and into the model documents, engaging readers in the story behind
throu g hout the each business message. It offers a broad representation of business problems
. by discipline, including examples from finance, operations, marketing, human
remainder Of the chap ter resources, and business information systems. Additionally, these problems
to illustrate key points are significant in scope, involving some time horizons of five to ten years and
and brin g the reader projects involving significant outlay of financial resources.

back to the ‘problem’
ack to the problem or CHAPTER CASE: HARD DECISIONS AT EASTMOND NETWORKING
focus at hand. '
\o"\f(.)on' su,”% 08‘. permn,,e/a Qc"o“‘ fmfn(.@,é (}\o\. sum,,,@»/
. ] . 4 = S Z o CN 2 2,
Lisa M. O’Laughlin, Delta College K oy g 3 3 2hdEet G
s 9 ol o e A >
3 s S 3 2 o
<>
: 9.
WHO'’S INVOLVED
 Hired for a summer * Worked as the head ¢ Hasheld current Hired for a sum-
internship to develop of personnel at East- position for three mer internship
a corporate wellness mond Networking years ¢ Majoring in
program for the past five o Specializes in human resource
s Double majoring in busi- years developing bud- management
gets and financial
FIGURE 2.6 forecasts
A Conversation between a Hub and a Green

F

Jeff encodes: Let’s work as a team to

Jeff explained, “Lisa, I'd like you, Steve, and Latisha to help .
improve our performance feedback system.

work with me to implement a continuous performance review
system. Our current system of annual performance reviews is
really outdated.”

See page 25

Lisa decodes: Jeff is rushing to a decision
too quickly and thinks I'm on board.

Lisa was silent for several seconds. “I think we need to step
back and really make sure we’re making the right decision
here. Have you taken the time to carefully compare annual
reviews and continuous reviews? Can you share some of that
information with me?”

Lisa encodes: This might be a good idea but
let’s weigh our options first.

Jeff decodes: Lisa doesn't like this idea. |
Jeff was surprised Lisa wasn’t enthusiastic. After all, it was | wonder what’s wrong.

Lisa who always loved data, and continuous feedback provided

more information to everyone. “Well, | think it’s a no-brainer.
I've talked to quite a few HR directors who've had a lot of
success with continuous performance reviews —never heard a
bad thing yet. | guess we could gather some more information
to make sure we're doing the right thing. Maybe we could do
an employee survey, or we could find some industry surveys of
how companies are implementing performance reviews, or
maybe we could even attend a conference about performance
reviews and talk to people there to figure out how we should
go about this. What do you think we should do at this point?”

Jeff encodes: | want to work with you and
figure out how to move forward. Here are
some additional ways of learning our options.
| want your input.

Lisa decodes: Jeff doesn’t really know what
he wants to accomplish.

Lisa encodes: Let’s be really thorough about

Lisa responded, “All those ideas might help. Let’s think first il CEaEe,
about our objectives for the new system and then think about See page 5]
some ways of gathering information to decide whether the new Jeff decodes: This approach is time-
system meets those objectives more so than annual reviews . . .” consuming and far too cautious. |

Communication Q&A

Each chapter contains an interview with an accomplished UNICATION Q&A
business professional about specific types of communication COMM
related to a topic in the chapter. These profiles offer current CONVERSATIONS WITH CURRENT BUSINESS PROFESSIONALS
1 1 1 b Peter Cardon: What is your role leading teams?

perspeCtlves On Chapter Content ln the prOfeSSIOHals OWII Peter Ernandes: | am ar\y\merr\aﬂona\ Supgply chain manager at Northrop Grumman Aero-

. . . . space. It is my challenge to rely on the skill set of my cross-functional team to accuratel
words, in a question-and-answer format. These interviews e business opporanities ant ormaly communiate oot Sxpecmations and coniton,

. . . to new business partners.
can serve as effective platforms for class discussion and for s DN S G T R
. . PE: Teams are the standard of any working environment today. | feel one reason for this is as an international

written aSSIgnments o the pace of the current working environment. The only way to deal with the new pace of ~SUPPly manager at

demand is to break up responsibilities and collaborate appropriately. | also feel that working ~ Northrop Grumman

in teams of “co-located” team members is a quickly fading model of teams. It is because of ~A€rospace at the time

these two factors that using tools and technology which facilitate communication with one ~ Of the interview. He has

another is that much more vital. recently taken a position
at PC.

PC: What are some keys to making teams work well?

PE: The key to driving success in teams, first and foremost, is a commitment to understanding that teams are a collection

of people, not machinery or software. Culture, experience, and personality can be polarizing elements of a team. However,

those same differences, channeled properly, often foster the most triumphant accomplishments, effectively trumping any

output a perfectly coded algorithm can create. Respect and communication are each essential components of the com-

mitment | mentioned earlier. If a team starts off with an understanding that each team member is unique, it creates an

environment where open dialogue can take place. Whenever possible, I lay this foundation as an expectation in my teams.

PC: How do you make sure meetings are productive and fun?

PE: Forging a fun and productive environment depends on the maturity of the team. Newly formed teams are much more
productive, in my opinion, when they start tasks early and meet often. This allows for two things: (1) time for each team

See page 90




Engagement

This case-based textbook tells a story of effective communication in a compelling, research-based, practical,
and interesting way. The business communication terminology flows easily from one chapter to the next,
creating a smooth flow between chapters. The text challenges and promotes excellence for business

students of all levels—poor, average, and top performers. Chapters present lists and models for effective
communications. Chapters also help students take into account the context of various business situations.

Why Does This Matter?

Each chapter begins with a section
that states the compelling reasons

the content is crucial to
career success. These
first few paragraphs

are intended to gain
buy-in among students.
A QR code located at
the beginning of these
sections allows students

5
WHY DOES THIS MATTER?

I nearly any poll of skills needed for career success, employees identify interper-
sonal skils as the most important. For example, consider the results of a recent Gal-
up poll of working adults, depicted in Table 2.1." More than any other item in the
survey, respondents recognized “skill in dealing with people” as the most critcal

Consider also the remarks of Linda Hudson, former president and CEO of BAE
Systems;

1 find new business school graduates come in

here thinking that, first of all, they're going

to run the company overnight. Many of them TABLE 2.1

Pete Cardon
‘explain why this
matters.

=
S

are convinced they've never made a mistake.

Skills That Determine Success

They're not accustomed to e

Chapter Takeaways

The chapter takeaway is
provided in a visual format.
With graphics and lists, it

: : : e e T e e

to view a short video clip T o with key chapter content
no peaple skills. So | think an important part of 3. Basic use of computers 65
1 M teaching business ought to be focused more 4. Witing abilit 57

of the author reinforcing e G S & e & and serves as a reference

this message.

part of business. ... We give them all the book
smarts, but we don't tend to give them the
other skills that go along with business.”

6. Advanced use of computers

h

7. Physic h
jedge

ngt
& Scentifcknow)

In this chapter, we provide an overview of 1
personal communication process, including an
tion of emotional intelligence, which is a foun
effective interpersonal communication.

Read the following short case about budoe  Chapter Takeaway for Social Media for Business Communication ‘ .

Eastmond Networking. Throughout the chapt

for applying the principles
to their oral and written
communication.

find effective and ineffective examples of inter|
communication that are based on this case. LO8.1 Explain characteristics of the emerging Social Age. (pp. 220-223)

See page 25

Tsfics ofthe Social Age

» Respect for expertse and contibutions 0 the network
« Knowledge sharing
T honesty

LO8.2 Use blogs, wikis, f

Principles for Using Tnternal

By having

a graphical
representation of

the summary of the
chapter, I believe it
is much more reader-
effective than a small
paragraph(s) to get
the main points of
the chapter across to
the reader.

See page 243

Such learning exercises,
evaluation exercises,
self-assessment exercises,
and application exercises
provide a competitive
advantage in the learning
experience because of
their diverse approach to
critical thinking.

Learning Exercises

Each chapter contains between 15 and
25 engaging learning exercises. These
exercises are organized into discussion
exercises, evaluation exercises,

and application exercises to help
students develop expertise in business
communication.

Susan E. Hall, PhD,
University of West Georgia

Michael Shaw, MA, Montana State University
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Content

The content of this textbook is organized around the traditional business
communication topics such as routine messages, persuasive messages,
bad-news messages, reports, and presentations. Beyond the basics, it
adds unique and modern topics that instructors want and need in their
courses. The unique content includes the following:

A Beginning Chapter on Credibility

Most business communication instructors recognize that credibility or
trust is central to efficient and effective communication. This textbook
begins with a discussion of credibility and refers to it throughout the
book.

No comparision—this is the first
time I've seen a BCom text start out
with a chapter on credibility, well
done.

Bennie J. Wilson Ill, University of Texas at San Antonio

Expanded Focus on Interpersonal Communication

This book contains three chapters about interpersonal
communication (Chapters 2, 3, and 4), fulfilling the wish of
many business communication instructors for enhanced coverage
of this material and arming students with skills that will be
valued in the workplace. It also contains an entire chapter
(Chapter 4), rather than a 5- to 10-page section within a chapter,
on intercultural communication. Many business communication
instructors and students are drawn to this increasingly important
topic in the business world.

This is a key differentiating factor from traditional
texts and gives a clear advantage in terms of really
focusing in on how interpersonal communications
and relationships play an important role in the
business world.

Melissa Hancock, Texas Tech University

xiv
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Enhanced Coverage of Technology

This book adopts a more visionary and reliable view of the communication
technologies of tomorrow. While nearly all textbooks refer to use of social
media, they focus on a thin slice of social media activities that involve marketing
and customer relations. This book, by contrast, takes a larger view of social
media use that includes team communication and communication with external
partners. It prepares students for communication in the evolving workplace that
involves truly networked communication. It also addresses the need for students
to develop an online professional persona that builds personal credibility.

The book devotes two entire chapters to communication and technology.
One chapter focuses on the strategy of selecting communication channels
to match communication goals. It provides students with the increasingly
important ability of avoiding digital overload. It also provides tips for using
email, texting, phone conversations, and videoconferences. Another chapter
is entirely devoted to social media. While students may be digital natives,
most of them are unfamiliar with how to use social media for business
communication. This chapter helps students use blogs, wikis, discussion
forums, and other social tools to reach work goals. It also helps them create
strategies to develop their professional reputations. Furthermore, it contains
a roughly one-page technology tip in each chapter that addresses a particular
technology (e.g., online calls, videoconferences).

Since a textbook can never stay up to date with the technical features
of communication technologies, the discussions about communication
technology focus on principles that outlast the cycle of a textbook edition.
Thus, the coverage of communication technologies is more extensive, more
strategic, and more focused on business communication (not on marketing)
than other business communication textbooks.

This text is very contemporary with its analysis
and recommended application of current
technology.

Daniel McRoberts, Northcentral Technical College

A Bonus Chapter on Crisis Communications and Public
Relations

In the era of social media and demand for transparency, business
professionals are increasingly expected to understand principles of

public relations, even from an early stage in their careers. Furthermore,
these skills are career enhancers. This chapter, contained in few business
communication books, fills this need. This chapter is available to be
customized into your text. Please visit www.mcgrawhillcreate.com/cardon
to view or visit the the e-book within McGraw-Hill Connect.

XV




xvi

Keeping Up with What's New

The second edition of Business Communication: Developing Leaders for a Networked World
continues to provide results-driven technology case-based and forward-looking content to help
business students develop professional credibility for the workplace of tomorrow.

In an increasingly networked world, students will need better interpersonal skills than ever before;
they will need better team skills than ever before; they will need better writing skills, especially
adapted to new technologies; and they will need stronger presentation skills. This second edition
equips business students to develop these abilities in the following ways:

Adapting to the communication styles of others. Building on content about emotional intelligence
in the first edition, this edition adds content to help adapt to the styles and preferences of others
with sections on the following:
Motivational values and related communication styles (based on the Strength Deployment
Inventory (SDI), which is a valuable assessment that can be taken by students)
Communication preferences of introverts and extroverts
Common patterns and meanings of nonverbal communication

Succeeding and communicating effectively in teams. Building on content about team communica-
tion in the first edition, this edition provides far more content about the following:

Team charters and team assessments

Virtual teamwork

Team writing and co-authoring

Using communication technologies to match communication goals. This edition discusses a variety
of communication tools—traditional and new—and how to use them to meet communication goals.
Communication tools that are given additional coverage in this edition include the following:

Blogging

Texting

Phone conversations

Videoconferences

Writing influential business messages. This edition continues a strong focus on routine business
messages, persuasive messages, and bad-news messages. It also provides enhanced coverage of the
following types of messages:

PR-style messages for posts on corporate websites and social media platforms

Op-ed style blog posts to promote the brand and interests of organizations

Personal blogs about areas of professional expertise to help develop personal brands

Language mechanics exercises at the end of each chapter

Sharpening presentation skills. This edition provides a new case about presenting, with a focus on
connecting with and influencing audiences.



Keeping Up Supporting Resources

Efficient Administrative Capabilities

Connect offers you, the instructor, autogradable material in an effort to facilitate teaching
and learning.

reviewing homework giving tests or quizzes grading
60 minutes 15 minutes 60 minutes 0 minutes 60 minutes 12 minutes
without Connect  with Connect without Connect ~ with Connect without Connect  with Connect

Student Progress Tracking. Connect keeps instructors informed

about how each student, section, and class is performing, allowing Connect and LearnSmart allow
for more productive use of lecture and office hours. The progress me to present course material to
tracking function enables instructors to: students in more ways than just the

explanations they hear from me
directly. Because of this, students
are processing the material in new
ways, requiring them to think. I
now have more students asking
questions in class because the more
we think, the more we question.

View scored work immediately and track individual or group per-
formance with assignment and grade reports.

Access an instant view of student or class performance relative to
learning objectives.

Collect data and generate reports required by many accreditation
organizations, such as AACSB.

ACtiOhab'e Data Sharon Feaster, Instructor at Hinds

Community College

Connect Insight is a powerful data analytics
tool that allows instructors to leverage aggregated information about
their courses and students to provide a more personalized teaching and
learning experience.

Instructor Teaching Resources

Connect’s Instructor Library serves as a one-stop secure site for essential course material,
allowing you to save prep time before class. The instructor resources found in the library
include:

Instructor’s Manual

Prepared by the author, the Instructor’s Manual consists of a rich set of information to
make teaching easier and more engaging. Within each chapter, the instructor’s manual
provides teaching notes for the chapter case, thumbnail images of the PowerPoint slides,
and additional tips for discussion and learning exercises. It also contains answers and
suggested responses to the end-of-chapter exercises.

Test Bank and EZ Test

The Test Bank includes more than 1,400 multiple-choice, true/false, and short-answer
questions. Each question identifies the answer, difficulty level, and Bloom’s Taxonomy
level coding. Each test question is also tagged to the learning objective it covers in the
chapter and the AACSB Learning Standard it falls under.
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EZ Test Online McGraw-Hill’s EZ Test Online is a flexible and easy-to-use electronic
testing program. The program allows instructors to create tests from book-specific items,
accommodates a wide range of question types, and enables instructors to even add their
own questions. Multiple versions of a test can be created, and any test can be exported
for use with course management systems such as WebCT and Blackboard or with any
other course management system. EZ Test Online is accessible to busy instructors
virtually anywhere via the web, and the program eliminates the need for them to install
test software. For more information about EZ Test Online, please see the website at www.
eztestonline.com.

PowerPoint Presentation Slides

Each PowerPoint file has more than two dozen slides relating to the chapter, including
two or more graphics from the textbook and notes offering tips for using the slides. The
PowerPoint slides have been prepared by Professor Brad Cox of Midlands Technical
College with the input of the author, allowing seamless integration between the slides and
the Instructor’s Manual.

Additional Cases

Instructors can use many additional cases and sample documents (located in the
Instructor’s section of Connect and can be added to your custom text at www
.mcgrawhillcreate.com/cardon) to make classes more engaging. Cases are generally three
to five pages with a variety of related assignments. Also, instructors can find a variety of
do-over messages that require extensive revisions. New for the second edition, there is

at least one case for each chapter and dozens of do-over messages. Each case contains a
teaching note and each do-over message contains a suggested solution. Instructors can
easily use cases for in-class discussions and activities and for regular assignments.

McGraw-Hill Customer Experience Group
Contact Information

At McGraw-Hill, we understand that getting the most from new technology can be
challenging. That’s why our services don’t stop after you purchase our products. You
can email our product specialists 24 hours a day to get product training online. Or you
can search our knowledge bank of Frequently Asked Questions on our support website.
For customer support, call 800-331-5094, or visit www.mhhe.com/support. One of our
technical support analysts will be able to assist you in a timely fashion.

Course Design and Delivery

Create

Craft your teaching resources to match the way you teach! With McGraw-Hill Create,
www.mcgrawhillcreate.com, you can easily rearrange chapters, combine material from
other content sources, and quickly upload content you have written, like your course
syllabus or teaching notes. Find the content you need in Create by searching through
thousands of leading McGraw-Hill textbooks. Arrange your book to fit your teaching
style. Create even allows you to personalize your book’s appearance by selecting the
cover and adding your name, school, and course information. Order a Create book

and you’ll receive a complimentary print review copy in three to five business days or

a complimentary electronic review copy (eComp) via email in about one hour. Go to



www.mcgrawhillcreate.com today and register. Experience how McGraw-Hill Create
empowers you to teach your students your way.

E-Book Option

E-books are an innovative way for students to save money and to “go green.” McGraw-
Hill e-books are typically 40% off the bookstore price. Students have the choice between
an online and a downloadable CourseSmart e-book.

Through CourseSmart, students have the flexibility to access an exact replica of their
textbook from any computer that has Internet service, without plug-ins or special
software, via the online version or to create a library of books on their hard drive via the
downloadable version. Access to the CourseSmart e-books lasts for one year.

Features: CourseSmart e-books allow students to highlight, take notes, organize notes,
and share the notes with other CourseSmart users. Students can also search for terms
across all e-books in their purchased CourseSmart library. CourseSmart e-books can be
printed (five pages at a time).

Visit www.coursesmart.com for more information and to purchase access to our
e-books. CourseSmart allows students to try one chapter of the e-book, free of charge,
before purchase.

Special Binder-Ready Version

= Thin o el hurrasbn

Binder-Ready Loose-Leaf Text

This full-featured text is provided as an option to the price-sensitive student. It is a four-
color text that’s three-hole punched and made available at a discount to students. It is also
available in a package with Connect.

Tegrity Campus

Tegrity makes class time available 24/7 by automatically capturing every lecture in a
searchable format for students to review when they study and complete assignments.
With a simple one-click start-and-stop process, you capture all computer screens and
corresponding audio. Students can replay any part of any class with easy-to-use browser-
based viewing on a PC or Mac. Educators know that the more students can see, hear, and glrcaw
experience class resources, the better they learn. In fact, studies prove it. With patented Hill o
Tegrity “search anything” technology, students instantly recall key class moments for

replay online, or on iPods and mobile devices. Instructors can help turn all their students’

study time into learning moments immediately supported by their lecture. To learn more

about Tegrity, watch a two-minute Flash demo at www.tegrity.com.

QOegrity

Blackboard® Partnership

McGraw-Hill and Blackboard have teamed up to simplify your life. Now you and your
students can access Connect and Create right from within your Blackboard course—all

with one single sign-on. The grade books are seamless, so when a student completes -
an integrated Connect assignment, the grade for that assignment automatically (and povere | The Best of
instantly) feeds your Blackboard grade center. Learn more at www.domorenow.com. Both Worlds

McGraw-Hill Campus™

McGraw-Hill Campus is a new one-stop teaching and learning experience available to
users of any learning management system.
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This institutional service allows faculty and students to enjoy single sign-on (SSO)
access to all McGraw-Hill materials, including the award-winning McGraw-Hill
Connect platform, from directly within the institution’s website. With McGraw-Hill
Campus, faculty receive instant access to teaching materials (e.g., e-textbooks, test
banks, PowerPoint slides, learning objects, etc.), allowing them to browse, search, and
use any instructor ancillary content in our vast library at no additional cost to instructor
or students. In addition, students enjoy SSO access to a variety of free content and
subscription-based products (e.g., McGraw-Hill Connect). With McGraw-Hill Campus
enabled, faculty and students will never need to create another account to access
McGraw-Hill products and services. Learn more at www.mhcampus.com.

Assurance of Learning Ready

Many educational institutions today are focused on the notion of assurance of learning, an
important element of some accreditation standards. Business Communication is designed
specifically to support your assurance of learning initiatives with a simple, yet powerful
solution. Each test bank question for Business Communication maps to a specific chapter
learning objective listed in the text. You can use our test bank software, EZ Test and EZ
Test Online, or Connect Business Communication to easily query for learning outcomes/
objectives that directly relate to the learning objectives for your course. You can then use
the reporting features of EZ Test to aggregate student results in similar fashion, making
the collection and presentation of assurance of learning data simple and easy.

AACSB Tagging

McGraw-Hill is a proud corporate member of AACSB International. Understanding

the importance and value of AACSB accreditation, this text recognizes the curricula
guidelines detailed in the AACSB standards for business accreditation by connecting
selected questions in the test bank to the six general knowledge and skill guidelines in the
AACSB standards.

The statements contained in this text are provided only as a guide for the users of this
textbook. The AACSB leaves content coverage and assessment within the purview

of individual schools, the mission of the school, and the faculty. While Business
Communication and the teaching package make no claim of any specific AACSB
qualification or evaluation, we have within Business Communication labeled selected
questions according to the six general knowledge and skills areas.
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Dear Students,

You may wonder why you need to take a class in business communication skills.
After all, you've been communicating all your life. And you've got plenty to do just
to learn the technical business fundamentals——accounting, finance, operations,
marketing, and so on. So why communication? How much are communication skills
worth?

According to the most successful and well-known investor in history, Warren
Buffett, effective communication skills can add $500,000 to your
lifetime earnings and increase your earning power by 50 percent. How? The
business world has many average communicators but few exceptional ones. Those
few exceptional communicators are granted far more professional opportunities.

Warren Buffett is currently the chief executive officer (CEO) and primary
shareholder of Berkshire Hathaway, a conglomerate holding company that owns
subsidiary companies such as Geico, Fruit of the Loom, The pampered Chef, See's
Candies, and Dairy Queen. He manages businesses with over 233,000 employees
across the world, and 88 CEOs report directly to him.

Buffett’s extraordinary success can be traced to his passion for business from an
early age. At age six, he started saving money. As a young boy, he delivered papers,
sold popcorn and peanuts at baseball games, and started a used golf ball business
and a pinball machine business. He regularly read financial publications such as
Barron’s. He filed his first income tax return, for $7, when he was 12 years old and
was astute enough to deduct expenses associated with newspaper delivery—the
$35 expense of his bicycle and his wristwatch. He purchased his first stock, for
$120, at the age of 11.

Yet, despite his emerging business expertise, Buffett was, by his own admission,
socially awkward and lacking in interpersonal communication skills. He didn't
understand the importance of small talk and frequently offended those around him.
A life-changing event occurred when he was denied entrance into Harvard Business
School because of his poor interview performance. He knew his business knowledge
and experience were far superior to those of his peers; however, his interpersonal
communication skills were not adequate for exceptional performance in the
business world.

As his daughter later stated, “Once upon a time there was a slightly nerdish
young man by the name of Warren Buffett, who, at the age of 20, was frightened
to death to stand up in front of people and speak to them. Then he discovered
Dale Carnegie’s course on public speaking and it changed his life. Not only did he
develop the courage and skill to speak in front of groups of people, he learned to
make friends and motivate people. Warren considers his Carnegie education a life-
changing event and the most important diploma he has ever received.”

In short, poor communication skills hindered Warren Buffett’s early career. He
turned this weakness into strength, however, and added excellent communication
skills to his visionary knack for investing. Now, he is widely acclaimed as one of the
best business leaders and managers in the world.
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What do people in the business world say about the need for
communication skills?
In one of the largest surveys of its kind (2,825 corporate recruiters in 2,092
companies in 63 countries), from a list of 18 tangible business skills, researchers
identified communication skills as the most important skill for business students.
Perhaps surprisingly, strong academic success ranked as number 11, sufficient
years of experience ranked as number 13, and occupation in prior work experience
ranked as number 14.

Along these same lines, in a recent Wall Street Journal survey, business
school recruiters ranked 20 skills in terms of importance for business graduates.
Communication and interpersonal skills were ranked first with 89 percent of
recruiters considering them extremely important. Much lower on the list were
qualities such as student years of work experience and content of core curriculum.
The authors of the Wall Street Journal study came to the following conclusions:

These days, the recruiter’s ideal target is the student who shows promise as
an articulate leader, but such [students] are proving to be all too rare. Of all
the complaints recruiters register . . . inferior communication skills top the
list. . . . Recruiters say they can count on students from any of the major
pusiness schools to bring solid knowledge of accounting, marketing, strategy
and other business fundamentals. What distinguishes the most sought-after
schools and [business] graduates are the “soft skills” of communication and
leadership that happen to be among the hardest to teach.

Why do communication skills rank higher in importance than prior
work experience, academic performance, and business knowledge?

| can offer several explanations: Excellent communication skills are rarer and thus
more valuable; from a corporate perspective, communication skills are more difficult
to teach than technical skills and business know-how; and business ideas are useful
only when they can be communicated effectively.

Employers expect business students to have functional and technical skills
related to their disciplines. Moreover, employers know that if business students lack
some functional and technical skills and knowledge, they can acquire them through
training and day-to-day business operations. In contrast, training employees 10
develop communication skills poses more of a challenge.

Understanding the value of communication skills does not necessarily translate
into effective communication. Few professionals take strategic, concrete steps
to improve their communication performance. In part, this is because improving
business communication skills poses unique challenges. What are those challenges?
Ironically, your lifetime of communication experiences may itself pose challenges.
The most fundamental challenge is that you have deeply ingrained habits. Some are
effective. Others are not. In either case, your communication habits feel natural and
instinctive. Adopting more offective communication tactics may seem unnatural, so



you may need to exert persistent and conscious effort to override your less effective
habits. Taking a course on business communication provides the laboratory in which
to make that effort.

Also, communication in the business world has unique qualities. Young
professionals must become adept at the language of business to project
a professional and confident tone in communications and to adjust their
communication to their audience (a boss, a peer, a client, a job candidate). They
must learn the appropriate mMix of formality and friendliness, especially when
communicating from a leadership or management position.

A third challenge many business students have is that they have developed
writing skills in the context of essay and report writing in the school environment.
However, most essay writing focuses on societal-level issues Or personal interests.
Business writing, in contrast, focuses on corporate needs and logic—on customers,
clients, and colleagues. It focuses on getting the job done. Also, a great deal
of academic writing discusses subjects in an abstract way, but business writing
generally focuses on specific actions and tasks. It is much more action-oriented.

What is the key message of this letter?

The message is that companies increasingly make communication and other
soft skills the deciding factors in hiring and promotion decisions, even for highly
technical business disciplines. The study and practice of communication skills will
undoubtedly help you achieve your professional aspirations.

All my best wishes on this journey,

ks

Peter W. Cardon

Associate Professor

Marshall School of Business

University of Southern California

Twitter: @petercardon

Facebook: facebook.com/cardonbcomm
Web: cardonbcom.com

LinkedIn: www.linkedin.com/in/petercardon
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. ESTABLISHING PRINCIPLES OF INTERPERSONAL PRINCIPLES FOR & TYPES OF
CREDIBILITY COMMUNICATION BUSINESS MESSAGES

ff Learning Objectives

After studying this chapter, you should be able to do the following:

LO1.1 Explain the importance of establishing LO1.3  Define and explain business ethics,
credibility for business communications. corporate values, and personal values.

LO1.2  Describe how competence, caring, and LO1.4  Explain the FAIR approach to ethical
character affect your credibility as a business communications.
communicator.



2
WHy DOES THIS MATTER:

In most business situations, others make judgments about what you say, write, and
do based on your credibility. Credibility is your reputation for being trustworthy—
trustworthy to perform your work with excellence; to care about those you work
with and for; to live by high ethical, corporate, and personal values; and to deliver on
your promises. In short, your credibility is the degree to which others believe or trust
in you. In this book, we often use the terms trust and credibility interchangeably.

Business communications occur in the context of working relationships, all of
which depend on trust.” Credibility has always been important to business relation-
ships, yet its importance has grown in recent years with an increasingly interde-
pendent, knowledge-based workplace.? As one of the foremost thinkers on trust
in the workplace, Stephen M. R. Covey made this observation:

Contrary to what most people believe, trust is not some soft, illusive
quality that you either have or you don’t; rather, trust is a pragmatic,
tangible, actionable asset that you can create—much faster than
you probably think possible. . . . It is the key leadership competency
of the new global economy.?

The importance of credibility as a basis for effective communication is universal. As
Victor K. Fung, chairman of the Li and Fung Group centered in Hong Kong, China,
stated, “A good leader is probably no different in any culture in the sense that a good
leader must have credibility. That is something one establishes . . . based on the way
one handles [oneself] . . . and by [an] established track record.”4 Fung's comments illus-
trate an important point that we will explore in detail: Credibility emerges from several
sources, including abilities and achievements as well as interpersonal skills and traits.

In this chapter, we discuss the ways that business executives and the business
community establish trust. Then, we focus on three components of credibility: com-
petence, caring, and character.® First, however, you will read a short scenario about
choosing a mentor. Each potential mentor has credibility but for different reasons.
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CHAPTER CASE: WHOM DO YOU TRUST AS YOUR MENTOR?

Luis

3 (S

WHO'’S INVOLVED

Assume you were hired about a month ago. Your company has a practice of as-
signing a mentor to new employees during their first six months. You've been told
that mentors can have a major impact on your opportunities: your team assign-
ments, your projects, and your overall career development. You've gotten to know

Tom

THE SITUATION



some of your new colleagues, and your boss has asked you which one you would
like to be your mentor. Read through your impressions of your colleagues below, and
consider who would make the best mentor for you.

LUIS Luis has worked at your company for one year. Everyone enjoys working with him. He is
always cheerful and happy to see those around him. He consistently finds out what his
colleagues need and goes out of his way to help out. Everyone thinks Luis is fun. He likes
to go out for a drink after work and gets everyone laughing. Luis is well known for being
well connected within your company. One thing that every colleague says about him is
that he’s honest. He continues to make some rookie mistakes, however, and he has done
sloppy work several times when he was up against tight deadlines.

Sally has worked at your company for three years. She has a reputation of being a

SALLY star performer. In fact, she’s generally assigned the most important projects for that
reason. Colleagues know that when she promises something, she makes it happen.
A lot of colleagues think she's excessively critical of others when they fall short of her
expectations. A colleague complained to one of the managers, “Sally never gives me
a chance to develop my skills. She just takes over the project.”

TOM Tom has worked at your company for four years. He consistently receives excellent
ratings on his quarterly performance reviews. He is intensely loyal to his team mem-
bers, and he does everything he can to make sure they succeed. Recently, one of his
team members lost a client because she missed several deadlines. When Tom'’s boss
asked why they lost the client, Tom protected his teammate by saying that the client
preferred the services of a competitor.

Luis, Sally, and Tom are like most people—they have some strengths and some weak-
nesses. As you read this chapter, you will find that each of them lacks complete credi-
bility but for different reasons. Now, choose your mentor. Whom do you trust to help
you succeed in your new position?

The Role of Trust in the Post-Trust Era

Do you operate from a position of trust or credibility? That is one of the first things
you should consider as you communicate. In the business world, you often start from a
deficit of trust. As a result, one of your first goals should be to gain trust or credibility
from colleagues, clients, customers, and other contacts.®

Given the major business scandals over the past decade (i.e., Enron, Adelphia Com-
munications, WorldCom), trust in businesses and business executives has dropped to all-
time lows. As depicted in Figure 1.1, the trust extended by the general public to business
executives is far lower than the trust extended to members of other selected professions.’

The public also increasingly views companies with less trust. Approximately 85 per-
cent of senior executives surveyed believe that public trust in business has gone down.
Approximately 62 percent of survey respondents across 20 countries said their trust in
corporations had gone down following the economic crises of 2008 and 2009.3

A deficit of trust also exists within companies. Various surveys show that employees
often do not trust their own business leaders. Just 51 percent of employees trust senior
management, and only 36 percent of employees believe their company leaders act with
honesty and integrity. Furthermore, approximately 76 percent of employees have seen
illegal or unethical conduct in the past 12 months at their jobs.” As future business
managers and leaders, you will often find yourself in charge of employees who are
accustomed to not trusting those in leadership positions.
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A strong predictor of cheating in the workplace is cheating in school. Sadly, re-
cent research has found that cheating is so pervasive that some use the label a global
cheating culture. Among high school students, 80 percent of high-performing students
admit to having cheated, and 50 percent do not believe cheating is wrong. Other re-
search about high school students found that more than 70 percent had engaged in
serious cheating, and 50 percent had plagiarized assignments from the Internet. In a
study of over 50,000 undergraduate students in the United States, more than 70 percent
admitted to serious cheating. Nearly 80 percent stated that Internet plagiarism was not
a serious offense. '’

Perhaps most concerning is that business students are among the worst offenders.
When asked in anonymous surveys if they had cheated to get into graduate school, many
students admitted to having done so: 43 percent of liberal arts students, 52 percent of
education students, 63 percent of medical students, 63 percent of law students, and
775 percent of business students. Think about that! Three-quarters of graduate-level busi-
ness students admitted to some form of cheating to get into their programs. In another
study involving hypothetical ethical dilemmas, convicts in minimum-security prisons
scored as high on unethical behavior as MBA students.!! In yet another study of 6,226
undergraduate business students in 36 countries, American business students viewed
cheating no differently than did students from countries considered high in corruption.'

Michael Maslansky, a leading corporate communications expert, has labeled this
the post-trust era. In the post-trust era, the public overwhelmingly views businesses
as operating against the public’s best interests, and the majority of employees view
their leaders and colleagues skeptically. Regarding the post-trust era, Maslansky said,
“Just a few years ago, salespeople, corporate leaders, marketing departments, and
communicators like me had it pretty easy. We looked at communication as a relatively
linear process. . . . But trust disappeared, things changed.”!?

Most of these perceptions about business leaders as untrustworthy are not necessar-
ily fair. Daniel Janssen, former chairman of the board of directors of Solvay (a Belgian
chemicals company operating in more than 50 countries), explained the dilemma:

Executives of large companies today are generally perceived as efficient and competent,
but also self-interested and ungenerous. However, I think that people who form this
opinion are underestimating something of which they lack knowledge. Many executives,
in top management and also at other levels, are incredibly generous and not at all self-
interested. They do their job and they do it with respect for the common interest. But it is
true that capitalism is too often marked by its dark and greedy side."*
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FIGURE 1.2
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You will often find yourself needing to establish credibility in this post-trust era. As a
future manager and executive, you can control your reputation as a credible communi-
cator by focusing on three well-established factors: competence, caring, and character.
Research has shown that these three factors almost entirely account for whether a
person is considered credible in professional situations. As depicted in Figure 1.2,
credibility is like a three-legged stool. Without any one element, it is compromised.

The Role of Competence in Establishing Credibility

LO1.2 Describe how
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your credibility as
a communicator.

|BUSINESS COMMUNICATION
Visit http:/connect
.mheducation.com for an
exercise on this topic.

Competence refers to the knowledge and skills needed to accomplish business tasks,
approach business problems, and get a job done. Most people will judge your compe-
tence based on your track record of success and achievement.

In her memoir, Meg Whitman, current CEO of HP, explains how as a young profes-
sional she gained credibility and displayed competence within her organization: “I just
focused on delivering results,” she said. “You have to excel at the tasks you’re given
and you have to add value to every single project, every conversation where someone
seeks your input.”'?

People develop competence in many ways: through study, observation, and, most
important, practice and real-world business experiences. Your entire business program
is likely centered on developing competence in a certain business discipline and/or in-
dustry. You may already have significant business experience. If you’re a novice, seek-
ing internships and jobs related to your discipline will help you develop competence.

How you communicate directly affects the perceptions others have of your compe-
tence. Throughout this book, you will find an emphasis on two traits associated with
competence: a focus on action and an emphasis on results.

A focus on action implies that you seize business opportunities. Meg Whitman em-
phasized this action-oriented approach to work: “The way I usually put it is, the price
of inaction is far greater than the cost of making a mistake. You do not have to be
perfect to be an effective leader, but you cannot be timid.”'® She also described an
emphasis on results:

I don’t believe that all a company needs to do is declare that it has values and then say,
“Trust us, we know what’s best.” To be a success, you must identify a goal with a measurable
outcome, and you must hit that goal—every day, every month, every year. Trying is
important. But trying is not the same as achieving success. . . . [Some] people expect to
advance in their careers regardless of results and are surprised when it doesn’t happen.
They feel entitled. Their attitude is: “Because I'm here, because I’'m me, you owe me.”"’
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In the opening scenario in which you chose a mentor, Luis is weakest in compe-
tence. While he is strong at caring for others and displaying good character, many
people will question his ability to accomplish tasks well. He has less experience than
his colleagues and sometimes performs sloppy work. Yet, many people would choose
him as their mentor because they trust his ability to find out about their career needs
and trust he knows how to connect them to others in the company.

In summary, you demonstrate competence by taking an active role in your busi-
ness and by getting results. How you communicate your plan of action and the re-
sults of those actions will determine how others perceive your competence and your
credibility.

The Role of Caring in Establishing Credibility

Your colleagues, clients, and even your customers will trust you far more if they know
you care about them. As Mahatma Gandhi once stated, “The moment there is suspi-
cion about a person’s motives, everything he does becomes tainted.” This statement
applies in nearly all business circumstances: People distrust individuals who are per-
ceived as unconcerned about the interests of others or disinterested in causes above
and beyond themselves. In the business world, caring implies understanding the in-
terests of others, cultivating a sense of community, and demonstrating accountability.
In the past, caring was seldom discussed as integral to business. Now, it is among the
most important abilities for business leaders and managers. In fact, a recent study of
business managers found that caring is considered among the top 3 skills or abilities
(from a list of 18 skills or abilities) for managers of nearly any business discipline.'

Understanding the Interests of Others

Meg Whitman, when she was CEO of eBay, observed how important recognizing the
needs of others is. She explained:

Connecting with people’s hopes and dreams is a dynamic I perceived in the eBay
community. Both buyers and sellers so often loved eBay because it connected them to
their aspirations—perhaps the desire of amassing a great collection, or the dream of
financial stability from successfully building an online business."

Your ability to gain credibility strongly depends on your ability to show that you
care for the needs of others. Furthermore, your ability to show you care puts you in a
rare position as a business leader. After all, less than half (42 percent) of employees
believe their managers care about them. Even worse, less than one-third (29 percent) of
employees believe their managers care about whether they develop skills.?

Effective communicators gain trust by connecting with others—that is, seeking to
understand others’ needs, wants, opinions, feelings, and aspirations. Virtually every as-
pect of communication you will focus on in this book relies on this other-orientation.

Cultivating a Sense of Community

The most effective business leaders in today’s corporate environment have generally
risen to their positions because of their sense of community and teamwork. Meredith
Ashby and Stephen Miles recently interviewed hundreds of prominent and accom-
plished business leaders to answer questions such as What are the burning issues
for corporate leaders today? and How do companies identify, attract, develop, and
retain the best and brightest people in the workplace? Here is what they learned
from these CEOs:

Most defined their main responsibility as chief executive to be that of inspiring,
influencing, setting the direction for, facilitating, coaching, mentoring, and developing
their employees. The word “control” was rarely used; instead, they spoke emphatically
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about the importance of a strong team orientation. Their role was to identify and empower
a team, not command it. Indeed, many of them characteristically used the term “we”
rather than “I” in discussing success within the organization. Instead of thinking in terms
of individual accomplishment, most tended to think in terms of what their management
teams had achieved.”!

Throughout this textbook, you will see techniques for communicating your “we”
and “you” orientation rather than a “me” orientation. Speaking about “our needs” or
“your needs” as opposed to “my needs” engenders trust and helps you come up with
solutions that achieve mutual benefit.

Demonstrating Accountability

A sense of accountability implies an obligation to meet the needs and wants of others.
It also involves an enlarged vision of those affected by your business activities. It takes
a stakeholder view that includes all groups in society affected by your business.

In a commencement speech to business students at UCLA, Robert Eckert, CEO of
Mattel, spoke about trust and, in particular, the sense of accountability that is needed
among business executives and managers. He concluded his speech this way:

You are the future leaders of business. And when it comes to trust, your leadership style
affects those you are leading. . . . As you go to work, your top responsibility should be to
build trust. To perform every day at the highest standards. Not just for yourself, but for
your team, for your supervisor, for the consumer, for the company’s shareholders, for the
rest of us in business. . . . It’s day one of the next chapter of your life, and I'm putting my
trust in each of you.?

Thus, a sense of accountability involves a feeling of responsibility to stakeholders
and a duty to other employees and customers. By placing a rationale for accountabil-
ity in your communications, you will generate substantial trust and goodwill from
others.

In the opening scenario, Sally is weakest in caring. While she is strong at getting
the job done and communicating honestly, she often does not seem to act in the best
interests of others. She may even be indifferent to the growth of her colleagues. Yet,
many people would choose her as a mentor because they could learn from the best
and likely participate on the most important projects.

The Role of Character in Establishing Credibility

Character refers to a reputation for staying true to commitments made to stakeholders
and adhering to high moral and ethical values. Character has always been important in
business relationships, especially long-term, collaborative relationships. It is becoming
even more important—especially for leaders—in an increasingly open, transparent,
connected, and interdependent workplace. David Pottruck, former president and co-
CEO of the Charles Schwab Corporation, explained it this way:

The twenty-first-century leader is surely different from the leaders of the last two decades.
The Internet has placed real power in the hands of people around the world. It has increased
the possibilities for millions to do the work that enlivens them. There will be little loyalty
to people or to organizations that are not worthy. No longer do pension plans and benefits
create chains that hold people in one spot. To create loyalty in such an environment, the
new leader will understand how to create a compelling culture, one that will allow people
to contribute their best. He or she will then communicate meaning and trustworthiness
in every word and action. Culture, character, and communication are the cornerstones of
today’s new leadership.?

Character is central in creating trust. Consider the recent research, depicted in
Figure 1.3.** Business executives were asked what the most important determinants of
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trust in workplace projects were. Overwhelmingly, character-based traits—that is, honesty,
ethical behavior, and willingness to exchange information—ranked at the top.

In the following sections, we focus on four topics closely related to character: busi-
ness ethics, corporate and personal values, open and honest communication, and fair-
ness in business communication.

Business Ethics

Ethics are “rules of conduct or moral principles that guide individual or group
behavior.”>> Business ethics are the commonly accepted beliefs and principles in the
business community for acceptable behavior. At a minimum, business ethics involve
adhering to laws; safeguarding confidential or proprietary information; avoiding con-
flicts of interest and misuse of company assets; and refraining from accepting or pro-
viding inappropriate gifts, gratuities, and entertainment.

As far as corporate communications, the dominant business ethic in recent years is
transparency. Transparency involves sharing all relevant information with stakehold-
ers. As defined by Transparency International, transparency “is a principle that allows
those affected by administrative decisions, business transactions or charitable work
to know not only the basic facts and figures but also the mechanisms and processes.
It is the duty of civil servants, managers and trustees to act visibly, predictably and
understandably.”?’

In recent years, perhaps in large part due to public scandals, employees of compa-
nies in the United States have observed higher ethical behavior within their companies
and generally view their upper managers as ethical. For example, in a recent Eth-
ics Resource Center survey of 3,010 employees across the United States, 80 percent
of employees said they were satisfied with the information they received from top
management about what was going on in the company; 74 percent trusted that top
management would keep its promises and commitments; and 89 percent stated that
top management actively encouraged employees to do the right thing. Furthermore,
82 percent of employees believed that top managers would be punished and held ac-
countable if they were caught violating the organization’s ethical standards.?® For the
foreseeable future, transparency is expected to remain the dominant business ethic
related to communications.

You will soon be in leadership positions within your organization. You can create a
transparent workplace by being accessible, acknowledging the concerns of others, and
following through when you don’t have immediate answers. Trust-building behaviors
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