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PREFACE

Mastering the skills needed for proficient and professional business communication has
never been more challenging than it is now. Students are confronted with a dizzying
array of technologies that can facilitate messaging, but can these technologies help peo-
ple communicate? To further complicate matters, many postsecondary students find
themselves seated in real or virtual classrooms with people who may speak quite varied
versions of the common language of instruction: English. On the other side of the real
or virtual podium stands the university or college instructor. Across the postsecondary
spectrum, instructors are faced with culturally diverse classrooms, reflecting decidedly
nonhomogeneous English language skills. Often, fewer resources are at hand to support
instructors in helping students become more polished communicators.

How can students and instructors make sense of this complex communications
environment? Why should they bother trying?

Some old-fashioned truths about the Canadian workplace remain. Employers con-
tinue to rank strong verbal and written communication skills among the most highly
desired qualities of their employees (see Chapter 1 for employer data). Being polished
and professional in your messaging, be that via Twitter, Skype, or a face-to-face presen-
tation, is critical to every business-related employment situation. Mastering this wide
range of skills will go a long way toward ensuring a graduate’s current and future
employability, regardless of his or her primary area of study.

This text reflects a distinctly Canadian approach to communication studies. After
acquiring the simple yet powerful ACE framework in Chapter 2, students are led on a
journey through self-discovery and self-awareness of their current communication style
in Chapter 3. Chapter 4 builds on this self-knowledge by exploring the impact that cul-
ture and diversity have on one’s communication preferences. Together, these three chap-
ters give students the foundational tools they need as they venture further into a review
of communications technologies in Chapter 5. Once students understand the need to
analyze, evaluate, and compose their messages, are cognizant of their preferred com-
munication style and the styles of others, and can choose between the best available
technologies to facilitate messaging, Chapter 6 leads them into putting these elements
together as team members and leaders. In the contemporary Canadian workplace, all of
these skills are vital to an employee’s long-term success.

For readers who want concrete examples of how the key elements of each chapter
support success in the workplace, look no further than the unique “@ Work” features
that bookend each chapter. At the opening of each chapter, students learn about real
communication challenges that confront professionals across all walks of life. Seem-
ingly harmless choices can have deep “real-world” ramifications. At the close of each
chapter, the problem identified at the opening is solved using the ACE framework as
well as the techniques and concepts discussed in the chapter. Real business profession-
als + real-world problems + real content-based solutions = real learning.

Social media, as well as mobile and other emerging technologies, provides an
astounding array of options for both business professionals and postsecondary learners.
How can one possibly make sense of channel selection when a new option appears on
the horizon almost daily? In this text, a discussion of communications technologies is
incorporated into each chapter. In the same manner that ACE provides a simple yet
powerful framework for messaging, Chapter 5 teaches students to match their purpose
with one of three activities: distributing, networking, or collaborating. Chapter 5, in
concert with the more detailed Appendix B: Questions to Ask about Key Communica-
tions Technologies, teaches students to ask evaluative questions about technologies that
have not even been developed yet, thus allowing students to leverage new technologies
for the most applicable communication purpose.

A detailed yet forward-thinking approach to technology, a deep exploration of one’s
own communication styles and the styles of others, a respectful yet thought-provoking
look at cross-cultural communication and diverse workplaces, and a pragmatic toolkit
on collaboration are the elements that combine to make Business Communications:
Polishing Your Professional Presence the most dynamic, current, and engaging Canad-
ian text in its category.

xvii

o
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Xviii

SUPPLEMENTS

At the Instructor Resource Centre, http://catalogue.pearsoned.ca, instructors can easily
register to gain access to a variety of instructor resources available with this text in
downloadable format. If assistance is needed, our dedicated technical support team is
ready to help with the media supplements that accompany this text. Visit http://
247pearsoned.custhelp.com for answers to frequently asked questions and toll-free user
support phone numbers.

The following supplements are available with this text:

¢ Instructor’s Resource Manual. Revised for use with the Canadian Edition by Denise
Blay, Fanshawe College, this manual includes a variety of handy resources for
instructors.

e Test Bank. Revised by Bruce Watson, Southern Alberta Institute of Technology.
Students learn better when they are held accountable for what they have learned.
That is why we developed a bank of questions in multiple-choice, true/false, and
essay format.

e TestGen® Computerized Test Bank. This is a powerful assessment generation pro-
gram that helps instructors easily create and print quizzes and exams. Questions
and tests are authored online, allowing ultimate flexibility and the ability to effi-
ciently create and print assessments any time, anywhere.

e PowerPoint Presentations. Revised for the Canadian Edition by Liz Clarke, Centen-
nial College, these visual aids display, summarize, and help explain core information
presented in each chapter. All of the PowerPoint slides have been updated for consis-
tency and to reflect current content in this new edition.
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VISUAL WALK-THROUGH

We have created a book that effectively presents core communication competencies in
12 chapters.

Part One: Establishing Context and Basics
(Chapters 1 & 2)

Part One addresses the basic communication competencies of business communication
and introduces the ACE (Analyzing, Composing, Evaluating) framework.

Part Two: Working with Others (Chapters 3, 4, 5, & 6)

Part Two takes students through the process of understanding their own communication
style and preferences to understanding that others also have styles and preferences. In
some cases, style and preference can be influenced by culture and by the diversity of the
stakeholders participating in communication. Then students explore the various tech-
nologies that can facilitate (or impair) communication. The last chapter in this section,
Chapter 6, puts all these elements together in a practical review of good collaborative
practices in the workplace.

Part Three: Delivering Effective Messages
(Chapters 7, 8, & 9)

This section reviews professional approaches to routine and goodwill messages, persua-
sive messages, and “bad news” messages.

Part Four: Researching, Proposing, Reporting,
and Presenting (Chapters 10, 11, & 12)

More formal business documents, the research that can go into preparing them, and the
skills needed to present them are reviewed in the final section.

Appendices
e Appendix A: Communicating Your Professional Brand: Social Media, Résumés,
Cover Letters, and Interviews
e Appendix B: Questions to Ask about Key Communications Technologies
e Appendix C: Formats for Business Documents
e Appendix D: Documentation and Reference Styles
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Get the Best Results from Your Communication

At the heart of the book is a flexible communication process called ACE,
which stands for Analyzing, Composing, and Evaluating. ACE applies to any
situation, from simple email messages to formal business presentations. As
you go through the book, you continue to acquire knowledge about how to

apply this framework and why it is important.

Wendy Kam Marcy
Cofounder and Lifestyle Blogger,

@ WORK

Hip + Urban Girl's Guide
Director of Marketing,
Adfluent Media

~

How can we keep it together when we are so far apart?

site and social media.

an international support team. My business partner and

accountant is in Edmonton and | have a business advisor/
mentor in San Francisco.

Everything happens so fast in the digital world.
Assignments often arrive on our desk with extremely tight
turnaround times. How do we successfully juggle multiple
campaigns, accommodate everyone's schedules (without

Photo courtesy of Wendy Kam Marcy

and Geoff Marcy.

What started out as a hobby blog in 2010, Hip + Urban Girl's
Guide (HUG), quickly grew to become a popular women's
lifestyle website. We cover food, style, travel, and local events

deadlines, and manage all the different time zones?

ACE to professionally manage all these important

and brands to promote their products and events through our
Now in its fifth year, HUG is a successful small business with
cofounder lives in Los Angeles, | live in Toronto, and our guest

bloggers are scattered throughout the city. The agencies we
work with and clients we represent are primarily in Canada. My

inconveniencing one another), keep track of deliverables and

Check the end of this chapter to find out how Wendy uses

Analyze

AN

Compose Evaluate

in Toronto. We also work with various public relations agencies  stakeholders, decisions, and action plans!

@ Work Business Profiles

The "@ Work” sections in the Canadian Edition
highlight contemporary business professionals who
are implementing the core concepts of each chapter.
Each chapter opens with a real-life problem
scenario, and each chapter closes with a solution
that includes the implementation of ACE as well as
core chapter concepts.

Wendy Kam Marcy @ WORK
Cofounder and Lifestyle Blogger,

Hip + Urban Girl's Guide

Director of Marketing,
Adfluent Media

Photo courtesy of Wendy Kam Marcy

=
5
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2

At the beginning of this chapter, Wendy described her com-
plex working relationships with internal and external partners
spread across a wide geographic area. How does Wendy use

ACE to manage her choices?

Clear, thoughtful, and timely communication is the key to mak-
ing everything flow seamlessly in the blogging business.

* Analyze. When a pitch arrives by email, my business part-
ner and | analyze each request. Typically, we know right
away if the campaign is a “fit" for our audience and if it is
worth our time to pursue it. We look at immediate profitabil-
ity, the potential for an ongoing business relationship, and
any other opportunities a new campaign might open up.

With this information we reply to each other via email
with our thoughts. Usually we are in agreement, but there
are times when one of us needs to persuade and sell the
other person on the idea. When this happens, we discuss
further by phone or Skype.

Once we accept the campaign, we determine how we
should proceed:

« Should we continue correspondence by email?

+ Would it be better to schedule a teleconference with
the agency/client?

« Should we meet the agency/client in person?

We make this decision knowing that some people
communicate effectively electronically whereas others prefer
face-to-face interaction. From experience, when it comes
to the initial client briefing, it is best to do it in person when

possible. This is especially true for larger projects. Having

the decision makers in one room (or in one real-time video-

conference) allows for more fluent communication, proper

introductions, and a stronger foundation of trust.

Compose. Our typical order of operation is as follows:

1. Abriefing with the client to discuss objectives

2. The creation of a marketing strategy and an
execution plan

3. Gaining approval and signoff from the client

As one can see, the other cofounder and | would find
emailing all this information back and forth very tedious
and time consuming. We typically find it more productive

to communicate in real time over the phone or via Skype,
where we can share screens and prepare documents in
real time.

As cofounders, we also have to make decisions on
who is going to write the post, which social channels to
leverage, and how to prioritize other content.

The entire team has to ensure we are all on the same
page by constantly engaging with one another. Opportu-
nities for our team to meet in person are rare, so we rely
heavily on virtual tools to collaborate and check in with each
other. Spontaneous communication needs to occur regularly.

Evaluate. Our team stays organized and well prepared
using cloud-based tools like Google Drive. We are able to
share and evaluate draft work and make corrections in a
single document. This is all accessible anytime, anywhere,
with a single login using a Gmail account.

When the team needs a status meeting to review or
evaluate our work, we use Google Hangouts. Regardless
of where my team members are located or what device
they prefer to use, | can hold videoconferences and even
livestream meetings. This tool allows me to keep a history of
my Hangouts, so | can always reference past conversations.

The Google suite of products, Skype, FaceTime, and
other tools are all very powerful collaborative communications
tools that make it possible for long-distance teams such as
ours to stay productive. It is pretty remarkable how we have
managed to run a successful, creative business with minimal
face-to-face interaction!
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Practical Advice

FIGURE 7.15 Congratulatory Email Message

E,. R e od  WHYISTHIS
EMAIL LESS

= o= J T : EFFECTIVE?
pa— i Begins with a focus on the writer rather than
expressing congratulations.
Rebecca:

Mentions the congratulations as an afterthought
and says “I'm sure it was well deserved,” which
suggests that others may doubt whether the

e

| was just reading the online version of The Halifax Chronicle Herald—as you know,
we used to live there several years ago, and | like to keep up with the local news.

Anyway, I noticed an article about the Halifax Entrepreneur of the Year and was ———— = .
50 surprised to see you won it this year! Congratulations! I'm sure it was well recipient deserved the award.
deserved.
Thanks, Inc!udes a casual closing of “thanks,
Pierre which does not match the message.
g Mesage  Inet  Options  Fomatlet  Review ° @
3 | To. | [RebeccaRex@calysa.com | WHY IS THIS
E e EMAIL MORE
" <
sl | EFFECTIVE?
&. Begins with the congratulations,
S // emphasizing its importance.
c ions on receiving the Halifax Entrepreneur of the Year Award! | read
about it in the online version of The Halifax Chronicle Herald, which | stil read
even though I've moved from Halifax. I was so happy for you when | saw the photo Uses the phrase "I know it was

of you holding the plaque. .
v 9 fhepia well deserved,” expressing

confidence. Includes a
supporting comment about the

Regards, R
Regords recipient’s hard work.
I

Pierre Lavoie Uses “Regards,” which is

I know the award was well deserved. The time and effort you put into your work is
exceptional.

Sales & Marketing mor ropriate for

Belmont Paper Products ore appropriate for a

2797 Av Watt congratulations message.

Sainte-Foy, QC G1P 3X3 .

416 555 6730 Uses a signature block because he

{418 555:6731 Fax is sending this email from his business

(800) 555-6731 Toll Free . . .
email account. The signature block is

i useful because it provides full
contact information.

Review the Results  APPROPRIATE REQUEST
Addresses recipient )
inamanner To: Kristopher Smythe <SmytheK@corporatehouse.com>
Targeted examples are provided throughout the book consstentuit he | et Upstng o Ort B 0O
that highlight core communication skills, such as: Provides detailed | Miistopher,
C°"‘e§ for Currently, there is a project underway to ensure that all the information on our corpo- o .
H H i H request. rate website i date. Your bio is available at: www.corporatehouse.com/staffbios/ rases request in
* Analyzing your audience and making choices about . Colsras oo s en v o s e o i |
the best way to communicate with that audience any changesto appear?. , interests.”
° |d tf . d d t d . . t | Allows the There are a few options in terms of getting these changes to me.
entitying ana understanding interpersona recipient flexibiity _—|-+—Voucould send me any specific changes you want by emal. Please be as precise as
. - in ch; | sible.
communi Cat| on Styl es Is’t‘elcec:ir:]:for . \F/)\loescoqu meet for coffee to discuss any changes you recommend. This has the added Reinforces sincerity
. . . . . . providing updates. advantage of allowing us to go through the changes in detail to ensure accuracy. and interest in
° Na\“gatlng situations that reqUIre ComPEtenCy n ) Either way, | will provide you with a full edit with your changes by email for your review accuracy.
communicatin g across cu ltures and with diverse z:svslgre:nce v | and verification. I could have your suggested changes by Fidzy, d really appreciate .
. the recipient will Thanks!
audiences have a thans to Wendy Gibson
. verify the Site Administrat
* Composing a clear message information. This | 426.555 6644 x345
h . . . . also appeals to GibsonW@corporatehouse.com
e Evaluating communication in ways that improve “best interests.” wiw corporatehouse.com
eﬁ:| ca Cy an d rea d a b i | ity FIGURE 4.12 An Inappropriate and an Appropriate Request for Sensitive Information
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Ethics, Technology, and Culture

As you move through the book, you will see the topics of ethics,
technology, and culture integrated throughout. In addition, some
chapters provide in-depth focus on these topics. To build your skills in
ethics, technology, and culture, you will also find end-of-chapter
exercises that challenge you to think critically about these topics.

ETHICS
IS BEING PERSUASIVE LIKE BEING DISHONEST?

The purpose of a persuasive message is to influence your
audience to agree with your point of view. The purpose is
NOT to get others to make decisions that would cause
themselves or others harm. Some individuals do not exam-
ine their own motivations prior to engaging in persuasive
communication. Therefore, there are many people who
have become naturally suspicious of persuasion. This real-
ity makes the process of ethical persuasion even more

challenging. It is crucial to be more than just convincing.
You must differentiate yourself as a credible
communicator.

Here are three inappropriate shortcuts that people often
take in an effort to be persuasive. These unethical choices
may work in the short run but will cause long-term damage
toa i reputation and i ere are
some examples and some suggestions for better choices.

Presenting an opinion | The receiver may decline todo | When stating an opinion, | The receiver will appreciate your
and suggesting itis | future business with you upon re- | be clear that itis an clarity and begin to build trust.
afact alizing that you confuse opinion | opinion. Feel free to justify

with fact. your opi

wi

Take the time to find accur-
ate data that reflects a true
picture of a situation.

Fabricating and pre-
senting false data or
rese

The receiver may decline to do
future business with you upon
learning of your deception.

The receiver may or may not be per-
suaded in each specific instance, but will
develop an overallrelationship of trust,

Omitting information
crucial to a decision

The receiver may or may not be
persuaded in each specific instance,
but will develop an overall relationship
of trust in your ability to provide
complete and accurate information.

The receiver may decline to do
future business with you upon
learning that he or she did not
have all the information needed.

Be sure to provide all the
information you have that
the receiver needs.

Consider Skylar and her challenge in persuading Javier
to change his marketing approach to bring his company’s

new clothing line to Canada. (See the Culture box on
page 231.)

Skylar states that it is her opinion that the
Canadian market needs a different approach.
She follows this up with fresh market data.

Javier appreciates Skylar attention
to detail and remains open to being
persuaded.

Skylar states that it is obvious that the
‘Canadian market is different and that Javier
needs to rethink his choice of images.

Skylar creates false market data, includ-
ing pie charts and other graphics, which

Skylar forwards independent, validated mar-
ket research for Javier's consideration.

Javier appreciates Skylar's
thoroughness and remains open to

support her opinion 100%. She fails to being persuaded.
offer her sources for this data.
Skylar “forgets" to mention that the data | Skylar points out that two market segments | Javier respects Skylar's

suggest that at least two target market
segments would be receptive to Javier's
approach.

would be receptive to Javiers approach. She
balances this by pointing out that six profit-
able segments would be less receptive.

comprehensive analysis of his
proposal and continues the
negotiation.

Allowing the receiver to remain open to your ideas
is a fundamental aspect of ethical persuasion. Sometimes
using the right phrases to direct the conversation is all it
takes. Here are some examples that you can borrow

from Skylar:

* This recently published research shows us that certain seg-
‘ments will be more successful and profitable than others.

o Itis in your best interests to have a full picture of the
current situation. Therefore, please accept the attached
‘market research report, published fust last week by the
Independent Market Rescarch Association, which gives
you a full assessment of the current market.

* You may wish to consider this recent market research
report on your target market segments.

« To be diligent, could we discuss an alternative approach
for our unique Canadian market?

For an ETHICS Exercise, go to Exercise 13 on page 254.

Learning Objectives

The book’s main headings are structured as
numbered learning objectives. These
questions are answered in subheadings
throughout the section.
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TECHNOLOGY
= RAISE EFFICIENCY AND ACCURACY WITH
One of the most common situations you will face is the need
to write almost the same lines of text regularly. For example,

if you are thanking key clients for attending an important
fundraiser, you may write this generic response:

Generic Response: Thank you very much for your gener-
ous support of the Healthy Child Happy Heart (HCHH)
Fundraiser. Your presence at the event will make a sig-
nificant difference in the lives of children across our
province. Please know that your financial support will
be directed to finding ways to help children with heart
defects live longer, stress-free lives.

While this captures the essence and the tone of what
you want to say, you will want to customize this message for
ient.

Client #1: Thank you very much for your generous sup-
port of the Healthy Child Happy Heart (HCHH) Fund-
raiser. It was a pleasure to see you again, and to meet
your partner, Gilda McDonald, and to hear more about
her personal experience with children who are chal-
lenged by congenital heart defects.

Your company's sponsorship of this event will make
a significant difference in the lives of children across our
province. Please know that your financial support will
be directed to finding ways to help children with heart
defects live longer, stress-free lives.
Client #2: Thank you very much for your generous sup-
port of the Healthy Child Happy Heart (HCHH) Fund-
raiser. It was a pleasure to see you again and T enjoyed
our discussion about the future of the HCHH organiza-
tion. I will forward your thoughts to our executive direc-
tor in a separate email.

Your presence at this event will make a significant
difference in the lives of children across our province.

CLIPBOARD MANAGER SOFTWARE

PasteltIn, Clipboard Magic, ClipMate, QuickClip, Spartan,
and a variety of others. Some versions of this software will
allow you to store clips on a central cloud server and retrieve
them from multiple devices and platforms.

Most clipboard managers function in essentially the same
way. Every time you cut or copy text, a clipboard manager
saves a history of your copied text in an easily accessed menu.
You can click on a menu item or button in the onscreen menu
to simply drop the clipped text back in. Clipboard managers
can save hundreds of clips, and many will allow you to organ-
ize them by subject or usage type for easy retrieval later. So,
for example, you could store several of the best “thank you”
‘messages sent after this fundraiser for your use the next time
you need to send “thank you” messages after an event.

Source:
‘managerhtm. Used by permission; yanikap/Fotolia

Recyeling messages in this way does save time and it
1 errors, provided that the original text does

ors. On the down side, if the original text

CULTURE
GAINING INTERCULTURAL PERSPECTIVE ON BAD NEWS

Skylar has been excelling as an intern at Couture Ads. Not
surprisingly, her supervisor has been giving her more impor-
tant roles and i One of those ibiliti

is to deliver particularly bad news to a long-standing client.
BigWigs is an international wig manufacturing company
from India. Couture Ads also provides a local (Canadian)
lead/referral service and, through this service, Skylar has
been in discussion with Beauty By Bates, a national retail
chain, regarding BigWigs' products. Mr. Jahari, the owner of
BigWigs, will be flying in this week and wants to set up a
meeting to follow up on the latest developments with this
possible retail client for his wigs.

business relationship in more depth.
IMPORTANT FACTORS TO CONSIDER

Issue: Skylar has been asked to meet with Mr. Jahari to
convey the news that the latest marketing ads were not
received well by Beauty By Bates. This potential client is
not interested in buying wigs from BigWigs at this time.
Challenge: Skylar is not familiar with Mr. Jahari, nor
with doing business in India. What should she consider?

Be mindful not to be evasive or elusive. It can

« How should she prepare to deliver a bad news
‘message to any client?

« When does culture matter in conveying bad news
messages?

long-standing relationship, regardless of this
particular situation

Assume the role of Skylar for a moment. This is where
O-A-R can guide you: ing, with a copy to share with Mr. Jahari. These
« Observe: If possible and where appropriate, observe inter-
actions between other colleagues and clients from diverse
cultural and ethnic backgrounds. What are some of the
practices when a question of culture arises? Are there pro-
tocols of practice that Couture Ads commonly follows?
Ask: Ask a mentor or experienced colleague about strat-
egies used to communicate bad news to international
clients and partners. Specifically, ask your mentor or
experienced colleague about his or her knowledge of this
client or clients from India in general. Some questions to
ask include the following:

have alternatives or solutions ready to offer Mr.

interests at heart.

rsonnel. This is a

« Research: While researching this issue, you find out that
business relationships in India are far more “relationship
based” than “transaction based” (Hume, 2012). This
leads you to assume that an indirect approach during a
face-to-face meeting would be best. You confirm this
assumption with your mentor. In addition to research-
ing what the approaches are in communicating bad
news messages, you can seek out a company “file” on
BigWigs to see if you can understand the long-standing

« Strengthen long-distance connections with trust and
clarity. It is a challenge to be respectful and cultur-
ally sensitive in situations that are tense or negative.

tively affect goodwill, trust, and rapport. Remember
that the client relationship is especially important
when business is transacted over great distances,
both literally and culturally. Your client must return
to his home country trusting in the strength of your

* Be prepared. Skylar needs to ensure that the latest mar-
keting numbers are up to date and brought to the meet-

provide unbiased context regarding the potential client’s
decision not to proceed with BigWigs. Additionally,

‘This establishes a forward-thinking approach and con-
veys to Mr. Jahari that Couture Ads has BigWigs' best

* Understand your role. If hicrarchy is an important factor
in the client’s business culture, then Skylar's position as
an intern may pose some cultural and ethical challenges.
There may be some international clients who believe
that bad news should be delivered by more senior

0 that you missed, you will be reproducing
time you use the clip. Be sure to proofread
recycling text in this manner.

exercises, 9o to Exercises 15 and 16 on pages 220

nega-

ma

Jahari.

that

« Is it good business practice to call or email Mr. Jahari
first to prepare him?

Would it be better to use a direct or an indirect
approach?

‘Which communications “channel” is he likely to be
‘most receptive to?

st e
needs discussion with your supervisor.

and Exercise 16 on page

For CULTURE exercises, go to Critical Thinking Question 2 on page 262

mbbicE+ /Gty Images.
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tutorials, media share assignments, nteractive lesson
presentations, and other helpful learning apps.

LEARNING OBJECTIVES

How do you communicate effectively as
part of a team? pages 162-169

Create a team charter

Give the team time to develop

Plan for effective meetings

Be a valued team member

What are some key aspects of
high-performance team collaboration?
pages 175-183

Enhance productivity with virtual best practices
Develop the “c factor” in your teams

Use a peer coaching model for feedback

How can working on a team help you
develop leadership skills? pages 169-175

Identify and practise key leadership fundamentals
Use conflict management to help develop
leadership skills

Improve Your Grade!

Over 10 millon students improved their results using the.
Pearson Mylabs Visit mybcommiab.com for simulations,
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Learning Objectives Summary

The end-of-chapter “Learning Objectives in Review”
and "Developing Your Communication Skills” are also
grouped by both the learning objectives and the
subheadings. This structure helps you focus on the key
points of the chapter, assess what you know, and
complete exercises that polish your skills.

Review Questions

End of Chapter

Learning Objectives in Review

How do you communicate effectively as part
of a team? pages 162-169
e Create a team charter. Define goals and deliverables, and

identify and agree on process issues and team expectations.

* Give the team time to develop. Be patient as the team
progresses through the normal stages of development
(forming, storming, norming, and performing).

 Plan for effective meetings. Create agendas and distrib-
ute minutes.

* Be a valued team member. Make a commitment to the
team, create a collaborative working envi and
support team decisions.

@ How can working on a team help you
develop leadership skills? pages 169-175
o Identify and practise key leadership fundamentals:
Overcommunicate, reinforce team objectives, and create
a supportive climate.

REVIEW QUESTIONS

would have audience benefits for both. P
munication strategy.

=

‘What is the difference between primary research and second-
ary research? Describe a business communication situation in
‘which you would want to research both sources of information
to support your message.

Case Study

Each chapter concludes with a case study that places
you in a realistic scenario and poses questions related
to the content of the chapter.

1. Why is analyzing your purpose important to composing an 4. Why is it important to consider your audience when deciding
effective message? Is the purpose always the same as the the medium for delivery?
i 2
gzl onitgommet 5. What is the difference between direct and indirect message
2. Explain the difference between the primary audience and the organization? When would you use each?
secondary audience, and provide an example of a message that (& sl sy o T b sy S rencs e o

¢ Use conflict management to help develop leadership
skills. Identify the types and causes of conflict and select
the appropriate management response.

What are some key aspects of high-

performance team collaboration? pages 175-183

» Enhance productivity with virtual best practices. Start
with a face-to-face meeting and be fully prepared and
present during online meetings.

* Develop the “c factor” in your teams. Make sure your
team has social time with each other, and develop a strat-
egy for sharing speaking time equally during meetings.

 Use a peer coaching model for feedback. Set up a
coaching triangle, where goals are set, criticism is
avoided, and feedback is sought.

CASE STUDY

Developing Better Interpersonal Communication Skills

This case study will help you review the chapter material by apply-
ing it to a specific scenario.
Joe was really looking forward to his first day at work as a
senior application developer at BahlTec. He had left his job as an
lication devel at ks, a rival to accept this
new position. At AxeWorks, Joe was part of a development team of
12 people responsible for creating new biometric apps for mobile
devices. At BahlTec, he would be in a senior role with a larger, more
experienced team working on a variety of apps and projects. He was
excited about this opportunity.

Known for quietly producing quality work, Joe worked well
with his coll at . He was d to doing a lot
of communications tasks online, either through the integrated
instant messaging system on his computer desktop screen or via
email. He met with co-workers once a week to identify problems
and brainstorm solutions. The meetings were productive and very
“on task” with very little social time. Each meeting had an agenda
and someone taking notes that were distributed by email within a
few days. Joe and his teammates would sometimes socialize outside
of work, often stopping on the way home for a beer or meeting at
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