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	2. with MyLab BusinessCommunication
®
•  Reporting Dashboard—View, analyze, and report learning outcomes
clearly and easily, and get the information you need to keep your
students on track throughout the course with the new Reporting
Dashboard. Available via the MyLab Gradebook and fully mobile-
ready, the Reporting Dashboard presents student performance
data at the class, section, and program levels in an accessible, visual
manner.
• Pearson eText—Keeps students engaged in learning on their own time,
while helping them achieve greater conceptual understanding of course
material. The worked examples bring learning to life, and algorithmic
practice allows students to apply the very concepts they are reading
about. Combining resources that illuminate content with accessible self-
assessment, MyLab with eText provides students with a complete digital
learning experience—all in one place.
• Quizzes and Tests—Pre-built quizzes and tests allow you to quiz students
without having to grade the assignments yourself.
• Video Exercises—These engaging videos explore a variety of
business topics related to the theory students are learning in class.
Quizzes assess students' comprehension of the concepts covered in
each video.
• Learning Catalytics™—Is an interactive, student response
tool that uses students' smartphones, tablets, or laptops to
engage them in more sophisticated tasks and thinking. Now
included with MyLab with eText, Learning Catalytics enables
you to generate classroom discussion, guide your lecture,
and promote peer-to-peer learning with real-time analytics.
Instructors, you can:
■ ■
■ Pose a variety of open-ended questions that help your
students develop critical thinking skills
■ ■
■ Monitor responses to find out where students are struggling
■ ■
■ Use real-time data to adjust your instructional strategy and
try other ways of engaging your students during class
■ ■
■ Manage student interactions by automatically grouping
students for discussion, teamwork, and peer-to-peer
learning
A L W A Y S L E A R N I N G
 


	3. Giving Students the  Skills and Insights They Need to Thrive
in Today’s Digital Business Environment
The essential skills of writing, listening, collaborating, and public speaking are as important as
ever, but they’re not enough to succeed in today’s business world. As business communication
continues to get rocked by waves of innovation—first digital media, then social media, now
mobile communication, and watch out for the upcoming invasion of chatbots—the nature of
communication is changing. And the changes go far deeper than the tools themselves.
In this exciting but complex new world, no other textbook can match the depth and range of
coverage offered by Business Communication Today.
Figure 1.7 The Social Communication Model
The social communication model differs from conventional communication strategies and practices in a
number of significant ways. You’re probably already an accomplished user of many new-media tools, and this
experience will help you on the job.
Tendencies
Publication, broadcast
Lecture
Intrusion
Unidirectinal
One to many; mass audience
Control
Low message frequency
Few channels
Information hoarding
Static
Hierarchical
Structured
Isolated
Planned
Resistive
Conventional Promotion:
“We Talk,You Listen”
The Social Model:
“Let’s Have a Conversation”
Tendencies
Converstion
Discussion
Permission
Bidirectional, multidirectional
One to one; many to many
Influence
High message frequency
Many channels
Information sharing
Dynamic
Egalitarian
Amorphous
Collaborative
Reactive
Responsive
Tools, Techniques, and Insights for
Communicating Successfully in a
Mobile, Digital, Social World
●
●
●
●
●
●
●
●
●
●
●
●
COMPOSITIONAL MODES FOR DIGITAL AND SOCIAL MEDIA
As you practice using various media and channels in this course, it’s best to focus on the
fundamentals of planning, writing, and completing messages, rather than on the specific
details of any one medium or system.2
Fortunately, the basic communication skills required
usually transfer from one system to another. You can succeed with written communication
in virtually all digital media by using one of nine compositional modes:
●
● Conversations. Messaging is a great example of a written medium that mimics spoken
conversation. And just as you wouldn’t read a report to someone sitting in your office,
you wouldn’t use conversational modes to exchange large volumes of information or
to communicate with more than a few people at once.
●
● Comments and critiques. One of the most powerful aspects of social media is the
opportunity for interested parties to express opinions and provide feedback, whether
by leaving comments on a blog post or reviewing products on an e-commerce site.
EMBRACING THE BACKCHANNEL
Many business presentations these days involve more than just the spoken conversation
between the speaker and his or her audience. Using Twitter and other digital media, audi-
ence members often carry on their own parallel communication during a presentation via
the backchannel, which the presentation expert Cliff Atkinson defines as “a line of com-
munication created by people in an audience to connect with others inside or outside the
room, with or without the knowledge of the speaker.”29
Chances are you’ve participated
in an informal backchannel already, such as when texting with your classmates or live-
●
●
●
●
●
●
●
●
●
●
Producing Business Videos
No matter what career path you pursue, chances are you’ll have the need or opportunity
to produce (or star in) a business video. For videos that require the highest production
quality, companies usually hire specialists with the necessary skills and equipment. For
most routine needs, however, any business communicator with modest equipment and a
few basic skills can create effective videos.
The three-step process adapts easily to video; professionals refer to the three steps as
preproduction, production, and postproduction (see Figure 9.15). You can refer to one of
the many books available on basic video production techniques for more detail, but here
are the key points to consider in all three steps. (A note on terminology: digital video-
graphy has inherited a number of terms from film that don’t make strict technical sense
but are in common use anyway, including footage to indicate any amount of recorded
video and filming to indicate video recording.)
●
●
6 LEARNING OBJECTIVE
Identify the most important
considerations in the preproduction,
production, and postproduction
stages of producing basic business
videos.
The process of creating videos is
divided into preproduction, pro-
duction, and postproduction.
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●
●
●
Figure 8.2 Business Applications of Blogging
This Xerox blog illustrates the content, writing style, and features that make an effective, reader-friendly company blog.
Source: Courtesy of Xerox Corporation.
Like many large corporations, Xerox has a variety
of blogs. This menu give quick access to all of
them.
The search box lets visitors quickly find posts on
topics of interest.
A large photo helps draw readers in.
Readers can subscribe to future posts via email
or RSS newsfeed.
The post title is brief and clear, and it incorporates
key terms likely to trigger hits in search engines
(Internet of Everything and energy).
These links provide access to other posts by this
author and other posts tagged with “innovation.”
Social media share buttons make it easy for
readers to share this post with their followers.
The sidebar lists recent posts and recent com-
ments left by readers.
The post positions the company as an expert in
an important technology field, without overtly
selling Xerox products and services.
Hero
Images/Getty
Images
Figure 2.3 Collaboration on Mobile Devices
Mobile connectivity is transforming collaboration activities, helping teams and work groups stay connected
no matter where their work takes them. For example, this team was able to discuss and edit a press release
using their tablets in different locations.
Courtesy
of
Cafe
Ria
 


	4. The Unique Demands
of  Mobile Business
Communication
Intriguing Glimpses
into the Future of
Business Communication
The Mobile Revolution
As much of a game changer as social media have been, some experts predict that mobile
communication will change the nature of business and business communication even
more. The venture capitalist Joe Schoendorf says that “mobile is the most disruptive
technology that I have seen in 48 years in Silicon Valley.”21
The researcher Maribel Lopez
calls mobile “the biggest technology shift since the Internet.”22
Companies recognize the value of integrating mobile technology, from communica-
THE RISE OF MOBILE AS A COMMUNICATION PLATFORM
Whether it’s emailing, social networking, watching videos, or doing research, the percent-
age of communication and media consumption performed on mobile devices continues
to grow. For millions of people around the world, a mobile device is their primary way, if
not their only way, to access the Internet. Globally, more than 80 percent of Internet users
access the web with a mobile device at least some of the time.24
Mobile has become the primary communication tool for many business professionals,
HOW MOBILE TECHNOLOGIES ARE CHANGING BUSINESS
COMMUNICATION
The rise of mobile communication has some obvious implications, such as the need
for websites to be mobile friendly. If you’ve ever tried to browse a conventional website
on a tiny screen or fill in complicated online forms using the keypad on your phone,
you know how frustrating the experience can be. Users increasingly expect websites to
be mobile friendly, and they’re likely to avoid sites that aren’t optimized for mobile.30
Writing Messages for Mobile Devices
One obvious adaptation to make for audiences using mobile devices is to modify the
design and layout of your messages to fit smaller screen sizes and different user interface
features(see Chapter 6). However, modifying your approach to writing is also an important
step. Reading is more difficult on small screens, and consequently users’ ability to compre-
hend what they read on mobile devices is lower than it is on larger screens.18
In fact, research
●
●
●
●
●
●
●
●
●
●
•
•
•
•
•
DESIGNING MESSAGES FOR MOBILE DEVICES
In addition to making your content mobile-friendly using the writing tips in Chapter 4
(see page 108), you can follow these steps in formatting that content for mobile devices:
●
● Think in small chunks. Remember that mobile users consume information one screen
at a time, so try to divide your message into independent, easy-to-consume bites. If
readers have to scroll through a dozen screens to piece together your message, they
might miss your point or just give up entirely.
●
● Make generous use of white space. White space is always helpful, but it’s critical
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
●
Figure 17.6 Using Mobile Devices in Presentations
A variety of mobile apps and cloud-based systems can free presenters and audiences from the constraints of
a conventional conference room.
DIGITAL + SOCIAL + MOBILE: TODAY’S COMMUNICATION ENVIRONMENT
The mobile business communication revolution is changing
the way employers recruit new talent and the way job candi-
dates look for opportunities. Many companies have optimized
their careers websites for mobile access, and some have even
developed mobile apps that offer everything from background
information on what it’s like to work there to application
her career and the industry as a whole. Many of the tools you
can use to build your personal brand are available as mobile
apps, including blogging platforms, Twitter, Facebook, and
LinkedIn.
Dozens of apps are available to help with various aspects
of your job search. Résumé creation apps let you quickly
job-search strategies: Maximize Your Mobile
THE FUTURE OF COMMUNICATION
The bots are back. Automated bots (short for robots) made a
small wave a decade or so ago when “chatbots” began appear-
ing on websites to help companies handle online conversations
with customers. Ikea’s Anna, perhaps the first chatbot to get
widespread attention, was built to answer routine questions
from customers looking for advice regarding the chain’s fur-
niture products. Other chatbots followed, smartphones gained
virtual “voicebot” assistants, and non-chatty bots continued
Communication Bots
THE FUTURE OF COMMUNICATION
The Internet of Things (IoT) refers to the billions of devices
now connected to the Internet and the networking potential
of having all these gadgets communicate with each other, feed
data into vast information warehouses, and interact with peo-
ple and the physical environment. These “things” range from
simple sensors that measure temperature, location, and other
parameters all the way up to robots and other complex systems.
People and animals with Internet-capable sensors (such as
the internet of things
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the future Of cOMMuNIcatION
If you’ve ever tried to converse in a language other than you
native tongue, you know what a challenge this can be. As a
listener, you have to convert the incoming sounds to discrete
words and assemble these words into coherent phrases and
sentences in order to extract the meaning. And unlike reading
a written document, you have to do all this processing almost
instantaneously, without the luxury of going back over some-
thing you didn’t get. As a speaker, you have to find the right
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Assessing an audience’s emotional response is an important
step in judging the success of many communication efforts. If
you’re presenting a new idea to upper management, for exam-
ple, you can try to read facial clues and other nonverbal signals
to determine whether the executives seem excited, annoyed,
bored, or anywhere in between.
But what if you’re not there in person and your message has
to stand on its own? How can you judge the audience’s reaction?
This challenge has been taken up by a range of artificial intelli-
Emotion Recognition Software
THE FUTURE OF COMMUNICATION
Figure 5.6a
Optimizing for mobile includes
writing short headlines that get
right to the point.
This introduction conveys only the
information readers need in order
to grasp the scope of the article.
All the key points of the documents
appear here on the first screen.
Readers who want more detail can
swipe down for background infor-
mation on the five points.
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real-Time updates—learn more
Real-Time  Updates—Learn More is a unique feature
you will see strategically located throughout the text,
connecting you with dozens of carefully selected online
media items. These elements—categorized by the icons
shown below representing interactive websites, online
videos, infographics, PowerPoint presentations, podcasts,
PDF files, and articles—complement the text’s coverage
by providing contemporary examples and valuable insights
from successful professionals.
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Preface
Major Changes and  improvements in This
Edition
Here are the major changes in the 14th Edition of Business Communication Today:
■
● Twelve new chapter-opening vignettes with accompanying end-of-chapter individual
and team challenges:
■
❍ KLM Royal Dutch Airlines’ use of mobile technology in business communica-
tion, including its 24/7 social media services strategy during the 2010 Icelandic
volcano Eyjafjallajökull eruption (Chapter 1)
■
❍ Siemens AG strategic approach to communicating with its diverse stakeholder
groups (Chapter 3)
■
❍ Wolff Orlis’s use of storytelling in business communication, including using an
award-winning novelist as its chief storytelling officer (Chapter 4)
■
❍ Type Together’s contemporary typeface designs, emphasizing readability in busi-
ness documents and other messages (Chapter 6)
■
❍ Futurice workplace messaging system, which is changing the way many organiza-
tions communicate (Chapter 7)
■
❍ Jill Duffy’s advice for handling the daily deluge of routine messages more pro-
ductively (Chapter 10)
■
❍ Strategyzer’s revolutionary alternative to the traditional annual report, now
embraced by thousands of entrepreneurs (Chapter 13)
■
❍ Warby Parker’s whimsical and audience-focused approach to annual reports
(Chapter 14)
■
❍ WPP’s use of web interactivity to create one of the most readable annual reports
ever published (Chapter 15)
■
❍ Gina Barnett’s “whole-body” public speaking advice, which can help all business
professionals improve their onstage presence (Chapter 16)
■
❍ Nancy Duarte’s timeless advice for creating audience-friendly presentation slides
(Chapter 17)
■
❍ Burning Glass’s application of artificial intelligence to the critical job-search
challenge of matching employer needs and employee skill sets (Chapter 18)
■
❍ VMWare’s enthusiastic embrace of social media to transform its approach to em-
ployee recruiting (Chapter 19)
■
● A new highlight box theme, The Future of Communication, giving students a glimpse
into some fascinating technologies that could reshape the practice of business com-
munication in the coming years: the Internet of Things, real-time translation, haptic
communication, telepathy, virtual and augmented reality, gestural computing, smart
communication bots, emotion recognition, and holograms
■
● More than 70 new or redesigned business communication examples and figures. The
14th Edition includes
■
❍ 26 examples of mobile communication in business communication
■
❍ 25 examples of social media in business communication
■
● Revised annotations for all the before/after model document pairs, making it easier
for students to see the specific changes made to transform ineffective messages into
effective ones
 


	23. 22 Preface
Pros keep  their promises,
meet their commitments,
learn from their mistakes,
and take responsibility
for their errors.
Be dependable
Pros strive to excel, and excelling at
every level is how you build a
great career.
Be the best
Be ethical
Responsible pros work
to avoid ethical lapses
and weigh their options
carefully when facing
ethical dilemmas.
Be positive
You owe it to yourself,
your colleagues, and your
company to maintain a
positive outlook even when
the going gets tough.
Be respectful
Good business etiquette is a sign
of respect for those around you;
respecting others is not only
good—it’s good for your career.
Be a
team player
Pros know how to
contribute to a larger
cause and make others
around them better.
■
● Updated coverage of the advantages and disadvantages of teams (Chapter 2),
overcoming resistance (Chapter 2), gender differences (Chapter 3), digital messag-
ing (Chapter 7), the business communication uses of social networks (Chapter 8),
content curation (Chapter 8), and effective and ethical apologies (Chapter 11)
■
● 24 New communication cases
■
● More than three dozen new end-of-chapter questions and exercises
Preparing the next Generation of
Professional Communicators with the
Most Current and Most Comprehensive
Text in the Field
Communication is the most valuable skill that graduates can bring into the workforce,
and it is one of the six cornerstones of true professionalism emphasized in Business
Communication Today. The business communication course is uniquely positioned to
help students develop as professionals because it addresses such vital topics as respect,
credibility, dependability, ethical decision making, and collaboration.
An essential part of being a professional is being conversant in the methods and
practices of the contemporary workplace. To this end, Business Communication Today
presents the full range of on-the-job skills that today’s communicators need, from writ-
ing conventional printed reports to using the latest digital, social, mobile, and visual
media (including a concise primer on producing digital business video). Each chapter
adapts the fundamentals of effective writing to specific workplace challenges and media
applications, so students will be better prepared to succeed from their first day on the job.
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Although it  stays on the leading edge of workplace practices and communication
tools, Business Communication Today never loses sight of the fact that communication is
a human activity in the deepest sense. It emphasizes the importance of developing a strong
sense of etiquette, recognizing ethical dilemmas, advancing ethical communication, and
respecting the rights and needs of audience members at every stage of the writing process.
By integrating all the key skills and insights that students need in order to succeed in
today’s dynamic workplace, Business Communication Today is an unmatched resource
for preparing the next generation of business professionals.
Why Business Communication instructors
Continue to Choose Bovée and Thill
■
● Market-leading innovation. For more than three decades, Bovée and Thill texts have
pioneered coverage of emerging trends and their implications for business communi-
cation. Bovée and Thill were the first authors in the field to give in-depth coverage to
digital media, social media, and mobile communication.
■
● Up-to-date coverage that reflects today’s business communication practices and
employer expectations. Technology, globalization, and other forces have dramatically
changed the practice of business communication in recent years, even to the point
of altering how people read and how messages should be constructed. To prepare
students for today’s workplace, a business communication course needs to address
contemporary skills, issues, and concepts.
■
● Practical advice informed by deep experience. Beyond the research and presentation
of new ideas and tools, Bovée and Thill are among the most active and widely fol-
lowed users of social media in the entire field of business communication. They don’t
just write about new concepts; they have years of hands-on experience with social
media, blogging, content curation, search technologies, and other important tools.
They are active participants in more than 45 social media sites.
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■
● Engaging  coverage of real companies and contemporary issues in business commu-
nication. Bovée and Thill texts emphasize companies and issues students already
know about or are likely to find intriguing. For example, cases in recent editions have
addressed Comic-Con, location-based social networking, employer restrictions on
social media, the use of Twitter in the job-search process, video gaming, alternative
energy, and the challenges of reading and writing on smartphones.
■
● Integrated learning. In sharp contrast to texts that tack on coverage of social media
and other new topics, Bovée and Thill continually revise their coverage to fully inte-
grate the skills and issues that are important in today’s workplace. This integration
is carried through chapter-opening vignettes, chapter content, model documents,
end-of-chapter questions, communication cases, and test banks to make sure stu-
dents practice the skills they’ll need, not just read about them in some anecdotal
fashion.
■
● Added value with unique, free resources for instructors and students. From the
groundbreaking Real-Time Updates to Business Communication Headline News to
videos specially prepared for instructors, Bovée and Thill adopters can take advan-
tage of an unmatched array of free resources to enhance the classroom experience
and keep course content fresh. Please see pages 33–34 for a complete list.
in-Depth Coverage of Digital, Social, and
Mobile Media Topics in the 14th Edition
Business Communication Today offers in-depth coverage of new and emerging media
skills and concepts. These tables show where you can find major areas of coverage, fig-
ures, and communication cases that expose students to professional use of social media,
mobile media, and other new technologies.
Major Coverage of Digital, Social, and Mobile Media
Topic Page
Backchannel in presentations 525
Blogging and microblogging 262–268
Collaboration technologies 91–94
Community QA websites 262
Compositional modes for digital media 231–233
Content curation 261–262
Creating content for social media 260
Data visualization 290–292
Digital, social, and mobile media options 230–231
Email 234–237
Infographics 294
Instant messaging, text messaging, and workgroup messaging 238–240
Interview media 602–603
Meeting technologies 98–99
Mobile devices in presentations 546
Mobile etiquette 108
Mobile media 64–66, 156–157
Online and social media résumés 582–583
(continued)
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Topic Page
Online  etiquette 107–108
Podcasting 244–245
Social communication model 63–64
Social networking 255–260
User-generated content 261
Web writing 243–245
Wikis 269
Writing and designing messages for mobile devices 70–73, 216
Writing Promotional Messages for Social Media 392–394
Creating Promotional Messages for Mobile Devices 394
Figures and Model Documents Highlighting Digital, Social,
and Mobile Media (not including email, IM, or PowerPoint slides)
Title Figure Page
The Social Communication Model 1.7 63
Mobile Communication Tools 1.8 64
Wearable Technology 1.9 65
Mobile Communication: Opportunities and Challenges 1.10 67
Unethical Communication 1.11 75
Ethical Communication 1.12 76
Powerful Tools for Communicating Effectively Feature 70–73
Shared Online Workspaces 2.2 92
Collaboration on Mobile Devices 2.3 93
Capturing Key Decisions and Discoveries from a Meeting 2.5 97
Virtual Meetings 2.6 98
Telepresence 2.7 99
Mobile Language Tools 3.3 131
Writing for Multilingual Audiences 3.5 136
Using Audience Analysis to Plan a Message 4.2 149
Media and Channel Choices: Written + Digital 4.4 155
Mind Mapping 4.5 162
Business Communicators Innovating with Mobile Feature 158–159
Fostering a Positive Relationship with an Audience 5.1 175
Building Credibility 5.2 179
Plain Language at Creative Commons 5.3 183
Making Effective Word and Phrase Choices 5.4 185
Writing for Mobile Devices 5.6 193
Designing for Readability 6.3 213
Designing for Mobile Devices 6.4 216
Compositional Modes: Status Updates and Announcements 7.1 233
Augmented Reality 7.2 234
Reader-Friendly Web Design 7.5 242
Writing for the Web 7.6 243
Mobile Podcasting 7.7 245
Community Building via Social Media 8.1 255
Business Applications of Blogging 8.2 265
(continued)
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Title Figure  Page
Business Applications of Microblogging 8.3 267
Business Communicators Innovating with Social Media Feature 258–259
Data Visualization 9.10 292
Geographic Information Systems 9.12 293
Infographics 9.13 295
Visual Displays on Mobile Devices 9.14 298
Framing Your Shots: Finding the Right Range 9.16 301
Framing Your Shots: Finding the Right Balance 9.17 302
Announcing Good News 10.6 326
Goodwill Messages 10.7 327
Internal Message Providing Bad News About Company Operations 11.6 358
Appealing to Audience Needs 12.1 379
Promotional Messages in Social Media 12.6 393
Executive Dashboards 14.3 441
Executive Summary 15.2 473
Nonlinear Presentations 16.3 513
Using Mobile Devices in Presentations 17.6 547
Mobile Job-Search Tools 18.2 567
Job Task Simulations 19.4 603
Interview Simulators 19.5 608
Communication Cases Involving Digital, Social, Mobile,
or Video Media (not including email, IM, or PowerPoint slides)
Case Media Page
7.27 Mobile media 250
7.29 Web writing 251
7.30 Web writing, mobile media 251
7.31 Web writing 251
7.32 Podcasting 251
7.33 Podcasting 251
8.24 Social networking 274
8.25 Social networking 274
8.26 Social networking 274
8.27 Blogging 274
8.28 Blogging 274
8.29 Blogging, mobile media 274
8.30 Blogging 275
8.31 Microblogging 275
8.32 Microblogging 275
8.33 Microblogging 275
8.34 Wiki writing 275
10.30 Blogging 334
10.42 Podcasting 336
10.43 Blogging 336
(continued)
Figures and Model Documents Highlighting Digital, Social,
and Mobile Media (not including email, IM, or PowerPoint slides) (Continued)
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Case Media  Page
10.45 Microblogging 336
10.47 Social networking 337
10.48 Web writing 337
10.49 Blogging 337
10.50 Social networking 338
10.51 Social networking 338
11.35 Microblogging 370
11.40 Microblogging 371
11.41 Blogging 371
11.43 Podcasting 372
11.45 Social networking 372
11.48 Microblogging 373
11.49 Blogging 373
11.50 Blogging 373
11.51 Blogging 373
11.52 Social networking 374
11.53 Social networking 374
11.56 Mobile media 374
12.37 Microblogging 402
12.38 Blogging 402
12.51 Web writing 405
12.52 Web writing/mobile skills 405
12.53 Podcasting 405
12.55 Web writing 405
12.56 Web writing 406
12.57 Social networking 406
12.58 Microblogging 406
12.59 Social networking 406
12.60 Microblogging 406
18.24 Video 590
19.29 Video 622
19.31 Microblogging 622
19.33 Blogging 622
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Extending the  Value of Your Textbook
with Free Multimedia Content
Business Communication Today’s unique Real-Time Updates system automatically
provides weekly content updates, including interactive websites, infographics, podcasts,
PowerPoint presentations, online videos, and articles. You can subscribe to updates chap-
ter by chapter, so you get only the material that applies to your current chapter. Visit
real-timeupdates.com/bct14 to subscribe.
1 Read messages from the
authors and access over 175
media items available only to
instructors. (Students have
access to their own mes-
sages, assignments, and
media items.)
5 Subscribe via RSS to
individual chapters to get
updates automatically for
the chapter you’re cur-
rently teaching.
4 Media items are categorized
by type so you can quickly find
podcasts, videos, infographics,
PowerPoints, and more.
2 Click on any chapter to see
the updates and media items
for that chapter. 3 Scan headlines and click
on any item of interest to
read the article or download
the media item.
Every item is personally
selected by the authors to
complement the text and
support in-class activities.
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For instructors:  Features and resources
to Enhance the Course Experience
TARgET AUDIEnCE
Everyone who teaches business communication is motivated to help students master the
fundamentals of professional communication while also preparing them for the broader
expectations they’ll encounter in today’s workplace. As the field of business communica-
tion continues to expand and get more complex, however, balancing those two objectives
continues to get more difficult. Basing your course on a textbook that hasn’t kept up with
contemporary business media and professional practices puts both you and your students
at a distinct disadvantage, and yet you obviously can’t ignore basic writing skills.
With its treatment of business communication in the broadest sense (including digi-
tal video and managerial issues such as crisis communication), Business Communication
Today is ideal for comprehensive business communication and managerial communica-
tion courses in any curriculum, in any format—in class, online, or hybrid.
For courses with a particular emphasis on written communication, you may find
the authors’ 16-chapter text Excellence in Business Communication to be an optimal fit.
And for introductory courses that emphasize business English, the 14-chapter Business
Communication Essentials offers balanced coverage of basic business English, communi-
cation strategies, and cutting-edge technologies. Its compact organization is particularly
well suited to quarter calendars as well as to longer courses in which an instructor wants
to have time available to supplement the text with service projects, business plan develop-
ment, or other special activities.
Colleges and universities vary in the prerequisites established for the business com-
munication course, but we advise at least one course in English composition. Some
coursework in business studies will also give students a better perspective on communica-
tion challenges in the workplace. However, we have taken special care not to assume stu-
dents have any in-depth business experience, so Business Communication Today works
quite well for those with limited work experience or business coursework.
A ToTAL TEAChIng AnD LEARnIng SoLUTIon
Business Communication Today has helped more than 2 million students master essen-
tial skills for succeeding in the workplace. This 14th Edition continues that tradition by
offering an unmatched set of tools that simplify teaching, promote active learning, and
stimulate critical thinking. These components work together at four levels to provide
seamless coverage of vital knowledge and skills: previewing, developing, enhancing, and
reinforcing.
Previewing
Each chapter provides clear learning objectives that prepare students for the material to
come and provide a framework for the chapter content. New in this edition, each learning
objective aligns with a major heading in the chapter, and this structure is carried through
to the end-of-chapter and online activities, making it easier for instructors and students
to gauge learning progress.
After the learning objectives, a compelling Communication Close-Up vignette fea-
turing a successful professional role model shows students how the material they will
encounter in the chapter is put to use in actual business situations.
Developing
Chapter content develops, explains, and elaborates on concepts with a carefully orga-
nized presentation of textual and visual material. The three-step process of planning,
writing, and completing is clearly explained and reinforced throughout the course. Some
texts introduce a writing process model and then rarely, if ever, discuss it again, giving
students few opportunities to practice it and leaving them to wonder just how important
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every category of messages in every medium, from traditional letters and reports to
email, blogs, IM, podcasts, wikis, and online videos.
Enhancing
Contemporary examples show students the specific elements that contribute to—or
detract from—successful messages. Business Communication Today has an unmatched
portfolio of realistic examples for students to emulate. In addition, Real-Time Updates—
Learn More connects students with dozens of carefully selected online media elements
that provide examples and insights from successful professionals.
Business Communication Today also extends students’ awareness beyond the func-
tional aspects of communication, with thorough and well-integrated coverage of business
etiquette and ethics—vital issues that some texts raise briefly and then quickly forget. In
light of employer concerns about the etiquette shortcomings of today’s new hires and
the continuing struggles with business ethics, we integrate ethics and etiquette through-
out the book and give students numerous opportunities to ponder ethical dilemmas and
practice communication etiquette.
reinforcing
Hundreds of realistic exercises and activities help students practice vital skills and put
newfound knowledge to immediate use. Unique features include downloadable Word
documents, podcasts, PowerPoint presentations for students to analyze, and the inno-
vative Bovée and Thill wiki simulator. Interactive Document Makeovers, pioneered by
Bovée and Thill, let students experience firsthand the elements that make a document
successful, giving them the insights they need in order to analyze and improve their own
business messages. More than 140 communication cases, featuring dozens of real com-
panies, encourage students to think about contemporary business issues as they put their
skills to use in a variety of media, including blogging, social networking, and podcasting.
At every stage of the learning experience, Business Communication Today provides
the tools instructors and students need to succeed.
30 Preface
Features that Help Students Build Essential Knowledge and Skills Previewing Developing Enhancing Reinforcing
Learning objectives (beginning of chapter) •
Communication Close-up (beginning of chapter) •
Concise presentations of fundamentals (within chapter) •
Managerial and strategic perspectives on key topics (within chapter) •
Three-step writing process discussion and diagrams (within chapter) •
Real-life examples (within chapter) •
Annotated model documents (within chapter) •
Highlight boxes (within chapter) •
Handbook of Grammar, Mechanics, and Usage (end of book) •
Learn More media resources (online) •
MyLab BusinessCommunication (online) • •
Real-Time Updates (online) • •
Marginal notes for quick review (within chapter) •
Checklists (within chapter) •
Communication Challenges (end of chapter) •
Quick Learning Guide (end of chapter) •
Test Your Knowledge questions (end of chapter) •
Apply Your Knowledge questions (end of chapter) •
(continued)
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Practice Your Skills activities and exercises (end of chapter) •
Expand Your Skills web activities (end of chapter/online) •
Bovée and Thill wiki simulator (online) •
Cases (following Chapters 7, 8, 9, 10, 11, 12, 15, 17, 18, and 19) •
Document Makeovers (online) •
Preface 31
FULL SUPPoRT FoR AACSB LEARnIng STAnDARDS
The American Association of Collegiate Schools of Business (AACSB) is a not-for-profit
corporation of educational institutions, corporations, and other organizations devoted
to the promotion and improvement of higher education in business administration
and accounting. A collegiate institution offering degrees in business administration or
accounting may volunteer for AACSB accreditation review. The AACSB makes initial
accreditation decisions and conducts periodic reviews to promote continuous quality
improvement in management education. Pearson Education is a proud member of the
AACSB and is pleased to provide advice to help you apply AACSB Learning Standards.
Curriculum quality is one of the most important criteria for AACSB accreditation.
Although no specific courses are required, the AACSB expects a curriculum to include
learning experiences in the following areas:
■
● Written and oral communication
■
● Ethical understanding and reasoning
■
● Analytical thinking
■
● Information technology
■
● Interpersonal relations and teamwork
■
● Diverse and multicultural work environments
■
● Reflective thinking
■
● Application of knowledge
Throughout Business Communication Today, you’ll find student exercises and
activities that support the achievement of these important goals, and the questions in the
accompanying test bank are tagged with the appropriate AACSB category.
UnMATChED CovERAgE oF ESSEnTIAL CoMMUnICATIon
TEChnoLogIES
The Bovée and Thill series continues to lead the field with unmatched coverage of
communication technologies, reflecting the expectations and opportunities in today’s
workplace:
■
● Applicant tracking systems
■
● Assistive technologies
■
● Automated reputation analysis
■
● Backchannel
■
● Blogs
■
● Cloud computing
■
● Community QA websites
■
● Computer animation
■
● Content curation
■
● Crowdsourcing
■
● Crowdspeaking
■
● Data visualization
■
● Digital documents (PDFs)
■
● Digital whiteboards
■
● Email
■
● Emoticons
■
● Emotion recognition software
■
● Enterprise instant messaging
■
● E-portfolios
■
● Extranets
■
● Gamification
■
● Geographic information systems
■
● Gestural computing
■
● Graphics software
■
● Groupware and shared online
workspaces
■
● Haptic communication
■
● Holograms
■
● Infographics
■
● Information architecture
■
● Instant messaging
■
● Intellectual property rights
■
● Interactivity
■
● Internet of Things
■
● Internet telephony (Skype)
■
● Interview simulators
■
● Intranets
■
● Knowledge management systems
■
● Linked and embedded documents
■
● Location-based social networking
■
● Microblogs
■
● Mobile business apps
■
● Multimedia documents
■
● Multimedia presentations
■
● Multimedia résumés
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● Newsfeeds
■
● Online  brainstorming systems
■
● Online research techniques
■
● Online survey tools
■
● Online video
■
● Podcasts
■
● PowerPoint animation
■
● Really Simple Syndication (RSS)
■
● Real-time translation
■
● Screencasts
■
● Search and metasearch engines
■
● Search engine optimization (SEO)
■
● Security and privacy concerns in
digital media
■
● Sentiment analysis
■
● Smart communication bots
■
● Social bookmarking
■
● Social commerce
■
● Social media
■
● Social media résumés
■
● Social networking
■
● Tagging
■
● Teleconferencing and telepresence
■
● Telepathy
■
● Text messaging
■
● Translation software
■
● User-generated content
■
● Video interviews
■
● Video résumés
■
● Videoconferencing
■
● Virtual and augmented reality
■
● Virtual communities
■
● Virtual meetings
■
● Virtual whiteboards
■
● Web content management
systems
■
● Webcasts
■
● Web directories
■
● Website accessibility
■
● Wikis
■
● Workforce analytics
■
● Workplace messaging systems
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CoURSE PLAnnIng gUIDE
Although Business Communication Today follows a conventional sequence of topics, it
is structured so that you can address topics in whatever order best suits your needs. For
instance, if you want to begin by reviewing grammar, sentence structure, and other writ-
ing fundamentals, you can ask students to read Chapter 5, Writing Business Messages,
and then the Handbook of Grammar, Mechanics, and Usage. Conversely, if you want to
begin with employment-related communication, you can start with the Prologue, Build-
ing a Career with Your Communication Skills, followed by Chapters 18 and 19.
The following table suggests a sequence and a schedule for covering the chapters in
the textbook, with time allocations based on the total number of class hours available.
Chapter/Section Number and Title Hours Devoted to Each Chapter/Section
30-Hour Course 45-Hour Course 60-Hour Course
Prologue Building a Career with Your Communication Skills 1 1 1
1 Professional Communication in a Digital, Social, Mobile World 1 1 1
2 Collaboration, Interpersonal Communication, and Business
Etiquette
1 1 2
3 Communication Challenges in a Diverse, Global Marketplace 1 2 3
4 Planning Business Messages 2 3 4
5 Writing Business Messages 2 3 4
6 Completing Business Messages 2 3 4
Handbook of Grammar, Mechanics, and Usage 1 2 2
A Format and Layout of Business Documents 1 1 1
7 Digital Media 1 2 3
8 Social Media 1 2 3
9 Visual Media 1 1 2
10 Writing Routine and Positive Messages 2 2 3
11 Writing Negative Messages 2 2 3
12 Writing Persuasive Messages 2 2 3
13 Finding, Evaluating, and Processing Information 1 2 3
14 Planning Reports and Proposals 1 2 3
15 Writing and Completing Reports and Proposals 1 2 3
B Documentation of Report Sources 1 1 2
16 Developing Presentations in a Social Media Environment 1 3 3
(continued)
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Chapter/Section Number  and Title Hours Devoted to Each Chapter/Section
30-Hour Course 45-Hour Course 60-Hour Course
17 Enhancing Presentations with Slides and Other Visuals 1 1 1
18 Building Careers and Writing Résumés 2 3 3
19 Applying and Interviewing for Employment 1 3 3
InSTRUCToR RESoURCES AnD SUPPoRT oPTIonS
Business Communication Today is backed by an unmatched selection of resources for
instructors and students, many of which were pioneered by the authors and remain
unique in the field.
Online Communities and Media resources
Instructors are welcome to take advantage of the many free online resources provided by
Bovée and Thill:
■
● Sponsorship of Teaching Business Communication instructors’ communities (open
to all) and Bovée  Thill’s Inner Circle for Business Communication (for adopters
only) on LinkedIn and Facebook
■
● Instructor tips and techniques in Bovée and Thill’s Business Communication Blog
and Twitter feed
■
● The Bovée  Thill channel on YouTube, with videos that offer advice on teaching the
new elements of business communication
■
● The unique Real-Time Updates content-updating service (see page 28)
■
● The popular Business Communication Headline News service (see page 33–34)
■
● A variety of videos and PowerPoint presentations on SlideShare
■
● More than 500 infographics, videos, articles, podcasts, and PowerPoints on Business
Communication Pictorial Gallery on Pinterest
■
● The Ultimate Guide to Resources for Teaching Business Communication
We also invite you to peruse Bovée  Thill’s Online Magazines for Business Communica-
tion on Scoop.it:
■
● Business Communication 2.0: Social Media and Digital Communication
■
● Teaching a Modern Business Communication Course
■
● How the Mobile Revolution Is Changing Business Communication
■
● Teaching Business Communication and Workplace Issues
■
● Teaching Business Communication and Interpersonal Communication
■
● Teaching Business Presentations in a Business Communication Course
■
● Teaching Business Communication and Employment
■
● Teaching Visual Communication in a Business Communication Course
■
● Exclusive Teaching Resources for Business Communication Instructors
Links to all these services and resources can be found at blog.businesscommunicationnetwork
.com/resources.
Business Communication headline news
Stay on top of hot topics, important trends, and new technologies with Business
Communication Headline News (bchn.businesscommunicationnetwork.com), the most
comprehensive business communication site on the Internet. Every weekday during the
school year, we offer fresh lecture content and provide a wide range of research and
teaching tools on the website, including a custom web search function that we created
expressly for business communication research.
Take advantage of the newsfeeds to get late-breaking news in headlines with concise
summaries. You can scan incoming items in a matter of seconds and simply click through
to read the full articles that interest you. All articles and accompanying multimedia re-
sources are categorized by topic and chapter for easy retrieval at any time.
 


	35. This free service  for adopters offers numerous ways to enhance lectures and student
activities:
■
● Keep current with the latest information and trends in the field
■
● Easily update your lecture notes with fresh material
■
● Create visuals for your classroom presentations
■
● Supplement your lectures with cutting-edge handouts
■
● Gather podcasts, online video, and other new media examples to use in the classroom
■
● Enhance your research projects with the newest data
■
● Compare best practices from other instructors
■
● Improve the quality and effectiveness of your teaching by reading about new teaching
tips and techniques
At the website, you also get free access to these powerful instructional resources:
■
● Business Communication Web Search, featuring a revolutionary approach to searching
developed by the authors that automatically formats more than 325 specific types of
online search requests. The tool uses a simple and intuitive interface engineered to help
business communication instructors find precisely what they want, whether it’s Power-
Point files, PDF files, Microsoft Word documents, Excel files, videos, podcasts, or more.
■
● Real-Time Updates are newsfeeds and content updates tied directly to specific points
throughout the text. Each content update is classified by the type of media featured:
interactive website, infographic, article, video, podcast, PowerPoint, or PDF. Addi-
tional sections on the site include Instructor Messages and Instructor Media (both
password protected), Student Messages, and Student Assignments.
You can subscribe to Business Communication Headline News and get delivery by
email, RSS newsreader, mobile phone, instant messenger, MP3, Twitter, Facebook, and
a host of other options.
Bovée  Thill Business Communication Blog
The Bovée  Thill Business Communication Blog (blog.businesscommunicationnetwork
.com/) offers original articles that help instructors focus their teaching to help students
learn more efficiently and effectively. Articles discuss a wide variety of topics, including
new topics instructors should be teaching their students, resources instructors can use in
their classes, solutions to common teaching challenges, and great examples and activities
instructors can use in class.
authors’ Email hotline for Faculty
Integrity, excellence, and responsiveness are our hallmarks. That means providing you
with textbooks that are academically sound, creative, timely, and sensitive to instructor
and student needs. As an adopter of Business Communication Today, you are invited to
use our Email Hotline (hotline@boveeandthillbusinesscommunicationblog.com) if you
ever have a question or concern related to the text or its supplements.
instructor’s resource Center
At the Instructor Resource Center, www.pearsonglobaleditions.com/Bovee, instructors can
access a variety of digital and presentation resources available with this text in downloadable
format. As a registered faculty member, you can download resource files and receive immedi-
ate access and instructions for installing course management content on your campus server.
If you ever need assistance, our dedicated technical support team is ready to help with
the media supplements that accompany this text. Visit support.pearson.com/getsupport
for answers to frequently asked questions and toll-free user support phone numbers.
The following supplements are available to adopting instructors (for detailed de-
scriptions, please visit www.pearsonglobaleditions.com/Bovee):
■
● Instructor’s Resource Manual
■
● Test Bank
■
● TestGen® Computerized Test Bank (and various conversions)
■
● PowerPoint Presentations
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	36. For Students: how  This Course
Will help You
No matter what profession you want to pursue, the ability to communicate will be an es-
sential skill—and a skill that employers expect you to have when you enter the workforce.
This course introduces you to the fundamental principles of business communication
and gives you the opportunity to develop your communication skills. You’ll discover how
business communication differs from personal and social communication, and you’ll see
how today’s companies are using blogs, social networks, podcasts, virtual worlds, wikis,
and other technologies. You’ll learn a simple three-step writing process that works for
all types of writing and speaking projects, both in college and on the job. Along the way,
you’ll gain valuable insights into ethics, etiquette, listening, teamwork, and nonverbal
communication. Plus, you’ll learn effective strategies for the many types of communica-
tion challenges you’ll face on the job, from routine messages about transactions to com-
plex reports and websites.
Few courses can offer the three-for-the-price-of-one value you get from a business
communication class. Check out these benefits:
■
● In your other classes. The communication skills you learn in this class can help you in
every other course you take in college. From simple homework assignments to com-
plicated team projects to class presentations, you’ll be able to communicate more
effectively with less time and effort.
■
● During your job search. You can reduce the stress of searching for a job and stand
out from the competition. Every activity in the job-search process relies on commu-
nication. The better you can communicate, the more successful you’ll be at landing
interesting and rewarding work.
■
● On the job. After you get that great job, the time and energy you have invested in
this course will continue to yield benefits year after year. As you tackle each project
and every new challenge, influential company leaders—the people who decide how
quickly you’ll get promoted and how much you’ll earn—will be paying close attention
to how well you communicate. They will observe your interactions with colleagues,
customers, and business partners. They’ll take note of how well you can collect data,
find the essential ideas buried under mountains of information, and convey those
points to other people. They’ll observe your ability to adapt to different audiences
and circumstances. They’ll be watching when you encounter tough situations that re-
quire careful attention to ethics and etiquette. The good news: Every insight you gain
and every skill you develop in this course will help you shine in your career.
how To SUCCEED In ThIS CoURSE
Although this course explores a wide range of message types and seems to cover quite a
lot of territory, the underlying structure of the course is actually rather simple. You’ll learn
a few basic concepts, identify some key skills to use and procedures to follow—and then
practice, practice, practice. Whether you’re writing a blog posting in response to one of
the real-company cases or drafting your own résumé, you’ll be practicing the same skills
again and again. With feedback and reinforcement from your instructor and your class-
mates, your confidence will grow and the work will become easier and more enjoyable.
The following sections offer advice on approaching each assignment, using your text-
book, and taking advantage of some other helpful resources.
APPRoAChIng EACh ASSIgnMEnT
In the spirit of practice and improvement, you will have a number of writing (and pos-
sibly speaking) assignments throughout this course. These suggestions will help you pro-
duce better results with less effort:
■
● First, don’t panic! If the thought of writing a report or giving a speech sends a chill
up your spine, you’re not alone. Everybody feels that way when first learning busi-
ness communication skills, and even experienced professionals can feel nervous
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	37. about major projects.  Keeping three points in mind will help. First, every project
can be broken down into a series of small, manageable tasks. Don’t let a big project
overwhelm you; it’s nothing more than a bunch of smaller tasks. Second, remind
yourself that you have the skills you need in order to accomplish each task. As you
move through the course, the assignments are carefully designed to match the skills
you’ve developed up to that point. Third, if you feel panic creeping up on you, take a
break and regain your perspective.
■
● Focus on one task at a time. A common mistake writers make is trying to organize
and express their ideas while simultaneously worrying about audience reactions,
grammar, spelling, formatting, page design, and a dozen other factors. Fight the
temptation to do everything at once; otherwise, your frustration will soar and your
productivity will plummet. In particular, don’t worry about grammar, spelling, and
word choices during your first draft. Concentrate on the organization of your ideas
first, then the way you express those ideas, and then the presentation and production
of your messages. Following the three-step writing process is an ideal way to focus on
one task at a time in a logical sequence.
■
● Give yourself plenty of time. As with every other school project, putting things off
to the last minute creates unnecessary stress. Writing and speaking projects in par-
ticular are much easier if you tackle them in small stages with breaks in between,
rather than trying to get everything done in one frantic blast. Moreover, there will
be instances when you simply get stuck on a project, and the best thing to do is walk
away and give your mind a break. If you allow room for breaks in your schedule,
you’ll minimize the frustration and spend less time overall on your homework, too.
■
● Step back and assess each project before you start. The writing and speaking projects
you’ll have in this course cover a wide range of communication scenarios, and it’s
essential that you adapt your approach to each new challenge. Resist the urge to dive
in and start writing without a plan. Ponder the assignment for a while, consider the
various approaches you might take, and think carefully about your objectives before
you start writing. Nothing is more frustrating than getting stuck halfway through be-
cause you’re not sure what you’re trying to say or you’ve wandered off track. Spend
a little time planning, and you’ll spend a lot less time writing.
■
● Use the three-step writing process. Those essential planning tasks are the first step
in the three-step writing process, which you’ll learn about in Chapter 4 and use
throughout the course. This process has been developed and refined by professional
writers with decades of experience and thousands of projects ranging from short
blog posts to 500-page textbooks. It works, so take advantage of it.
■
● Learn from the examples and model documents. This textbook offers dozens of realis-
tic examples of business messages, many with notes along the sides that explain strong
and weak points. Study these and any other examples that your instructor provides.
Learn what works and what doesn’t, then apply these lessons to your own writing.
■
● Learn from experience. Finally, learn from the feedback you get from your instruc-
tor and from other students. Don’t take the criticism personally; your instructor and
your classmates are commenting about the work, not about you. View every bit of
feedback as an opportunity to improve.
using This Textbook Package
This book and its accompanying online resources introduce you to the key concepts in
business communication while helping you develop essential skills. As you read each
chapter, start by studying the learning objectives. They will help you identify the most
important concepts in the chapter and give you a feel for what you’ll be learning. Each
learning objective corresponds to one major heading within the chapter, so you can easily
find the information it relates to. After the learning objectives, a compelling Communi-
cation Close-Up vignette featuring a successful company or professional shows you how
the material you will encounter in the chapter is put to use in actual business situations.
At the end of each chapter, the Summary of Learning Objectives gives you the chance
to quickly verify your grasp of important concepts. Following that, you’ll see two sets of
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