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Process & Product 9e

Dr. Mary Ellen Guffey Dr. Dana Loewy

Emerita Professor of Business Business Communication Program
Los Angeles Pierce College California State University, Fullerton
m.e.guffey@cox.net dloewy@fullerton.edu

Dear Business Communication Student:

The Ninth Edition of Business Communication: Process &
Product prepares you for a career in a complex mobile, social,

and global workplace. To help you successfully navigate this vast
networked environment, we have substantially revised our award-
winning book. You will learn how social media networks and mobile
technology function in the workplace and how you can strengthen
your professional communication and critical thinking skills.

All of the features that have made this award-winning textbook
so successful for nearly three decades have been updated in this
edition. In addition to solid instruction in writing skills, which
employers continue to demand, the Ninth Edition brings you
numerous learning resources, a few of which are highlighted here:

Photographer: Barbara D'Allessandro

Dana Loewy and Mary Ellen Guffey

» MindTap. This multimedia learning experience provides
chapter quizzes, downloadable documents to revise, flashcards, and unparalleled resources to achieve success
in the course.

= “How-To” videos. Helping you develop expert writing techniques, chapter how-to videos explain and
illustrate many Ninth Edition concepts and model documents including bad-news, claim, adjustment,
persuasive, and sales messages. These chapter-based videos build skills and develop confidence for both
face-to-face and remote learners.

» Integrated digital technologies. The professional use of social media networks and mobile technology
requires that you know best practices. This edition provides the latest advice to guide you in using these
digital technologies safely and eftectively in the workplace. You’ll find best practices for texting, instant
messaging, blogging, collaborating with wikis, and networking with social media in business today.

m Latest trends in job searching. Chapter 15 presents the most current trends, technologies, and practices
affecting the job search, résumés, and cover letters in this digital age. You will learn how to build a personal
brand, how to network, and how to write customized résumés plus create an effective LinkedIn profile.

= Hottest trends in job interviewing. Chapter 16 provides countless tips on how to interview successfully in
today’s highly competitive job market, including one-way and two-way video interviewing.

= Etiquette IQ. New communication platforms and casual workplace environments have blurred the lines of
appropriateness, leaving workers wondering how to behave on the job. This edition delivers up-to-date guidance
on acceptable workplace attire, professional behavior, and business etiquette for today’s mobile and social work-
place. Each chapter also provides a “Test Your Etiquette IQ” quiz with authentic questions and answers.

We wish you well in your course! As always, we welcome your comments and suggestions as you use the No. 1
business communication book in this country and abroad.

Cordially,

Mary Ellen Guffey and Dana Loewy
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This book and this course may well be the most important in your entire college

curriculum!

Why? This book and your course equip you with the skills you will most need in today’s
fast-paced information- and data-driven workplace.

MEETING EMPLOYER EXPECTATIONS

Survey after survey reveals that employers are seeking new hires with these key skills:

o Written and oral communication skills

Ethical decision making

Teamwork skills

Professionalism

Figure 2.13
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BUSINESS COMMUNICATION: PROCESS & PRODUCT 9E

No other college course gives you training in all of these skills at once!

Business Communication: Process and Product, 9e, covers the following topics you
will find indispensable in the digital-age workplace:

» Expert writing techniques geared to developing your writing skills plus
interactive Documents for Analysis, authentic model documents, and
engaging activities in which you apply your skills

* Presentation skills featuring contemporary examples including coverage
of smartphone best practices to prepare you for the realities of workplace
communication and technology

o Critical thinking questions and activities in every chapter to stimulate and
develop skills

¢ Ethics Checks in addition to guidance and tools provided through discussion
questions and ethical dilemma scenarios

o Teamwork skills with a heavy emphasis on professionalism and etiquette in
the workplace so that you will know how to meet employer expectations

¢ Two employment chapters that present the latest trends in job searching,
interviewing, and résumé writing, along with current, effective résumé
models, tips for mobile devices and apps, and LinkedIn advice and
illustrations

 Test Your Etiquette 1Q, a recurring feature in each chapter, designed to shine
a light on often blurry ideas about appropriateness and professionalism in
the workplace.

PREMIUM ONLINE RESOURCES

¢ MindTap, Your Personalized, Fully Online Digital Learning Platform.
This comprehensive learning platform guides you through readings,
multimedia tools, and chapter-specific activities that increase learner
involvement and produce significant learning outcomes. By being
interactive, MindTap makes learning enjoyable and playful. You can deepen
your understanding of business communication concepts at your own pace.

* Aplia Homework. Aplia helps you comprehend and remember chapter
concepts in an engaging interactive format. You know immediately how well
you are doing with immediate feedback on each problem set. You may even
be able to repeat exercises to improve your score.

¢ Grammar Review. Grammar review exercises provide you with engaging
online practice, covering key grammar concepts with interactive exercises
that you can finish in your own time. Your unique needs are addressed
through diagnostic assessments, pinpointing your areas of strength and
potential remediation needs. A large and randomized pool of questions
provides multiple opportunities to master each concept.
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marketing / PR

» How-To Videos. Appealing to visual learners, this edition provides about 32 short vid-
eos that explain and illustrate many Ninth Edition concepts and model documents in-
cluding positive, bad-news, claim adjustment, persuasive, and sales messages. These
videos are especially helpful to distance learners who are not able to benefit from
in-class lectures.

» Study Tools

+ PowerPoint Lectures. Our totally new PowerPoint slides for the Ninth Edition re-
view chapter concepts and highlight important points with contemporary, colorful
images, and just enough animation.

+ Interactive chapter quizzes at the Student Companion Website enable you to test
your knowledge of concepts with immediate feedback.

+ Flashcards. You can study with existing flashcards and make your own.

SOCIAL MEDIA NETWORKS AND MOBILE TECHNOLOGY

Trusted authors Mary Ellen Guffey and Dana Loewy understand social and mobile! The
authors address workplace use of social media and communication technology in a
chapter solely dedicated to best practices on the job. Because these skills are fundamental
in the contemporary world of work, social media and communication technology are
integrated in each chapter.

Every chapter reflects the pervasive influence of communication technology on
business writing. This state-of-the-art coverage makes it clear that writing is more
important than ever in the digital world. Careers are made or thwarted based on one’s
online digital persona.

Traditional vs. Social Media Communication Between Businesses and

Customers
Customers Customers
Traditional communication is — . .
. ©  Social media
@ fleeting and opaque, o s
9 R ©  communication is
= one-directional @ .
T = persistent and
»  from company to =
B §  transparent,
s Ccustomerand = pidirecti
S 5 idirectional,
g customer to company, 9]
S = many-to-many
» one-to-many or i)
many-to-one <
TV, phone, mail, etc. Twitter, Facebook, etc.
Traditional Channels Social Channels

Businesses Businesses
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» New digital model documents throughout illustrate how social media
networks are shaping today’s communication and will help you understand
professional social media applications.

o New activities, identified with the Social Media and Communication
Technology icon, reflect the preeminence of writing in the digital workplace
and prompt you to develop your professional social networking skills.

SOCIAL NETWORKS VS. OTHER U.S. WORKERS:

COMPARING ATTITUDES TOWARDS QUESTIONABLE BEHAVIOR

Active Social Other U.S.

- ”
Do you feel it is acceptable to...? Networkers Workers

“Friend” a client/customer on a social network 59%

Blog or tweet negatively about your company or colleagues - 42%

Buy personal items with your company credit card as long as you

0,
pay it back 42%

Do a little less work to compensate for cuts in benefits or pay 51%

Keep a copy of confidential work documents in case you need

0,
them in your next job 50%

Take a copy of work software home and use it on your personal
computer

46%

Upload vacation pictures to the company network or server so
you can share them with co-workers

50%

Use social networking to find out what my company’s competitors

. 54%
are doing
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Openingscenariosin each chapterillustrate social media and technology use, teamwork,
meetings, persuasion, and more by companies that you know and interact with, such
as Starbucks, Lyft, Walmart, Taco Bell, Sony, Royal Caribbean, olloclip, Pew Research,

and JetBlue.

Nordstrom: A Fabulous
Shopping Experience Goes
Social

Nordstrom’s customer service is legendary. Like no other,
the upscale fashion retailer empowers its employees to
make their own decisions to best serve customers. Consider
the Anchorage location once accepting returned tires that the retailer doesn’t even sell. Another
true story relates that an employee raced to deliver a scatterbrained customer’s forgotten baggage
to the airport prior to her departure. Both anecdotes exemplify the century-old company’s motto: to
provide a fabulous customer experience by empowering customers and the employees who serve them.

But Nordstrom'’s fabled devotion to customer service extends strategically into the virtual world to
meet customers where they are. The retailer has invested heavily in technology; for example, to inte-
grate its inventory management system with its website and the Nordstrom app—always with the clear
purpose to enhance the customer experience. As a result, the company’s online and offline worlds are
seamlessly linked, and customers can find what they want in one place. Salespeople can track customer
requests and needs online. This persistent effort to integrate digital capabilities has paid off. Nordstrom’s
revenue has grown by more than 50 percent in the last five years." Its shares have jumped 120 percent.?

A strong social media engagement is key to Nordstrom’s strategy to provide superb service and to
drive traffic to its e-commerce site. As one of America’s most connected companies,? it relies on crowd-
sourcing to learn which items to stock, and it responds rapidly to queries, in Spanish when needed. At
currently 3.2 million likes, Nordstrom is a strong presence on Facebook. Pinterest, the popular online
bulletin board, is a particular success story for early-adopter Nordstrom, which currently has some 4.4
million followers*

With such public engagement, it’s not surprising that Nordstrom has clearly defined social media
use guidelines. Approved employees may connect with customers during working hours and even after
hours, if allowed. They are admonished to use good judgment and abide by all corporate policies. They
are told to be respectful, responsible, and ethical. Furthermore, Nordstrom's social media policy forbids
the sharing of confidential corporate information as well as employees’ and customers’ private and per-
sonal information. Conflicts of interest are to be avoided, and compensated endorsements must be dis-
closed. The policy ends with this cheerful invitation: “Above all, remember to have fun and be yourself!”

Nordstrom’s digital strategy is making the company highly competitive. You will learn more about
Nordstrom and be asked to complete a relevant task at the end of this chapter.

Critical Thinking

® After reading this

case study, can you
put into perspective
the suggestion “have
fun and be yourself”?
What exactly does this
invitation mean?

Why does Nordstrom
allow only certain
employees to connect
online with customers
and other members of the
public?

Why do social media
guidelines emphasize
ethical behavior and
ethical communication?
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LEARNING
OUTCOMES

After studying this chapter, you
should be able to

Explain how communication
skills fuel career success, and
understand why writing skills
are vital in a digital, mobile, and
social-media-driven workplace.

Identify the tools for success

in the hyperconnected 21st-
century workplace; appreciate
the importance of critical-
thinking skills and personal
credibility in the competitive
job market of the digital age;
and discuss how your education
may determine your income.

Describe significant trends in
today’s dynamic, networked
work environment, and
recognize that social media
and other communication
technologies require excellent
communication skills, in any
economic climate.

Examine critically the

internal and external flow of
communication in organizations
through formal and informal
channels, explain the
importance of effective media
choices, and understand how
to overcome typical barriers to
organizational communication.

Analyze ethics in the workplace,
understand the goals of ethical
business communicators, and
choose the tools for doing the
right thing.
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Nordstrom: A Fabulous
Shopping Experience Goes
Social

Nordstrom’s customer service is legendary. Like no other,
the upscale fashion retailer empowers its employees to
make their own decisions to best serve customers. Consider
the Anchorage location once accepting returned tires that the retailer doesn’t even sell. Another
true story relates that an employee raced to deliver a scatterbrained customer’s forgotten baggage
to the airport prior to her departure. Both anecdotes exemplify the century-old company’s motto: to
provide a fabulous customer experience by empowering customers and the employees who serve them.

But Nordstrom'’s fabled devotion to customer service extends strategically into the virtual world to
meet customers where they are. The retailer has invested heavily in technology; for example, to inte-
grate its inventory management system with its website and the Nordstrom app—always with the clear
purpose to enhance the customer experience. As a result, the company’s online and offline worlds are
seamlessly linked, and customers can find what they want in one place. Salespeople can track customer
requests and needs online. This persistent effort to integrate digital capabilities has paid off. Nordstrom'’s
revenue has grown by more than 50 percent in the last five years." Its shares have jumped 120 percent.?

A strong social media engagement is key to Nordstrom'’s strategy to provide superb service and to
drive traffic to its e-commerce site. As one of America’s most connected companies,’ it relies on crowd-
sourcing to learn which items to stock, and it responds rapidly to queries, in Spanish when needed. At
currently 3.2 million likes, Nordstrom is a strong presence on Facebook. Pinterest, the popular online
bulletin board, is a particular success story for early-adopter Nordstrom, which currently has some 4.4
million followers.*

With such public engagement, it's not surprising that Nordstrom has clearly defined social media
use guidelines. Approved employees may connect with customers during working hours and even after
hours, if allowed. They are admonished to use good judgment and abide by all corporate policies. They
are told to be respectful, responsible, and ethical. Furthermore, Nordstrom's social media policy forbids
the sharing of confidential corporate information as well as employees’ and customers’ private and per-
sonal information. Conflicts of interest are to be avoided, and compensated endorsements must be dis-
closed. The policy ends with this cheerful invitation: “Above all, remember to have fun and be yourself!”™

Nordstrom'’s digital strategy is making the company highly competitive. You will learn more about
Nordstrom and be asked to complete a relevant task at the end of this chapter.

Yeamake/Shutterstock.com

Communicating in the Digital World

What kind of workplace will you enter when you graduate, and which skills will you need to be
successful in it? Expect a fast-paced, competitive, and highly connected digital environment.
Communication technology provides unmatched mobility and connects individuals anytime
and anywhere in the world. Today’s communicators interact using multiple electronic devices
and access information stored in remote locations, in the cloud.

This mobility and instant access explain why increasing numbers of workers must be avail-
able practically around the clock and respond quickly. Nordstrom and other technology-savvy
businesses have recognized the power of social media networks and seek to engage their
customers and other stakeholders where they meet online. Communication no longer flows one
way; rather, electronic media have empowered the public to participate and be heard.

In this increasingly complex, networked, and mobile environment, communication skills
matter more than ever.® Such skills are particularly significant when competition is keen. Job
candidates with exceptional communication skills immediately stand out. In this chapter you
will learn about communication skills in the digital era and about the contemporary world
of work. Later you will study tools to help you negotiate ethical minefields and do the right
thing. Each section covers the latest information about communicating in business while also
providing tips to help you function effectively and ethically in today’s fast-paced, informa-
tion-driven workplace.

Chapter 1 Business Communication in the Digital Age

Critical Thinking

® After reading this
case study, can you
put into perspective
the suggestion “have
fun and be yourself"?
What exactly does this
invitation mean?

® Why does Nordstrom
allow only certain
employees to connect
online with customers
and other members of the
public?

® Why do social media
guidelines emphasize
ethical behavior and
ethical communication?

LEARNING
OuTcoME 1

Explain how
communication skills

fuel career success, and
understand why writing
skills are vital in a digital,
mobile, and social-media-
driven workplace.



Note: Because this is a
well-researched text-
book, you will find small
superscript numbers in
the text. These an-
nounce information
sources. Full citations
are located in the Notes
section beginning on
page 40 near the end of
the book. This edition
uses a modified Ameri-
can Psychological Asso-
ciation (APA) reference
citation format.

Communication Skills: Your Pass to Success

Over the last decade, employer surveys have consistently shown that strong communication
skills are critical to effective job placement, work performance, career advancement, and orga-
nizational success.” In making hiring decisions, employers often rank communication skills
among the most desirable competencies.®

Interviewers for defense contractor BAE Systems may request a writing sample to “literally
see if the candidate can write,” but also to find out whether the applicant can organize and
share ideas, explains Curt Gray, senior vice president of human resources and administration.
UPS requires its workers to write clear and concise messages and “to investigate, analyze and
report their findings in a professional manner,” says Matt Lavery, managing director of corpo-
rate talent acquisition.’ In a poll, Fortune 1000 executives cited writing, critical-thinking,
and problem-solving skills along with self-motivation and team sKkills as their top choices in
new-hires."

Writing skills can be your ticket to work—or your ticket out the door, according to a business
executive responding to a significant survey. This much-quoted study of 120 American corpo-
rations by the National Commission on Writing found that two thirds of salaried employees
have some writing responsibility. However, about one third of them do not meet the writing
requirements for their positions." “Businesses are crying out—they need to have people who
write better,” said Gaston Caperton, executive and College Board president.

Writing has been variously called a “career sifter,” a “threshold skill,” and “the price of
admission,”"? indicating that effective writing skills can be a stepping-stone to great job oppor-
tunities. Poorly developed writing skills, however, may derail a career. Writing is a marker of
high-skill, high-wage, professional work, according to Bob Kerrey, former university president
and chair of the National Commission on Writing. If you can’t express yourself clearly, he says,
you limit your opportunities for many positions."

When we discuss communication skills, we generally mean reading, listening,
nonverbal, speaking, and writing skills. In addition, workers today must be media savvy
and exercise good judgment when posting messages on the Internet and writing e-mails.
To be successful, they must guard their online image and protect the reputation of their
employers. In this book we focus on the listening, nonverbal, speaking, and writing skills
necessary in a digital workplace. Chapters are devoted to each of these skills. Special atten-
tion is given to writing skills because they are difficult to develop and increasingly signifi-
cant in e-communication.

Writing in the Digital Age

If you are like many young adults, you may think that your daily texts, instant messages,
Facebook posts, blog entries, and e-mails are not real writing. A Pew Internet & American Life
study found that teens and young adults consider their frequent e-communication to be very
different from the traditional writing they learn in school."* Perhaps young people understand
that their digital writing is largely casual, but that employers expect more formal, thoughtful,
informative, and error-free messages. In any case, the respondents in the study rightly believe
that solid writing skills are a necessity in today’s networked digital world.

Long gone are the days when business was mostly conducted face-to-face and when
administrative assistants corrected spelling and grammar for their bosses. Although interper-
sonal skills still matter greatly, writing effectively is critical. Ever since the digital revolution
swept the workplace, most workers write their own messages. New communication channels
appeared, including the Web and e-mail, followed by instant messaging, blogs, and social
media networks.

The mobile revolution is stimulating huge economic growth and has profoundly changed
how we communicate; it has become the fastest-adopted technology of all time."” Figure 1.1
displays the emergence of new communication technology and the rapid growth of Internet
users over the last two decades. So far, the number of Internet users has roughly doubled every
five years.

Chapter 1 Business Communication in the Digital Age
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Writing matters more than ever because the online media require more of it, not less.'* An
important poll by Hart Research Associates supports this view. The participating employers
admitted that their expectations of employees have increased because the challenges on the job
are more complex than in the past. The executives also said that employees today need a broader
range of skills as well as higher levels of knowledge in their field."”

“Communicating clearly and effectively has NEVER been more important than it
is today. Whether it’s fair or not, life-changing critical judgments about you are being
made based solely on your writing ability,” says management consultant Victor Urbach.
“Having excellent command of your online digital persona will enable you to quickly
surpass those who present themselves weakly in the new competitive arena. Since you
probably won’t get a second chance, what kind of digital first impression will you choose
to make?”"® Developing these skills in this course will build your credibility and help you
stand out.

It's Up to You: Communication Skills
Can Be Learned

By enrolling in a business writing class, you have already taken the first step toward improving
or polishing your communication skills. The goals of this course and this book include teaching
you basic business communication skills, such as how to write an effective e-mail, a short
message on a mobile device, or a clear business letter, and how to make a memorable presenta-
tion with various digital media.

Thriving in the challenging interconnected work world depends on many factors, some of
which you cannot control. However, one factor that you do control is how well you communi-
cate. You are not born with the abilities to read, listen, speak, and write effectively. These skills
must be learned. This book and this course may well be the most important in your entire
college curriculum because they will equip you with the skills most needed in today’s fast-paced
information- and data-driven workplace.

Chapter 1 Business Communication in the Digital Age

The Internet of Things
Artificial intelligence
Self-driving automobiles
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LEARNING
OUTCOME 2

Identify the tools

for success in the
hyperconnected 21st-
century workplace;
appreciate the importance
of critical-thinking skills
and personal credibility
in the competitive job
market of the digital age;
and discuss how your
education may determine
your income.

Rachael Arnott/Shutterstock.com

Digital Workplace Survival Skills

“To succeed in today’s workplace, young people need more than basic reading and

math skills. They need substantial content knowledge and information technology skills;
advanced thinking skills, flexibility to adapt to change; and interpersonal skills to succeed in
multi-cultural, cross-functional teams.””®

—J. Willard Marriott, Jr., chairman and CEO, Marriott International, Inc.

The Digital Revolution and You: Tools for
Success in the 21st-Century Workplace

If you are a young adult, chances are that you check Facebook, smartphone texts, Instagram,
Twitter, or Tumblr first thing in the morning and repeatedly throughout the day to stay
connected with your friends and family. Most likely you write and create digital documents
with a notebook, tablet, or smartphone without thinking much about the technology enabling
you to do all this. Information technology has changed how we work, play, and communicate.
It has never been easier to access and share information via various digital media from a vast
network of sources and to distribute it nearly instantly and to widespread audiences.? What
hasn’t changed is that communication skills need time and effort to develop.

To achieve literacy in the digital age means not only using multimedia applications and
snazzy late-model gadgets but also thinking critically about new media. It means using tech-
nology thoughtfully and in a professional manner to achieve success in a hyperconnected world.

The 21st-century economy depends mainly on information and knowledge. Previously, in
the Industrial Age, raw materials and physical labor were the key ingredients in the creation of
wealth. Today, however, individuals in the workforce offer their knowledge, not their muscles.
Knowledge workers (a term first coined by management
guru Peter Drucker) get paid for their education and
their ability to learn.”

More recently, we are hearing the term information
worker to describe those who produce and consume
information in the workplace.?? Regardless of the termi-
nology, knowledge and information workers engage in
mind work. They must make sense of words, figures,
and data. At the same time, the knowledge available in
the “digital universe” is more than doubling every year,
according to computing pioneer George Dyson.”

In this light it may not surprise you that jobs in
the information technology sector are likely to jump
24 percent by 2020.** Mobile technology generated
almost $3.3 trillion in revenue globally in one year
alone and is responsible for 11 million jobs, according
to Boston Consulting.”® However, in a recovering but
demanding U.S. labor market, hundreds of thousands
of jobs in science, technology, engineering, and math
remain unfilled.?® Experts also worry about domestic
talent shortages in skilled manufacturing.”’ In such a
challenging environment, continuous, lifelong learning
will make you more competitive and valuable to future

Chapter 1 Business Communication in the Digital Age
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employers. An adaptable, highly skilled workforce is well equipped to weather any economic
climate as well as global competition.

Why Should You Care?

As a knowledge worker in the skills economy, you can expect to be generating, processing, and
exchanging information. You will need to be able to transmit it effectively across various communica-
tionchannelsand multiple media. Youmightbe called on to use e-mail, multimediaslide presentations,
wikis, podcasts, or Facebook and other social media in a professional setting. With added job respon-
sibilities, you will be expected to make sound decisions and solve complex problems. Interviewers
at global giant Siemens probe job applicants for the ability “to quickly distill the key issues and
relationships in complex situations,” says Mike Panigel, senior vice president of human resources.?
In a recent PayScale study, writing proficiency is considered a hard skill; 44 percent of
managers stated that it’s the skill most lacking among recent college graduates. The respon-
dents also criticized a lack of communication skills (46 percent) as well as critical thinking and
problem solving skills (60 percent).?” You are learning to think, read, and ask questions in a
networked world, accessed with computers, tablets, smartphones, e-readers, wearable devices,
and more. The avalanche of information that engulfs you daily requires you to evaluate all
sources critically because information flows at a great speed, across various media, and in many
directions. With potentially a global audience watching, you can choose to project a positive,
professional image, or you can publish misinformation and embarrassing falsehoods.*

Wanted! 21st-Century Skills

In the media-driven world of the 21st century, workers must process vast amounts of
information fast and judge accurately whether the information is reliable. “It's important that
students know how to manage it, interpret it, validate it, and how to act on it.”*'

Courtesy of Karen Bruett

—Karen Bruett, higher education expert, former Dell executive

Thinking Critically in the Digital Age

Jobs that require thinking, brainpower, and decision-making skills are likely to remain plen-
tiful. Whether you work in m-commerce (mobile technology businesses), e-commerce (Internet-
based businesses), or brick-and-mortar commerce, nearly three out of four jobs involve some
form of mind work. To be successful in these jobs, you will need to be able to think critically,
make decisions, and communicate those decisions.

Management and employees work together in such areas as product development, quality
control, and customer satisfaction. All workers, from executives to subordinates, need to think
creatively and critically. Even in factory production lines, workers are part of the knowledge culture.
Toyota’s management philosophy of continuous improvement (kaizen) by engaged and empowered
workers is much admired and emulated around the world.*> When your boss or team leader says,
“What do you think we ought to do?” you want to be able to supply good ideas and demonstrate
that you can think critically. This means having opinions that are backed by reasons and evidence.

Faced with a problem or an issue, most of us do a lot of worrying before separating the
issues or making a decision. Figure 1.2 provides a three-point plan to help you think criti-
cally and solve problems competently. As you can see, understanding the problem is essential
and must come first. Generating and selecting the most feasible ideas is the intermediate step.
Finally, the problem-solving model prompts you to refine, justify, and implement the solution.
At the end of each chapter in this text, you will find activities and problems that will help you
develop and apply your critical-thinking skills.

Chapter 1 Business Communication in the Digital Age
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Managing Your Career Well: Guarding
Your Credibility

In a dynamic, highly competitive world of work, not even the most talented college graduate
can afford to post or e-mail a résumé, kick back, and wait to be discovered. You will need to
be proactive and exercise greater control over your career than college graduates before you
did. Like most workers today, you will not find nine-to-five jobs, predictable pay increases, life-
time security, and even conventional workplaces.*® Quite likely, your future employer may first
observe your use of social networking tools before deciding to invite you for an interview.**

Don’t presume that companies will provide you with a clearly defined career path or planned
developmental experiences. In the private sector, you can expect to work for multiple employers,
moving back and forth between work and education and between work and family responsibil-
ities.” Increasingly, the workplace and your career will resemble not a vertical corporate ladder,
but a more intricate, open, fluid, and interconnected framework—a corporate lattice.’

To keep up with evolving technologies and procedures, you can look forward to constant
training and lifelong learning. Businesses are investing heavily in virtual training and social mobile
learning. Such “everywhere” professional development is highly customized. It allows chieflearning
officers to track their employees’ continued education needs as well as their progress while workers
earn digital badges, similar to the Boy Scouts’ tokens of achievement.” Whether you are currently
employed or about to enter today’s demanding workplace, you must be willing to continually learn
new skills that supplement the strong foundation of basic skills you are acquiring in college.

onstant Career Readiness

‘As work moves from climbing a career ladder to navigating a career lattice, people have
0 be in a mode of constant career readiness.”*®

retrorocket/
Shutterstock.com

—Jason Swanson, futurist and director of strategic foresight at learning organization Knowledge\Works
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In addition, in a hyperconnected professional environment, you must manage and guard
your reputation—at the office and online. How you present yourself in the virtual world, meaning
how well you communicate and protect your brand, may very well determine how successful your
career will be. Your credibility is a precious asset. Thoughtful blog posts, well-crafted tweets, astute
comments on LinkedIn and Facebook, as well as competent e-mails will help you continually make
a positive impression. As one career advisor explains: “Every interaction—from how you greet
your coworkers in the morning to how you summarize a status update in an email—contributes
to how people view you.” In short, you will need to nurture and safeguard your professionalism
online and off. You will learn more about soft skills and professionalism in Chapter 2.

Succeeding in an Improving but
Competitive Job Market

Recent graduates will enter what economists say is the best job market for fresh-minted degree
holders in nearly a decade. Still, about 1.5 unemployed workers will compete for each job
opening.** What skills will make a difference for you? In one of its Job Outlook studies, the
National Association of Colleges and Employers (NACE) recently asked employers what attri-
butes they seek in new college graduates.

First, a prospective employee must meet the employer’s fundamental criteria, including
having the required major, course work, and GPA. By the way, many employers reported
that they screened candidates by grade point average, with 3.0 (a B average) or higher favored
strongly. If a candidate passes these hurdles, then employers look for leadership skills, the ability
to work in a team, and written communication skills, as shown in Figure 1.3."'

Although employers seek these skills, they are not always pleased with what they find. The
Association of American Colleges and Universities (AACU) asked groups of employers and
college students a series of similar questions about career preparation. The results revealed
a remarkable lack of agreement; students consistently ranked themselves as prepared in
areas in which employers did not. In the key areas of written and oral communication and
critical thinking, students were more than twice as likely as employers to think that they
were well prepared.*? To make sure you don’t disappoint future employers, take advantage
now of opportunities to strengthen your writing, presentation, and critical-thinking skills.

Figure 1.3

Skills
Jobs Seekers Should Offer:

T w wnicnatam, 76
7 8%
Communication skills (written) 7 30%o
o) Problem-solving skills 7 190
Strong work ethic 70°%0

Analytical/quantitative skills &80%o
68°o
67°%

Source: Job Outlook 2015, National Association of Colleges and Employers.
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