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Excellence in Business Communication has long provided 
instructors and students with the most current commu-
nication strategies and practices used in today’s work-
place. This sixth Canadian edition includes up-to-date 
model documents that reflect the entire spectrum of 
print and electronic communication media. Students 
entering today’s workforce are expected to use a wide 
range of tools, from instant messaging to blogging to 
podcasting, and Excellence in Business Communication 
provides the hands-on experience they need to meet 
employer expectations.

The text offers a set of tools that simplifies teaching, 
promotes active learning, and stimulates critical think-
ing. These components work together at four levels to 
provide seamless coverage of vital knowledge and skills:

•	Previewing. Each chapter prepares students with 
clear learning objectives and a brief, compelling 
vignette featuring current professional practice.

•	Developing. Chapter content develops and explains 
concepts with a concise, carefully organized presen-
tation of textual and visual material. The three-step 
process of planning, writing, and completing is rein-
forced throughout the text in examples ranging from 
email messages to blogs to formal reports.

•	Enhancing. Contemporary examples, many accom-
panied by the three-step diagram adapted to each 
message, show students the specific elements that 
contribute to successful messages.

•	Reinforcing. Numerous realistic exercises and activ-
ities let students practise vital skills and put their 
new-found knowledge to immediate use. Commu-
nication cases encourage students to think about 
contemporary business issues as they put their skills 
to use in a variety of media, including blogging and 
podcasting.

Why This Edition?
Business communications continue to evolve in 
response to changes in the global economy, corporate 
structures, workforce, technology, and management of 
information. To continue to provide value for readers, 

Preface

textbooks and support materials need to be updated 
and reflect best practices in these changing environ-
ments. The sixth Canadian edition builds on the com-
prehensive approach of the previous edition and focuses 
on practices in the following areas:

•	Social media questions, activities, and cases using 
examples from Twitter, Facebook, LinkedIn, and 
other media outlets;

•	Technologies for collaborative writing, including 
groupware, social networks, and virtual communities;

•	Developing cultural competency;
•	Diversity in organizations;
•	Social media and the impact on networking and job 

searching;
•	Cases featuring email, instant messaging, social net-

working, blogging, websites, voicemail, and pod-
casting; and

•	Vignettes on innovative companies to highlight their 
market strategies for success.

Enhancements include the following:

•	More discussion about the unique challenges of 
business communication;

•	Delving further into the characteristics of high-per-
forming teams and the role of leadership;

•	The role of active listening in effective business com-
munications, including discussions of emotional 
intelligence and “feeding forward”;

•	The do’s and don’ts of sharing using technology and 
the protection of information;

•	Updates to the effective use of technology and social 
media across business to consumer (B2C) and busi-
ness to business (B2B) environments;

•	Best practices for giving presentations, including sto-
rytelling and the management of questions;

•	Discussion of “personal branding” and social media 
presence as part of a job search or career develop-
ment strategy;

•	How to network with confidence—making a memo-
rable, positive impact; and

•	Updates to reflect changes introduced in the new, 
eighth edition of the MLA Handbook.
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Key Features of the Text
Each chapter of Excellence in Business Communication 
includes a number of tools designed to guide students 
through the process of developing their communication 
skills and preparing them for the business world.

Learning Objectives are listed on the first page of 
each chapter. This “roadmap” shows what will be cov-
ered and what is especially important. Each Learning 
Objective is repeated in the margin where the material is 
first covered. The Learning Objectives are summarized 
at the end of the chapter.

On the Job opens each chapter with a brief story 
about communications within a real company, such as 
Royal Bank of Canada, Maple Leaf Foods, and Indigo 
Books and Music. The chapter itself demonstrates 
why these communication skills are important to real 
companies and shows how to apply them. Each chap-
ter ends with the follow-up On the Job: Performing 
Communication Tasks at the featured company. These 
tasks expand on the chapter’s concepts and help stu-
dents practise real-world decision making.

The three-step writing process—planning, writ-
ing, and completing—is outlined in Chapters 4 to 6. 
This process is also highlighted throughout the chapters 
with selected sample documents and with the end-of-
chapter cases.

Sample documents provide models in media, ranging 
from printed letters to instant messaging. The annota-
tions that accompany every model document help stu-
dents understand how to apply the principles discussed 
in the chapter.

One of four types of themed boxes appears in each 
chapter, giving valuable tips for the workplace:

• Sharpening Your Career Skills gives tips on 
improving writing and speaking techniques.

• Business Communication 2.0 provides help with 
business communications and technological tools.

• Communicating Across Cultures offers advice on 
communicating successfully in the global business 
world.

• Promoting Workplace Ethics examines important 
ethical issues that face today’s employees.

Checklists summarize key points and help students 
organize their work on communication projects.

Tips for Success give important advice from experts 
in the field on the chapter’s topic. Real people; real 
experience.

Key Points, highlighted in the margin, emphasize 
important details from the text and are good tools for 
reviewing concepts.

Practice is the best way to grasp new business com-
munication techniques and processes. End-of-chapter 
exercises and cases will help students develop and 
improve their communication skills.

• Test Your Knowledge provides questions that review 
the chapter topics.

• Apply Your Knowledge offers exercises that encour-
age students to consider the information and apply it 
to business decisions.

• Running Cases present realistic business situations 
encountered by Noreen and Kwong as they work 
toward their career goals. Working through these 
case studies will help students deal with on-the-job 
tasks.

• Practise Your Knowledge provides documents for 
critique and revision.

• Exercises give additional tasks to work through, 
including teamwork exercises and ethical situations.

• Cases, at the end of specific chapters, offer addi-
tional opportunities to apply the three-step writing 
process in work-related situations. Icons highlight 
cases that use specific media skills—email, blogging, 
instant messaging, podcasting—as well as “Portfolio 
Builder” cases, where the projects may be suitable for 
students’ employment portfolios.

| MyLab | Business Communication.

MyLab Business Communication is an online home-
work and tutorial assessment solution designed to help 
students master concepts, study, and prepare for class. 
MyLab Business Communication provides students 
with a better way to practise writing skills and grammar 
content outside of class, helping them become polished 
communicators. Log on to www.pearson.com/mylab to 
access the following interactive tools:

• Relevant video series and exercises
• Study plan
• Interactive flashcards
• Model documents
• Grammar diagnostics

PEARSON eTEXT. The Pearson eText gives students 
access to their textbook anytime, anywhere. In addi-
tion to note taking, highlighting, and bookmarking, the 
Pearson eText offers interactive and sharing features. 
Instructors can share their comments or highlights, and 
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students can add their own, creating a tight community 
of learners within the class.

Instructor Supplements
COMPUTERIZED TEST BANK. Pearson’s computerized 
test banks allow instructors to filter and select questions 
to create quizzes, tests, or homework. Instructors can 
revise questions or add their own and may be able to 
choose print or online options. These questions are also 
available in Microsoft Word format.

The following additional instructor supplements are 
available for download from a password-protected  
section of Pearson Canada’s online catalogue (http:// 
catalogue.pearsoned.ca/). Navigate to your book’s cata-
logue page to view a list of supplements that are available. 
See your local sales representative for details and access.

• The Instructor’s Manual provides chapter outlines, 
suggests solutions to the exercises, and supplies for-
matted letters for the cases in the letter-writing chap-
ters. Additional resources include diagnostic tests of 
English skills and supplementary grammar exercises.

• PowerPoint Presentations cover the key concepts in 
each chapter.

LEARNING SOLUTIONS MANAGERS. Pearson’s Learning 
Solutions Managers work with faculty and campus 
course designers to ensure that Pearson technology 
products, assessment tools, and online course materi-
als are tailored to meet your specific needs. This highly 
qualified team is dedicated to helping schools take full 
advantage of a wide range of educational resources by 
assisting in the integration of a variety of instructional 
materials and media formats. Your local Pearson Canada 
sales representative can provide you with more details 
on this service program.

Acknowledgments for the Sixth 
Canadian Edition
The delivery of an effective textbook requires an under-
standing of the needs and preferences of instructors 
and students who will be using the material to facilitate 
learning. Every aspect must be reviewed for relevance, 
accuracy, and consistency. This effort would not be pos-
sible without the help of a dedicated and thoughtful 
publishing team.

We are grateful to Jennifer Sutton for presenting us 
with the opportunity to contribute to the sixth Canadian 
edition of Excellence in Business Communication. We 
are honoured to work with Pearson Canada staff on 
this comprehensive text: Acquisition Editor Keriann 
McGoogan; Senior Content Manager John Polanszky; 
and Developmental Editors Patti Sayle and Darryl 
Kamo, who were always patient and available (even at 
late hours) to share their experience and help us get 
to production. Thanks also to our Project Managers 
Colleen Wormald, Christina Veeren, and Revathi 
Viswanathan; our Copy Editor, Susan Broadhurst; and 
our Proofreader, Audrey Dorsch, who ensured that all 
production details of the book were met.

So many others dedicated their time and energy to 
the production of this edition. We extend sincere thanks 
for their important contributions.

And, finally, thank you to our families and friends, 
who have let us put them on hold while we dug in to 
the world of business communication and hopefully 
came up with a product that will satisfy our most valued 
customers, the students and instructors of continued 
learning.

Wendy Keller

Kathleen Moran
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1

The ability of Wave to harness the power of digital communication 
is a key ingredient in the company’s success.

Achieving Success through  
Effective Business Communication1

LEARNING OBJECTIVES After studying this chapter, you will be able to

1 Explain why effective communication is important 
to your success in today’s business environment

2 Identify eight communication skills that successful 
employers expect from their employees

3 Describe the five characteristics of effective busi-
ness communication

4 Discuss six factors that make business communica-
tion unique

5 Describe five strategies for communicating more 
effectively on the job

6 Explain five strategies for using communication 
technology successfully

7 Discuss the importance of ethics in business com-
munication, and differentiate between an ethical 
dilemma and an ethical lapse

ON THE JOB: COMMUNICATING AT WAVE

Enhancing Value with Social Media
www.waveapps.com

Ranked ninth in Deloitte’s Technology Fast 50 list (2016) and 
awarded the title of Best Free Accounting Software for Busi-
nesses by Business News Daily (2017), Wave (formerly Wave 
Accounting) continues to make great strides in the account-
ing services sector, attracting more than 2.3 million users 
around the world to date. The company’s success is based on 
filling a market niche, listening to user needs, and harnessing 
social media to add value to customer relationships.

Started by James Lochrie and Kirk Simpson in 2010, Wave 
has identified small-business owners, freelancers, and entre-
preneurs as needing an alternative to spreadsheets and “shoe-
box accounting” for managing their finances. Their product 
is a free, easy-to-use cloud-based accounting software with 
features that include unlimited invoicing and account track-
ing, automatic data backup, secure collaboration, and bank 
and credit card linking. Business and personal dashboards 
using charts and other graphical displays help users view their 
income and expenses at a glance. The system can be accessed 
on any computer: Mac, Windows, or Linux. In late 2016/early 
2017 the company released its Android and iPhone apps and 
added a lending feature, further demonstrating their respon-
siveness to market needs and customer challenges.

Wave’s appeal is not only the free software. Their team 
of 130+ employees includes a vice president of commu-
nity, content, and communications, as well as a community 

MyLab Business Communication Visit MyLab Business 
Communication to access a variety of online resources directly 
related to this chapter’s content.
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PART I UNDERSTANDING THE FOUNDATIONS OF BUSINESS COMMUNICATION2 

Achieving Career Success through Effective 
Communication

Improving your communication skills may be the single most important step 
you can take in your career. You can have the greatest ideas in the world, but 
they’re no good to your company or your career if you can’t express them clearly 
and persuasively. Some jobs, such as sales and customer support, are primarily 
about communicating. In fields such as engineering or finance, you often need to 
share complex ideas with executives, customers, and colleagues, and your ability 
to connect with people outside your field can be as important as your technical 
expertise. If you have the entrepreneurial urge, you will need to communicate 
with a wide range of audiences, from investors, bankers, and government regu-
lators to employees, customers, and business partners.

Whether exchanging emails, posting entries on a blog, giving a formal presenta-
tion, or chatting with co-workers at lunch, you are engaging in communication, 
the process of transferring information from a sender to a receiver. The essence 
of communication is sharing—providing data, information, and insights in an 
exchange that benefits both you and the people with whom you are communicat-
ing.2 However, communication is considered effective only when others under-
stand your message correctly and respond to it in the way you want. Effective 
communication helps you manage your workflow, improves business relation-
ships, enhances your professional image, and provides a variety of other impor-
tant benefits:

• Closer ties with important communities in the marketplace
• Opportunities to influence conversations, perceptions, and trends
• Increased productivity and faster problem solving
• Better financial results and higher return for investors
• Earlier warning of potential problems, from rising business costs to critical 

safety issues
• Stronger decision making based on timely, reliable information
• Clearer and more persuasive marketing messages
• Greater employee engagement with their work, leading to higher employee 

satisfaction and lower employee turnover

Effective communication is at the centre of virtually every aspect of busi-
ness because it connects the company with all its stakeholders—the groups  
that your company affects in some way and who themselves have some influence 
on your company. For example, as a customer or an employee of a particular busi-
ness, you are a stakeholder. Other stakeholders include government regulators, 

Explain why effective communication  
is important to your success in today’s  
business environment.

LEARNING OBJECTIVE1 

Your career success depends on effec-
tive communication.

Ambition and great ideas aren’t 
enough; you need to be able to com-
municate with people in order to suc-
ceed in business.

Strong communication skills give you 
an advantage in the job market.

Communication is vital to every  
company’s success.

manager and customer advocate, whose focus is to develop 
company–user relationships through social media. The 
Wave blog describes product enhancements, educates 
users on software features, and spotlights the success of 
Wave customers. Guest bloggers such as small-business 
owners add value to the site through posts titled “5 Things 
I Wish I Had Known Early in My Business” and “5 Ways to 
Grow Your Online Community.” The online conversation is 
extended through Facebook and Twitter, where users can 
find help, get the latest company news, and see Wave’s 

employees having fun at company events and participating 
in trade shows.

The rapid growth of social media has merged isolated 
conversations into a global phenomenon that has perma-
nently changed the nature of business communication. Wave 
is one of the millions of companies around the world using 
social media to supplement or even replace traditional forms 
of customer communication. How would you use social media 
to help a company enhance its online profile? What technolo-
gies would you select to keep the conversation going?1
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CHAPTER 1 ACHIEVING SUCCESS THROUGH EFFECTIVE BUSINESS COMMUNICATION 3 

who create guidelines that businesses must observe, and the media, which report 
on business and influence public opinion.

If you want to improve efficiency, quality, responsiveness, or innovation, you’ll 
do so with the help of strong communication skills. Conversely, without effective 
communication, people misunderstand one another and misinterpret informa-
tion. At every stage of your career, communication is the way you’ll succeed, and 
as you rise in your organization, you’ll use more communication channels, 
such as blogs, videos, and Twitter, to reach your stakeholders.

THE COMMUNICATION PROCESS

Communication doesn’t occur haphazardly. Nor does it happen all at once. 
It is more than a single act. Communication is a dynamic, transactional, or 
two-way, process that can be broken into eight steps, as shown in Figure 1–1. 
However, be aware that this is a simplified model; real-life communication 
is usually more complicated. Both sender and receiver might be talking at 
the same time, or the receiver might be trying to talk on the phone with one 
person while instant messaging with another, or the receiver may ignore the 
sender’s request for feedback, and so on.

1. The sender has an idea. You conceive an idea and want to share it. The 
potential success of your communication effort starts here. Its effectiveness 
depends on the nature of the idea, the composition of the audience and your 
relationship to these people, and your motivation for wanting to share the 
idea. For example, if an idea will benefit your department or company and 
your motivation is to make a contribution, the communication process is off 
to a strong start. In comparison, if the idea is poorly conceived (perhaps you 
haven’t considered the financial impact of a proposal) or your motivation is 
suspect (perhaps you’re more interested in making an impression on your 
boss than really contributing), the communication will be more difficult and 
possibly unsuccessful.

2. The sender encodes the idea in a message. When you put your idea into 
a message (words, images, or a combination of both) that your receiver will 
understand, you are encoding it. Much of the focus of this course is on 
developing the skills needed to successfully encode your ideas into effective 
messages. Encoding can fail for a number of reasons, including poor word 
choices that confuse or anger the audience, imagery that evokes unintended 
emotional responses, and cultural differences that result in the same words 
and images meaning different things to different people.

3. The sender produces the message in a medium. With the appropriate 
message to express your idea, you now need some way to send that mes-
sage to your intended audience. Media for transmitting messages can be  

Senders and receivers connect through 
an eight-step process.

1. Sender
has an
idea

2. Sender
encodes the

idea in a
message

3. Sender
produces the
message in
a medium

4. Sender
transmits
message
through 
a channel

8. Audience
provides

feedback to
the sender

5. Audience
receives the

message

6. Audience
decodes the

message

7. Audience
responds to
the message

Figure 1–1 The Communication Process
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PART I UNDERSTANDING THE FOUNDATIONS OF BUSINESS COMMUNICATION4 

divided into oral, written, and visual, as well as electronic forms of these 
three. As an experienced user of communication media, you already know 
that this step requires careful decision making and at least some level of 
technical skill. Misguided media choices or insufficient technical skill can 
undermine the best intentions. For instance, a desire to keep everyone 
informed of every important detail in a project can lead to email over-
load—and a breakdown in communication as people struggle to keep 
track of all the messages and the inevitable response threads. In contrast, 
many companies now find that a blog is a much better way to keep teams 
informed because this medium can dramatically reduce the number of 
messages required.

4. The sender transmits the message through a channel. Just as technology 
continues to multiply the number of media options at your disposal, it also 
continues to provide new communication channels you can use to trans-
mit your messages. The distinction between medium and channel can get a 
bit murky, but think of medium as the form a message takes and channel as 
the system used to deliver the message. The channel can be a face-to-face con-
versation, the Internet, another company—any system capable of delivering 
messages.

5. The audience receives the message. If your message does not meet any 
obstacles, such as an unintended email deletion, it arrives at your intended 
audience. However, mere arrival at the destination is not a guarantee that the 
message will be noticed or understood correctly. For example, if you’re giv-
ing a speech, your listeners have to be able to hear you, and they have to pay 
attention. You have no guarantee that your message will actually get through. 
In fact, one of the biggest challenges you’ll face as a communicator in today’s 
crowded business environment is cutting through the clutter and noise in 
whatever medium you choose.

6. The audience decodes the message. If the message is actually received, the 
audience must then absorb and understand it, a step known as decoding. 
If obstacles do not block the process, the receiver interprets your message 
correctly; that is, the receiver assigns the same meaning to your words as you 
intended and responds in the way you desire.

7. The audience responds to the message. By crafting messages in ways that 
show the benefits of responding, senders can increase the chances that recipi-
ents will respond in positive ways. However, whether a receiver responds as 
the sender hopes depends on the receiver (a) remembering the message long 
enough to act on it, (b) being able to act on it, and (c) being motivated to 
respond.

8. The audience provides feedback to the sender. After decoding your mes-
sage, the audience has the option of responding in some way. This feedback 
enables you to evaluate the effectiveness of your message: feedback often 
initiates another cycle through the process, which can continue until both 
parties are satisfied with the result. Successful communicators place consid-
erable value on feedback, not only as a way to measure effectiveness but also 
as a way to learn.

WHAT EMPLOYERS EXPECT FROM YOU

No matter how good you are at accounting, law, science, or whatever profes-
sional specialty you pursue, most companies expect you to be competent at a 
wide range of communication tasks. Employers spend millions of dollars on 
communication training every year, but they expect you to come prepared with 
basic skills, so you can take full advantage of the learning opportunities they 

Identify eight communication skills that 
successful employers expect from their 
employees.

LEARNING OBJECTIVE2 
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CHAPTER 1 ACHIEVING SUCCESS THROUGH EFFECTIVE BUSINESS COMMUNICATION 5 

make available to you. Check the Employability Skills 2000+ chart, prepared by 
the Conference Board of Canada (Figure 1–2), for the skills you need to achieve 
career success.

To stand out from your competition in the job market, improving your com-
munication skills might be the single most important step you take. In fact, 
employers start judging your ability to communicate before you even show up 
for your first interview (e.g., résumés, phone messages, profiles on social media, 
etc.), and the process of evaluation never really stops. Improving your communi-
cation skills helps ensure that others will recognize and reward your talents and 
contributions. Fortunately, the specific skills that employers expect from you are 
the very skills that will help you advance in your career:

1. Organizing ideas and information logically and completely. You’ll often be 
required to find, process, and organize substantial amounts of raw data and ran-
dom information so others can easily grasp its significance. Communications 
that highlight, clarify, and summarize the most important information are more 
effective than those that include huge amounts of data without any purpose or 
focus.

2. Expressing and presenting ideas and information coherently and per-
suasively. Whenever you’re asked to offer an opinion or recommendation, 
you’ll be expected to back it up with solid evidence. However, organiz-
ing your evidence well is not all you will need to do; you’ll also need to con-
vince your audience with compelling arguments that are accurate and ethical.

3. Listening to others effectively. Effective listening is not as easy as you might 
think. Amidst all the distractions on the job, you’ll need to use specific skills to 
detect the real meaning behind the words.

4. Communicating effectively with people from diverse backgrounds and 
experiences. You’ll often be called on to communicate with people who differ 
from you in gender, ethnic background, age, profession, technical ability, and 
so on.

Employers are constantly evaluating 
your communication skills.

TIPS FOR SUCCESS
“ Make sure your soft skills (communication, teamwork, problem solving) are on par with your 

technical abilities, as employers look for well-rounded individuals who will integrate well into 
their companies.”

Paul Hébert, senior advisor, strategic communications, at Acart Communications

5. Using communication technologies effectively and efficiently. You’re 
already familiar with email, instant messaging (IM), and online research. 
Increasingly, employers will also expect you to use web conferencing, elec-
tronic presentations, and a variety of other technological tools.

6. Following accepted standards of grammar, spelling, and other aspects 
of high-quality writing and speaking. You and your friends are probably 
comfortable with informal communication that doesn’t put a high value 
on precision and correctness. However, to be successful in business, you 
will need to focus on the quality of your communication efforts. Particu-
larly with audiences who don’t know you well, careless writing and disre-
gard for accepted standards reflect poorly on both you and your company. 
Rather than giving you the benefit of the doubt, many people will assume 
that you either don’t know how to communicate or don’t care enough to 
communicate well.

7. Communicating in a civilized manner that reflects contemporary 
expectations of business etiquette. Even when the pressure is on, you’ll 
be expected to communicate with courtesy and respect in a manner that is 
appropriate to the situation.
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Figure 1–2 Employability Skills 2000+ Chart
Download this pamphlet from www.conferenceboard.ca/topics/education/learning-tools/employability-skills.aspx and use 
it as a reference throughout your schooling and career. Where do you stand now in regard to the three skill areas? Where do you 
need to improve your skills? How do you plan to do this?

Courtesy: The Conference Board of Canada.
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8. Communicating ethically, even when choices aren’t crystal clear. 
Whether you’re simply reporting on the status of a project or responding to 
a complicated, large-scale crisis, you’re certain to encounter situations that 
call for you to make sound ethical choices. (See “Promoting Workplace  
Ethics: Ethical Boundaries—Where Would You Draw the Line?” later on in the 
chapter.) You’ll have the opportunity to practise all these skills throughout 
this course—but don’t stop there. Successful professionals continue to hone 
communication skills throughout their careers. For example, the Canadian 
Centre for Ethics and Corporate Policy is a nonprofit organization that pro-
vides company leaders who recognize the value of promoting the application 
of ethical decision making with an opportunity to exchange best practices.3

CHARACTERISTICS OF EFFECTIVE COMMUNICATION

Having the best ideas that will help your company run productively isn’t enough; 
you must express those ideas clearly and persuasively. Employers demand oral 
and written communication skills from all job candidates, from seasonal and 
entry-level workers to management employees.

To make your messages effective, make them practical, factual, concise, clear 
about expectations, and persuasive:4

1. Provide practical information. Give recipients useful information, whether it’s 
to help them perform a desired action or understand a new company policy.

2. Give facts rather than impressions. Use concrete language, specific detail, 
and information that is clear, convincing, accurate, and ethical. Even when an 
opinion is called for, present compelling evidence to support your conclusion.

3. Present information in a concise, efficient manner. Highlight the most 
important information, rather than forcing your reader to determine the key 
points. Most business professionals find themselves wading through a flood 
of data and information. Messages that clarify and summarize are more effec-
tive than those that do not. In today’s time-pressured business environment, 
clear and concise messages are highly valued.

4. Clarify expectations and responsibilities. Write messages to generate a 
specific response from a specific audience. Clearly 
state what you expect from audience members 
or what you can do for them. You will see many 
examples in this book with action requests.

5. Offer compelling, persuasive arguments and 
recommendations. Show your readers precisely 
how they will benefit from responding to your 
message the way you want them to. Including 
reader benefits is the key to persuading employ-
ers, colleagues, customers, or clients to adopt a 
plan of action or purchase a product.

Keep these five important characteristics in mind 
as you review Figures 1–3 and 1–4. Both emails 
appear to be well constructed at first glance, but 
Figure 1–3 is far less effective, as explained in the 
margin comments. It shows the negative impact that 
poorly conceived messages can have on an audience. 
In contrast, Figure 1–4 shows how an effective mes-
sage can help everyone work more efficiently (in 
this case, by helping them prepare effectively for an 
important meeting).

Describe the five characteristics of effective 
business communication.

LEARNING OBJECTIVE3 

Camp Nippising is seeking enthusiastic
people with a passion for working

with kids and a love of the outdoors.
Applicants will have

SUMMER WILDERNESS
CAMP OPPORTUNITIES

Camping experience

Excellent oral and written

communication skills

Standard First Aid with

Heartsaver CPR

Lifeguard certificate

Most companies want employees who can communicate effectively, from 
entry- to high-level positions. What sorts of jobs have you held that required 
you to communicate with co-workers and with customers or clients? What 
were your specific communication tasks, both oral and written?

Yellow
 D

og Productions/The Im
age Bank/G

etty Im
ages
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COMMUNICATION IN ORGANIZATIONAL SETTINGS

In every part of the business organization, communication provides the vital 
link between people and information. When you join a company, you become a 
key element in its communication chain. Whether you’re a high-level manager 
or an entry-level employee, you have information that others need to perform 
their jobs, and others have information that is crucial to you. You exchange 
information with people inside your organization, called internal communica-
tion, and you exchange information and ideas with others outside your orga-
nization, called external communication. This information travels over both 
formal and informal channels.

Communicating internally is essential for effective functioning. As an 
employee, you are in a position to observe first-hand attitudes and behaviours 
that your supervisors and co-workers cannot see: a customer’s reaction to a prod-
uct display, a supplier’s brief hesitation before agreeing to a delivery date, or a 
slowdown in the flow of customers. Managers and co-workers need such minute 
information in order to do their jobs. If you don’t pass that information along, 
nobody will—because nobody else knows. Communicating freely helps employ-
ees develop a clear sense of the organization’s mission and helps managers iden-
tify and react quickly to potential problems.

Like internal communication, external communication is essential for con-
ducting business smoothly. Companies constantly exchange messages with cus-
tomers, vendors, distributors, competitors, investors, journalists, and community 
representatives. Whether by letter, Web, phone, email, or video, good commu-
nication is the first step in creating a favourable impression. Extremely careful 
planning is required for messages such as statements to the press, letters to inves-
tors, advertisements, and price announcements. Therefore, such documents are 

No matter what your level in the orga-
nization, you have an important com-
munication role.

Opening paragraph fails
to provide necessary
background information
for anyone who missed
the meeting. Referring to
the consultant as “This guy”
does not provide a proper
introduction and minimizes
the importance of the meeting.

This request for action fails
to clarify who needs to do
what by when.

The writer fails to provide
alternative contact
information or invite
questions about the
meeting, making it harder
for team members to clarify
their assignments or raise
concerns.

The meeting information
includes the day but not
the date, which could lead
to confusion.

The vague subject line
fails to alert people to the
upcoming meeting.

The greeting is cold
and off-putting.

The wording here
assumes that people
who won’t attend
don’t want to, which 
might not be true.

A negative, accusatory
tone here puts readers
on the defensive.

This shows that little
thought has been given
to creating an agenda
and that audience
commitments and
responsibilities have
not been considered.

The lack of a closing
(such as “thank you”)
contributes to the harsh,
abrupt tone.

Figure 1–3  Ineffective Communication
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often drafted by marketing, legal, and/or public relations teams—whose sole job 
is creating and managing the flow of formal messages to outsiders.

FORMAL COMMUNICATION NETWORK The formal communication network 
is typically shown as an organizational chart, such as the one in Figure 1–5. 
Such charts summarize the lines of authority; each box represents a link in the 
chain of command, and each line represents a formal channel, or route, for the 
transmission of official messages. Information may travel down, up, and across 
an organization’s formal hierarchy.

• Downward flow. Organizational decisions are often made at the top and 
then flow down to the people who will carry them out. Most of what fil-
ters downward is geared toward helping employees do their jobs and carry 
out company objectives. From top to bottom, each person must understand 
each message, apply it, and pass it along.

• Upward flow. To solve problems and make intelligent decisions, managers 
must learn what’s going on in the organization. Because they must delegate 
work to be efficient, executives depend on lower-level employees to furnish 
them with accurate, timely reports on problems, emerging trends, opportu-
nities for improvement, grievances, and performance. Typically, documents 
generated for high-level or outside readers or sensitive or complex messages 
are approved by superiors before being sent out.

Information flows up, down, and 
across the formal hierarchy.

The opening
paragraph �lls in
missing information
so that everyone
can grasp the
importance of the
message. Formally
introducing the
consultant speaks
to the credibility of
the guest and shows
respect.

The request
provides enough
information to
enable readers
to respond.

The closing
paragraph invites
questions ahead
of time so that
they don’t derail
the meeting.

An informative subject
line helps people 
grasp key content
immediately.

The greeting is
friendly without
being too causal.

The writer offers
everyone a chance to
participate, without
making anyone feel
guilty about not being
able to attend in person.
(WebEx is an online
meeting system.)

This paragraph
emphasizes the
importance of the
meeting.

Attendees can
plan their daily
commitments
around this.

Like the greeting, the
close has a warm and
personal tone, without
being too casual.

The email signature
provides additional
information and
alternative contact
options.

Shari Washington
Group Manager, Retail Systems
Office: 905-555-1852
Mobile: 647-555-6868

Figure 1–4  Effective Communication
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