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The following report represents a final step in a
study of graduate education in business communi-
cation by the Graduate Studies Committee of the
ABCA.

In 1975 the Committee determined that at least
121 institutions offered courses in communication,
housing those courses in departments of speech, lit-
erature, theatre, and others.’

The 1976 Graduate Studies Committee designed
a program of study for the MBA with a concentra-
tion in business communication. That concentra-
tion demanded a minimum of 20 hours of commun-
ication work: 12 hours in courses such as commun-
ication theory and concepts, administrative com-
munication, communication research, and organi-
zational theory and systems. Six hours of electives
were suggested in such courses as seminars in busi-
ness communication; argumentation, oral and

written; administrative communication in public
relations; and administrative communication sys-
tems and change.2

Favorable reaction by the ABCA Board to the
MBA proposal motivated the 1977 committee to
develop a Ph.D. program in business communica-
tion. That report recommended that minimum
Ph.D. communication core requirements be 18
hours in areas of advanced composition, research
methodologies, information analysis, seminars in
written and oral communication, and theories of
persuasion and argumentation.’

The 1978 committee sought to answer this gen-
eral question: which schools in the U.S. offer de-
grees in business communication? In other words,
where could students interested in business com-
munication go to obtain graduate or undergraduate
work? We quickly add that we transgressed early in
the project, including both undergraduate and

graduate data in the questions and report.

PROCEDURE

The committee, after reviewing its charge, pro-
ceeded in this manner:

1. A letter was sent to the committee, discus-
sions held on direction and methodology.

2. A brief questionnaire was constructed which
sought answers from business schools to the fol-
lowing questions:

-May undergraduate, master or doctoral stu-
dents receive a degree with a concentration in
business communication?
-What are the requirements for that concen-

tration ?

-May students minor in courses relating to
business communication?
-Are any courses in business communication

offered?
3. The questionnarie was sent to the 537 Deans

of Business schools who were members of The
American Association of Collegiate Schools of Bus-
iness (AACSB).

4. Committee members were assigned geographic
regions of the country and contacted those business
schools within their area which were not members
of the AACSB.

5. All questionnaires, course outlines, require-
ments were returned to the chairperson or vice-
chairperson for collation.

6. Statements involving specific schools were
checked with respondees from those schools.

7. A draft statement was given members of the
committee for their reaction.

RESULTS

The Ph.D.

We must again state4 that no Ph.D. program
solely entitled business communication exists. Re-
search into degree titles of the AACSB further sup-
ports that presumption.’ Indeed, a statement made
by the 1977 graduate committee is still the major-
ity position: &dquo;There are students who concentrate
in communication, often in speech departments,
meet course and hour requirements for that area,
but complete a dissertation which falls into the
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category of business communication. The dis-
sertation is business communication; the aca-

demic training is departmental and interdepart-
mental. &dquo;6

However, the University of Texas at Austin, De-
partment of General Business, offers a Ph.D. major
in business and organizational communication. At
the core of the program is a course (BC 380) for
the Ph.D. candidate and includes topics such as Re-
search Methodology in Business Communication,
Administrative Communication, Behavior Modifi-
cation in the Organization, Nonverbal Communica-
tion, and others. Two minors are also required for
the degree, one of them preferably outside the
College of Business.

The University of Georgia College of Business
Administration, Department of Management, per-
mits a special emphasis in organizational communi-
cation while doing graduate work in management.
Thus one may obtain a Ph.D. majoring in Organiza-
tional Behavior in a program that consists of 35
hours. Of these, 20 hours are in the area of Com-
munication and 15 are in the area of Organization-
al Behavior. In addition, the student has a related
field of 20 hours and a research methodology re-
quirement. A department statement suggests that:
&dquo;The content of these communication courses is
drawn from a wide variety of disciplines and is pri-
marily behavioral in nature. &dquo;’

The usual approach is to pursue a Ph.D. degree
in a nonbusiness discipline, as for example the
School of Interpersonal Communication, at Ohio
University in Athens, and then take business courses
to complete the doctoral program.

It is our assumption that courses in business com-
munication or other communication classes may be
electiwe adjuncts to the Ph.D. in business.

The MBA

One school, as determined by our survey, offers
a masters degree in business communication: The
Master of Science degree in Technical Communica-
tion in the Department of Language, Literature,
and Communication at Rensselaer Polytechnic In-
stitute. Their programs seek to train people as tech-
nical writers and as communication specialists.
&dquo;Technical writers plan, research, write, edit, and
produce technical materials for professional audi-
ences. They prepare reports, instruction books, pro-
posals, promotional brochures, displays, exhibits,
articles, speeches, TV and film scripts, and audio-
visual aids in government, industry, and the aca-
demic community.... &dquo;8

Communication specialists are trained to &dquo;...

theoretically analyze and perform empirical research
on communication processes in specific situations
to provide methods that will improve the efficiency
of information exchange....&dquo;9

Core courses at Rensselaer include communica-
tion theory, writing, and editing; other choices in-
clude modem writing for publication, graphics, and
computer applications in communication; theories
of rhetoric; language and its uses; or visual com-
munication. Students are also urged to take com-
munication courses in other departments of Rens-
selaer.

Other schools offer the traditional MBA core
courses with students permitted to concentrate in
communication. The University of Texas at Austin
includes core business courses, but also such option-
al communication courses as the job getting process,
business report writing, behavioral communication,
and communication research for organizations.

The above patterns are typical: MBA students
meet core requirements in accounting, marketing,
statistics, operations research, finance, and others,
but may elect business communication courses as

electives, either within the business school if such
courses are offered, or another school of the univer-
sity. Such latitude was evident at both the graduate
and undergraduate level of the following schools.

-Eastern Kentucky University, College of Busi-
ness

-The University of Iowa, College of Business
Administration, Department of Business Educa-
tion
-Eastern Michigan University, College of Busi-
ness

-The University of Michigan, Graduate School
of Business Administration
-Southern Illinois University at Carbondale, De-
partment of Administrative Sciences
-Oklahoma State University, College of Busi-
ness Administration

-University of Illinois at Urbana-Champaign,
College of Commerce and Business Admini-

stration
-Eastern New Mexico University, College of
Business

-University of Miami, School of Business Ad-
ministration
-~~Vestern Kentucky University, Department of
Business Education and Office Administration

Undoubtedly there are other business schools
which allow business communication electives.
Based on our response the above schools made spe-
cific mention of that choice.
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Three schools responding to the survey offered
masters degrees which some would position in the
orbit of business communication; others would not.
We include a brief description of each.
A master of science degree in marketing com-

munication at Roosevelt University includes busi-
ness communication, but also more. The degree re-
quires a minimum of 30 graduate credit hours in
courses as contemporary problems in marketing
communication, communication and consumer be-
havior, research in marketing communication, mes-
sage strategy for marketing communication, visual
communication and graphics, language and culture,
or electronic communication. The goal of the degree
is to prepare persons for various communication
careers in public relations, publicity, copywriting,
graphic work, catalogue writing, direct mail, and ad
agencies.

Another variation is the Master of Arts degree in
communication offered by Fairfield University,
Graduate School of Corporate and Political Com-
munication, Fairfield, Connecticut. Thirty-three
credits of course work are required in areas entitled
concepts and theories; research courses; media and
methods; and contexts. Under those rubrics are

courses such as human communication; communi-
cation systems and theories; persuasion and sys-
tematic communication; attitude and public opin- .
ion laboratory; sign, symbol, image; writers’ work-
shop ; international communication; and about 40
others.
A Graduate Certificate may be added to the Mas-

ter of Arts Degree by adding 12 credits in profes-
sional writing and 6 credits in other media of human
expression. Also available is a Graduate Certificate
in video planning, expression, writing production
(M.A. plus 12 credits).
The American University in Washington offers a

Master of Science degree in public relations. One
course description will suffice as a sample of the
work required.

Propaganda and Persuasion (3) Attitudes and public
opinion; how they have been influenced in past and
present through propaganda techniques. Specific top-
ics include formation of attitudes, attitude change,
nature of public opinion, public opinion measure-
ment, how PR practitioners attempt to persuade, his-
torical uses of propaganda, and propaganda-good,
bad, or neither
As a final comment, member schools of the

AACSB offer 274 different degree titles. One hun-
dred ten, or 40 percent, were for the master level
degree. None included the phrase business com-
munication in their titles

Undergraduate

A complete picture of business communication
courses and degrees in the U.S. demanded a ques-
tion relating to undergraduate business communi-
cation work.

At Baylor University’s Hankamer School of Busi-
ness, Department of Business Communications and
Business Education, students may receive a BBA de-
gree in business communications. That major is
narrowly defined and directed at persons who are
preparing to be executive and administrative secre-
taries. Central to the degree are two core courses:
integrated business writing and speech for profes-
sional people. Other required courses are typewrit-
ing ; shorthand, dictation and transcription; and ad-
vanced office procedures. Thus the degree is for
persons planning a career in the secretarial field.
A more traditional BBA degree, with a major in

business communication is offered at Western

Michigan University, College of Business, Depart-
ment of Business Education and Administrative Ser-
vices. There the BBA in business requires 24 hours
for a major and 18 hours for a minor. Their pro-
gram looks like this:

-Information Writing
-Business Communication

-Organizational Communication
-Teaching Internship
-Intemship (individual, nonteaching)
-Advanced Business Writing
-Report Writing
-Topics in Business Communication (may be re-
peated for credit as long as topic is different),
communication systems, persuasive writing, or-

ganizational communication strategies, communi-
cation media in business, publicity and public re-
lations

-Independent Study&dquo;
For 13 years the University of Southwestern

Louisiana, College of Commerce, Business Com-
munication has offered a B.S. degree in Business
Administration with a major in business communi-
cation. The department offers four undergraduate
courses: business letter writing, communication in
business, business research and reporting, and inde-
pendent study. Remaining requirements for the de-
gree come from areas such as behavioral manage-
ment, journalism, speech, English, and psychology.
A more detailed description of the program was dis-
cussed in The ABCA Bulletin, September, 1978.13
We add that the above three schools were em-

phatic about offering an undergraduate degree in
business communication. Others may exist and the
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committee would hope to be informed. Our data
suggest that minors in business communication were
also possible at the following schools:

-Baylor University, Hankamer School of Busi-
ness Department of Business Communications
and Business Education
-St. John Fisher College, Department of Man-
agement
-Northrop University
-Carthage College
-Texas Tech University, College of Business Ad-
ministration

-Fairleigh Dickinson University, College of Busi-
ness Administration
-North Dakota State University, Department of
Communication

-Loyola University, College of Business Admini-
stration
-Purdue University, School of Management and
Krannert Graduate School of Management
As with preceding comments, undergraduate

BBA students could elect to take communication
courses within their own business school or in other
departments of the university. Such is the case, for
example at the University of Delaware, College of
Business and Economics, where one may pursue a
double major: business administration within the
college and communication within another college
of the university.

Business Communication Courses

One conclusion is clear. There is little consis-

tency among schools and colleges as to topic inclu-
sions in identically titled courses in business com-
munication. The spread of interest is wide; courses
and topics range the spectrum of communication,
only limited by the academic freedom and interests
of the instructor and school. We will not include a
list of all course titles given the committee, rather
include a brief sample of both titles and descrip-
.tions.

-Business communication
-Communication for management
-Report writing
-Theory, information retrival and dissemination
-Communication in business

-Communication skills for executives
-Seminar in administrative communication

-Managerial communication
-Business correspondence
-Written and oral communication

-Sales communication

-Organizational communication
-Communication and change
-Interpersonal communication in organizations
-Introduction to advertising

-Communication through group presentation
-Advertising writing
-Analysis and communication
-Management analysis and presentation .

-Human public relations communications

-Administrative research writing
-Information and communications techniques
-Interpersonal dynamics
-Writing for business and industry
-Transactional analysis in business communication

-Business and professional speaking
-Business reports and communication
-Business research
-Professional communication
-Problems in business communication

While some suggested course descriptions were
included in the 1976 committee report, the fol-

lowing examples are taken directly from school de-
scriptions, simply to suggest the range of interests
and scope of what is considered business communi-
cation.

GENAD 3223, Organizational Communication
Communication theory and process; common

and special problems associated with interpersonal
and organizational communications affecting busi-
ness decisions and operation ... (Oklahoma State
University)

Written Communication
This course recognizes past instruction in lan-

guage arts and emphasizes improvement in the use
of language skills in oral as well as written expres-
sions. (Southern Ohio College, Hamilton Campus)

Analysis of Communication for Business
Analysis of the methods of investigation, organi-

zation, and presentation of business data. Consider-
ation of the factors underlying the composition of
written business communication ... (California
State University, Northridge)

Interpersonal Dynamics
A group centered experience and participation in

the dynamic development of the small group. Major
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emphasis is given to the application of this experi-
ence to business management problems. (Dowling
College)

Business Communications
A course designed to provide students with un-

derstanding communication theory and the behav-
ioral approach as applied to problem-solving skills
in communications. Development of the ability to
communicate ideas and thoughts in oral and written
expression with particular relevance to the world
of business ... (Texas Tech University)

Theory, Information Retrival and Dissemination
Includes information systems, persuasive com-

munication, business research, research reporting,
and construction of short reports. (Southeastern
Oklahoma State University)

Administrative Research Writing
Rationale, organization, and preparation of for-

mal business research reports. Library research
methods. Use of questionnaire as a research tool.
Statistical applications. (The University of Okla-
homa)

Honors Rhetoric and Communication .

Intensive interdisciplinary study of oral and writ-
ten communication in three phases: information
gathering, message preparation and process, and
style of delivery. Similarities and differences in the
two modes of communication are made apparent
and exploited to develop skill in both ... (Rock-
hurst College)

CONCLUSIONS

No precise interpretation of the phrase business
communication exists at either the graduate or un-
dergraduate level. The spread of meaning allows
students and schools to develop courses suited to
their interests. Thus students may obtain a Ph.D. in

business administration, major field in management
with an emphasis in interpersonal and organization-
al communication at The University of Georgia Col-
lege of Business Administration; a major in business
and organizational communication at the Univer-
sity of Texas at Austin; or students may concentrate
their Ph.D. work in other schools or departments
but take courses in schools of business.

At the masters level, options and interpretations
for business communication are no less. Rensselaer

Polytechnic Institute trains people as writers and
communication specialists, leading to a Master of
Science degree in Technical Communication. More
usual is the core MBA program with communica-
tion courses being elective.

Three specialist communication degrees also were
discovered, but with a broader interpretation of
business communication: Roosevelt University’s
Master of Science in Marketing Communication,
Fairfield University’s Master of Arts in Communica-
tion in their Graduate School of Corporate and Po-
litical Communication, and American University’s
Master of Science in Public Relations.
On the undergraduate level Western Michigan’s

BBA degree major in business communication and
Southwestern Louisiana’s BS degree with a major
in business communication appear as the more tra-

ditional business communication concepts. Baylor’s
Hankamer School of Business also offers a BBA in
business communication, but defines it as leading
to a career in the secretarial field.

Thus the committee notes that schools offering
concentrates in business communication are few.

Until more schools offer a business communication

emphasis, both graduate and undergraduate stu-

dents are limited to few schools or creating their
own degree program between another academic
discipline and schools of business.

The committee is aware that some schools may
offer programs in business communication not

noted in this report. We encourage members of
those schools to inform the chairperson of the
Graduate Studies Committee.
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MAKING BUSINESS COMMUNICATION COURSES ACADEMICALLY RESPECTABLE

Kitty Locker
University of Illinois&mdash;Urbana-Champaign

Two years ago, Raymond Lesikar noted that one
of the major challenges facing the new (and even
the experienced) teacher of business communication
was that of devising &dquo;a respectable course, ... one
worthy of teaching at the university level-a course
with sufficient rigor and academic content.&dquo;1 This
challenge raises unpleasant implications, for who
would tell novice instructors in physics or philoso-
phy or French that they must work to make their
courses academically respectable?

As unpleasant as we may find the implication
that business communication lacks inherent aca-
demic substance and rigor, it is nevertheless a
charge which we are obligated to try to understand,
assess, and answer. An honest inquiry will show us,
I believe, that the charge, while exaggerated, is not
groundless. There are several steps we can take as
individuals and as ABCA members to increase the
academic respectability of the courses we ourselves
teach and of the field as a whole.

THE PROBLEM

Every ABCA member is aware that courses in
business writing do not receive universal homage:
each of us knows colleagues in departments of Eco-
nomics or Accounting or English who respond to
our statements that we teach (and even enjoy teach-
ing) business communication with pity or barely
disguised contempt. But however little respect es-
tablished courses in business communication may re-

ceive, they are not likely to be challenged; scoffing

colleagues in Business and English are sufficiently
cautious not to attempt to abolish courses which
enjoy the sanctions of time and high student enroll-
ments. When one proposes the establishment of a

program in business communication in a college or
university which has never had one, however, one
meets the full brunt of the skepticism and antago-
nism other faculty feel. Many reasons may be ad-
vanced to explain why new courses in business
communication are unfeasible, unnecessary, or un-
desirable, but the most powerful (if sometimes un-
spoken) objection is that such courses do not merit
inclusion in a university curriculum.

College courses may be grouped into two cate-
gories : &dquo;knowledge&dquo; courses in which the student’s
primary goal is to amass a body of facts or theories,
and &dquo;skills&dquo; courses in which the student is taught
to perform some act or process. In the academic
hierarchy, &dquo;knowledge&dquo; courses rank higher than
&dquo;skills&dquo; courses; in either category, the more eso-
teric the knowledge or more difficult the skill, the
more &dquo;respectable&dquo; the course is likely to seem.
By any of the measures derived from this value

system, business communication courses are likely
to fare poorly. Most of our courses emphasize skill
rather than knowledge. Such knowledge as we do
attempt to impart is easy to understand (if hard to
apply) and limited in scope and extent-the hard,
&dquo;academic&dquo; content of basic business communica-
tion texts seldom comprises fifty or seventy-five
pages-this for a quarter or semester course! There
is perhaps nothing wrong with having a limited num-
ber of basic principles-the hard sciences, after all,


